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Technivox facing Ericsson’s customers

There are 350 independent telecom distributors in the field of Business Communications in France.
Competition is tough between the major players. Ericsson entered the French arena again a few years ago.
Technivox, Vincent Charpin’s company, is one of 15 distributors in the Paris region. Pages 12-13

How to use Eripax develop-
the logo ment in Leicester

The Ericsson logotype, the stylish E, was Nearly 50 people work at Ericsson
unofficially known as "Ericsson three sau-  Intracom in Leicester. Operations are con-

sages” when it was first introduced. centrated on development of Ericsson
Today it is an invaluable asset for Ericsson.  products for transmission of IP and termi-
To keep it that way there are rules for nal traffic, marketed under the Eripax
how to use the logo. These are specified name. Ericsson Intracom started back in
in Ericsson’s rules for Corporate Visual 1979 in a small garage and focused then

Identity (CVI). The logo is always used to-  on development and sales of equipment
geteher with the word Ericsson. The exep-  for computerized numeric control of in-
tions are few and decided by the CVI dustrial applications. Until 1996 the com-
Council. pany name was Camtec.

Page 6 Pages 18-19




ERICSSON TELECOM AB
Public Networks

TELECOM MANAGEMENT

Ericsson offers a range of telecom management solutions, products and ser-
vices that support all the key areas of a public operator’s business activiti-
es. Our solutions therefore not only cover the traditional area of operations
support systems (OSS) but also embraces the business support systems

To contribute to the challenging expansion,
we are seeking

Account Managers:

You will be responsible for Marketing and
Sales support to a market or customer, wor-
king closely together with Local Companies
and Market Units, being the Telecom
Management Ambassador and external
interface.

You should have experience in International
Marketing and /or sales, have good language
and presentation skills - in writing as well as
orally. You should be prepared to travel
extensively and you must have a large por-
tion of endurance.

For further information, contact:
Sune Holm,

memoid: EDD.EDDSUHO,

Lars Y Svensson,

tele, 719 6001,

memoid: ETX.ETXLSN or

Marc Roman

tele, 719 5875,

memoid: ETXT.ETXMROM

care and billing.

Product Managers:

You will be responsible of building up and
maintaining our product portfolio, contai-
ning products and solutions in the areas
Network Operation, Service Provisioning and
Customer Management and also Data
Warehouse, IT & Systems Management and
Customer Network Management.

You should preferably have a few years of
experience within the area Telecom
Management. If you also have experience of
marketing, product- or system management,
we see that as an advantage.

We are also seeking you who have good
knowledge from Switching, Access and
Intelligent Networks.

For further information:
Magnus Johansson

tele, 719 2822,

memoid: ETX.ETXMGN.J

Location in Stockholm or Méindal (for the
areas Network Operation and Service
Provisioning)

(BSS) for management of customers and services.. Ericsson offers solutions
that are adapted to the operators needs in the areas of network monitor-
ing, maintenance, service activation, service quality assurance, customer

Secretary:

Our executive secretary is changing her role
within Telecom Management therefor we are
looking for a secretary who are highly moti-
vated , independent person who wants to
work in an expanding, exciting and interna-
tional environment.

For further information:
Gitte Leonhardt,

tele 719 0737,

memoid: ETX.ETXGIA

Human Resources:
Jan Giese,

tele, 719 9357,
memoid: ETXT:ETXIG

ERICSSON

the development of reliable and
cost effective packaging concepts.
A partner that can provide full ser-
vice starting at the drawing board.

L ]
At Nefab, we get involved at every
stage from design through to test-
ing and delivering complete solu-
tions for export and reusable

®
memsureofmmisnotmlyw
secure safe deliveries but to reduce
costs throughout the supply chain.

The packaging company Nefab, established in 1949 in Hdlsingland, is market leader in Europe in the area of transport
packaging from sheet material and steel. Nefab has subsidiaries in twelve countries of which six have production uniss.

As of 1997 Nefab has been appointed First Tier Supplier of hard packaging 1o Ericsson Telecom AB.
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One thousand shareholders

at Annual

Ericsson held its 121st An-
nual General Meeting at
the Berwaldhallen in
Stockholm on April 25,
1997. Every seat in the
grand old concert hall was
occupied. The Stockholm
Symphony Orchestra nor-
mally performs at Berwald-
hallen, but the tone on
April 25 was completely
different.

Ericsson’s executive manage-
ment reviewed the company’s
performance during 1996 for
approximately 1,000 sharehold-
ers at the meeting. Thereisa to-
tal of about 300,000 sharehold-
ers in Ericsson. Lars Ramqvist
began by congratulating the
them all.

“You own the highest valued
company in Sweden,” he said.

The value of Ericsson on the
day of the Annual General
Meeting was approximately
SEK 240 billion.

The proceedings that fol-
lowed were along the lines of a
more modern Annual General
Meeting than shareholders were
accustomed to in the past. Short
film presentations produced
specially for the AGM, accom-
panied by pulsating music in a
fast tempo, showed the audience
where Ericsson's current busi-
ness operations are focused.
Gone were the obligatory over-
head projection presentations of
past meetings.

Everything was presented this
year directly via three large
computer screens. The audience
was also told the average age of
Ericsson’s more than 94,000
employees today is just over 30
years old. This, accordingly, is
much younger than the average
participant at the AGM, whose
age probably was more than
twice that of Ericsson’s employ-
ees.

Ericsson’s significance

In addition to his review of
Ericsson’s business operations,
Lars Ramqvist also discussed
Ericsson’s significance to Swe-
den in general. Among other
points, Mr. Ramqvist explained
that Ericsson accounts for a sur-
prisingly substantial 13 percent
of all Swedish exports today. An
absolute record level!

Clearly addressing Swedish
politicians and the total interna-
tionalizaton of Sweden, Mr.
Ramgqvist also declared:

“Sweden’s politicians have to

General Meeting

Berwaldhallen was completely filled for Ericsson’s Annual General Meeting on April 25th. The Stockholm Symphony Orchestra nor-

mally performs at Berwaldhallen, but the tone on April 25 was completely different.

realize that politics are also ex-
posed to competition.”

CW Ros, senior executive
vice president and chief finan-
cial officer, also addressed
Swedish politicians by pointing
out that Ericsson shareholders
who are also subject to capital
tax are obliged to pay nearly
SEK 2.00 to own Ericsson
shares. The tax effects cause the
assessment, despite Ericsson’s
dividend of SEK 2.50 per share.

Time for questions

Toward the close of the Annual
General Meeting, shareholders
were able to ask questions of
management. Lars-Erik Fors-

girdh, a representative of the
Swedish Shareholders Associa-
tion, was impressed with Erics-
son’s income performance, but
requested that income be re-
ported for the company’s vari-
ous areas of operations.

He also noted that three
members of Ericsson’s Board of
Directors do not own any shares
in the company, and asked how
they motivate their decision to
refrain from investing in Erics-
son. Mr. Forsgirdh recom-
mended to the three board
members that they use their di-
rectors’ fee to purchase Ericsson
shares. He also said it would be a
good investment.
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Rolf Karlsson, a 40-year vet-
eran of Ericsson’s main factory
at Telefonplan and a guest at the
meeting, was clearly moved as
he explained the feeling of bit-
terness that has overwhelmed
his colleagues who, after work-
ing for Ericsson for 35 years,
have now been “sold™ to another
company. He asked what had
become of the once-famous Er-
icsson spirit.

Lars Ramgqvist explained that
he felt the greatest respect for the
fate of individual Ericsson em-
ployees. “But what are we to do
“'I'!ffn WE can pl]l'[.'h'.}ﬁt’ L'qllipl‘.['ii_"i'lt
much cheaper from other suppli-

ers?” he asked. “If we don't take

Photo: THORD ANDERSSON

advantage of such opportunities,
Mr. Ramgqvist said, we “(mr he
here in a few more years.”

Others present at the meeting
asked about the total absence of
women on Ericsson’s Board of
Directors and their relatively
poor representation in higher
management positions.

After slightly more than two
hours, the Annual General
Meeting was adjourned, and
guests were served refresh-
ments, while journalists swarm-
ed around Lars Ramqvist for in-
TETVIEWS.

THORD ANDERSSON
PATRIK LINDEN

LM Ericsson, HFLMEA, S-126 25 Stockholm, Sweden Fax: +46 8 681 27 10 Distribution: inger Bergman, phone: +46 B 713 00 63, memo: LME.LMEBING

m "'uemaus,prme +46 8 665 80 72 mwmmmmm:wvwwmmmdmm Display AB phone: +46 90 17 79 50
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Ericsson investigates moving headquarters

A lengthy interview in Swedish
radio on Saturday, May 3, with
Ericsson’s president and CEO Lars
Ramqvist received a great deal of
attention.

The issue of possibly moving Ericsson’s
head office from Sweden was raised and
Lars Ramqvist confirmed that the Board
of Directors had assigned him the task of
evaliating the placement of Ericsson’s
executive management and head office.

The main reason behind the Board's
assignment is their uncertainty concern-
ing the tax situation in Sweden and the
difficulties it creates for Ericsson to re-
cruit foreign executives in the long term.
This question was also raised during the
interview,

Lars Ramgvist explained that an evalu-

ation of where the head office and the ex-
ecutive management should be located
will continue during the rest of this year.
This type of an evaluation should be
viewed as a normal part of the executive
management’s job.

Lars Ramqvist’s answer to the question
whether the head office should be moved
from Sweden was:

“It’s no secret that the Board of Directors bas
asked us to evaluate where the bead office
should be located. This is in light of the fact that
only three percent of our sales are in Sweden.”

“The owners see the issue of how we will be
able to recruit future leaders to Ericsson. Today,
the situation is such that it is next to impossi
to recruit a foreign employee to Sweden due to
tax reasons. So naturally, the owners are saying
that perbaps we should relocate outside Sweden,
where we do maost of our business.”

“I don’t feel that this is an unreasonable

In answer to the question as to whether
the plan to leave Sweden is an entirely re-
alistic one, Lars Ramqvist answered that
there is a chance this issue will arise and
that an evaluation is in progress.

“I&n?qumml&pﬁna

secret,” said Lars

Ford:epmyur astudylusbeenun-

working for in Sweden for a limited
amount of time. Similar tax legislation
can be found in several other European

countries.
PATRIK LINDEN

Ericsson’s RDS
to Cetronic

M Ericsson’s operations for RDS prod-
ucts have been sold to the Sundsvall-
based company Cetronic. RDS is an un-
der-carrier technology used in ordinary
broadcasting networks, including car
radios to advise of traffic information.

Bangladesh will
be the 53rd
GSM country

B On March 26, Bangladesh became
Ericsson’s 53rd GSM country when the
Norwegian-owned network Grameen
Phone opened in the Dhaka area. The
network had 3,000 subscribers when it
opened and by year-end, the operator
is expecting to have 25,000 subscribers.

Number one
among students

B Among students of both business ad-
ministration and engineering, Ericsson
tops the list as the most popular em-
ployer.

This survey result was presented re-
cently in the annual issue of the
Corporate Barometer. Conducted by
the research company Universum, the

Ericsson has been among '&le top
choices on this list for a long time, top-
ping the list among business adminis-
trators and engineers last year as well.

Telia’s services on
the same invoice

® A general agreement has been
signed between Ericsson and the
Swedish operator Telia for an invoicing
system for Telia’s Scandinavian opera-
tions. Using this system, Telia can gath-
er charges for both fixed and mobile
telephone services, as well as data com-
munication on one invoice.

The system will be operational by the
end of June.

Solecl:ron ma
create new j
in Norrkoping

The American contract manufac-
turer Solectron, has plans to begin
NPI operations in Sweden, which is
the process of phasing new prod-
ucts into volume production.

Solectron is one of the two contract man-

ufacturers that Ericsson wants to take

over Infocom Systems’ printed circuits
a0

manufacturing.

If everything goes as planned, there are
mnghdicationsdutme of the em-
ployees in Norrkoping will be offered
]obs,a]tbmnghnunotpom'bicmmyhow
many at present.

LENA WIDEGREN

Tommy Andersson and Gunnar
Nyberg have each been award-
ed SEK 100,000 for a test mecha-
nism used when developing and

tool?
“We saw the problems involved with
the long time it took for trouble-shoot-
ing when the services were to be tested.

In a worst-case scenario, it may take |

Mdzyswdmmﬁrlmﬂmm
process is like looking for a needle in a
haystack. The information is there, but
the problem was that there was no
common way of locating defects.”

“By bringing the information up to a
higher level and gathering it in a block,
we devised a way to find defects faster.
You could say that the testing mecha-
a common language.”

* What are the main advantages?
“The greatest advantages with the
tool is that it enables faster testing of IN

don't have to go very deep into the
procesmsmordatom'gettl'lepm-

“Seen in a wider product develop-
ment perspective, it gives shorter lead
times and, as a result, faster delivery
times to the customer, which of course
is the most important benefit. It’s esti-
mated that it will save Ericsson at least
SEK 1 million per year.”

“The tool is in demand by several
companies within Ericsson. It will be
made into a product and industrial-
ized for further distribution through-
out Ericsson.”

“It will also be put into Network

i % design infrastructure. It
should be fast and easy to access, essen-
tially, no more difficult than accessing a
word procession program on a PC.”

* What will you do with the money?
“There will always be a need to fill,
but some Ericsson shares are definite-
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Pioneering D-AMPS campaign

The American Standard business
unit of Mobile Systems has put to-
gether a new international adver-
tising campaign for the digital
D-AMPS standard. The campaign
differs from past advertising cam-
paigns by focusing on the needs of
customers and their customers.

It’s also integrated with the same basic
message in advertisements, the World
Wide Web and printed matter.

The first advertising campaign for
D-AMPS was conducted last year, with
the objective of announcing development
of the digital standard. Today, the compa-
ny hopes people are aware of D-AMPS,
and the current campaign is being con-
ducted in all parts of the world to project

Facts about D-AMPS

B D-AMPS/AMPS has over 63 million
subscribers. Over 5 million of them are
already using D-AMPS, which is the
digital standard. All analog AMPS sys-
tems can be migrated to D-AMPS.
D-AMPS/AMPS can be found in a to-
tal of 90 countries in North America,
Europe, thereby making it the world’s

the D-AMPS image in the marketplace.
The campaign also represents something
new for Ericsson.

“We are focusing partly on our cus-
tomers and partly on their customers,
which represents a completely new ap-
proach,” says Lawrence Masle, the man
behind the D-AMPS campaign.

The campaign includes four ads, all of
which feature a picture and quotation by
an operator an end-user.

“We have used this new approach to il-
lustrate our partnerships with customers,
while also extending ourselves farther into
the marketplace,” explains Lawrence
Masle, who also emphasizes
the importance of using sev-
eral different information
channels to gain maximum
market coverage for the cam-
paign.

Media space has been
booked throughout the re-
mainder of 1997, but the cam-
paign may be continued into
next year. The trade press and
daily newspapers have been
booked. A brochure has also

been produced, “Personal
Communications  Services.
The smart way,” as part of the

campaign, as well as a new web

site at http://www.ericsson.se/systems/d-
amps.

In addition, fairs and conferences fo-
cused on D-AMPS are being arranged ex-
ternally and internally with the objective
of projecting the same message to all audi-
ences.

“Instead of talking about technology, we
are trying to market D-AMPS by talking
about how customers can use the system
to their advantage, not describing how it
was developed and designed,” Lawrence
Masle concludes.
ANDERS CARLSON

The American Standard
business unit of Mobile Systems has
put together a new international advertising cam-
paign for the digital D-AMPS standard.

ndustrial news

Media shows crltlcal plcture of Erlcsson

Media publicity focused on Ericsson
and its planned production cut-
backs in Norrkdping has been over-
whelmingly negative. Initially,
press and media coverage concen-
trated on ethics but, gradually, a
greater understanding of Ericsson’s
position emerged. These are some
of the findings of a media analysis
commissioned by Ericsson between
March 25 and April 12.

The analysis shows that publicity sur-
rounding the Norrképing announcement
reflected Ericsson in an overwhelmingly
negative light. Newspapers and TV re-
ports have consisted mainly of criticism fo-
cused primarily on three events: produc-
tion cutbacks in Norrkoping and demon-
strations in Norrk6ping and Spain.

The media focused on the ethical aspects
of Ericsson’s announcement, with refer-
ences to terms such as “a fatal blow” to the
municipality of Norrképing and employ-
ees there, "betrayal” and general cynicism
with references to Ericsson’s lack of com-
passion and respect. About 40 percent of all
publicity during the analysis period includ-
ed ethical evaluations of Ericsson.

Criticism gradually declining

As the publicity began to decline, press
criticism of Ericsson also became less se-
vere. On April 3, only a few newspapers
wrote anything about the subject and the
papers that published critical articles were
in the minority. A few days later, several
articles expressed understanding for
Ericsson’s plan of action.

The most intensive reporting came dur-
ing the days immediately after Ericsson’s
announcement of cutbacks in Norrképing,
March 26th and 27th. The absolute peak
was reached on day two, the 27th, when
widespread press coverage was devoted to
Swedish Prime Minister Goran Persson’s
statement that he expected help from
Ericsson. After the initial onslaught of erit-
ical coverage during the first few days, press
reports declined drastically before being re-
sumed on April 6th, the day after Norr-

Media publicity surrounding Erluwnn's of production cutbacks in
Norrkdping was mainly negative. Initially, press coverage focused on ethical issues.
Photo: PRESSENS BILD

kiping residents staged a protest demon-
stration. A few days later, Ericsson an-
nounced cutbacks in Spain, where some
media also mentioned Norrkoping and jobs
lost there. Some criticism was also directed
toward Lars Ramqvist, Ericsson’s President
and CEO, for his behind-the-scenes role,
with articles published on March 11th.

It’s quite common for the press to draw
comparisons with other events and compa-
nies. In most cases, correlations were made
with Volvos move from Arboga. Several
editorials stated that the two events served
as examples of a deeply rooted trend in so-
ciety that reflects a reaction to government
policies. Some newspapers, mainly on their
editorial pages, blamed the government for
what happened in Norrkoping. They also
held the government responsible for
Sweden’s unemployment.

Political party viewpoints

Of those people who took a stand in the
media, including journalists, persons in-
terviewed and others engaged in public
debate, the general reaction was negative.
The most unfavorable comments were at-
tributable to employees, private persons
and trade union representatives. The most

common players, however, were the jour-
nalists,

There was often a clearly discernible
line between comments in social democra-
tic and non-socialist newspapers. In the
latter, blame was most often placed with
government policies, rather than the com-
pany. The articles also concentrated on
the need to accept new situations, empha-
sizing a greater need for the labor force to
assume more mobility. Social democratic
newspapers, conversely, contained highly
critical material. They used such terms as
betrayal and lack of social responsibility,
also blaming Ericsson for breaking its con-
tract with society.

More coverage on TV
According to the analysis, Ericsson as a
media player clearly received more cover-
age on TV than in daily newspapers,
mainly because of TV’ approach to news
coverage. Representatives of the company
were often confronted by players with
views in direct contrast to Ericsson’s. The
trend in TV news features on Ericsson was
clearly less favorable than press coverage
of the story.

LENA WIDEGREN

Telefonica joins Concert

B Telefonica, the Spanish telecom
operator, has joined Concert, the
consortium of BT, MCl of the U.S.
and Portugal Telecom. Telefonica’s
new affiliation represents a serious
blow to Unisource, the alliance of
several European telecom opera-
tors, from which Telefonica has
now withdrawn.

With its new cooperation,
Concert will gain greater strength
in the Asia/Oceania region. Its op-
erations now cover 41 countries.

Cable & Wireless
defined more clearly

8 British Cable & Wireless is estab-
lishing a new subsidiary, Cable &
Wireless Communications (CWC)
that includes Nynex Cablecoms,
Bell, CableMedia and Videotron.

The companies mentioned above
have spent millions of British
pounds in advertising campaigns
to promote their respective names,
but will now be joined under the
umbrella of CWC. The new alliance
will be the largest cable TV compa-
ny in Great Britain and, with its 10-
percent share of Britain’s mobile
telephone market, will try to chal-
lenge the British giant BT.

NTT looks to France

B Nippon Telegraph and
Telephone (NTT), the Japanese
telecom giant, is negotiating with
Cie. Generale des Eaux (CGE) of
France in a move designed to par-
ticipate in a joint risk project in the
French market. According to un-
confirmed reports, NTT wants 10
percent of the shares in Cegetel,
which plans to challenge France
Telecom.

New telephone
from Motorola

B Motorola is launching a new,
simpler GSM telephone in Europe,
the Middle East and Africa. The
d470 telephone model is a sophis-
ticated version of Motorola’s older
460 model, with a folding receiver.
The new model also offers 180-230
minutes of conversation time or
60-75 hours of answering time.
The phone weighs 211 grams,
which is much more than the little
StarTAC.

Nortel reports

wireless growth

B Toronto-based Nortel Telecom
reported a 35-percent increase in
profits during the first quarter of
1997, attributable primarily to suc-
cess in the American mobile tele-
phone market. Net income for the
period totaled USD 112 million,
and revenues rose 29 percent,
compared with the first quarter of
1996, to USD 3.35 billion.

Switzerland gets more
mobile operators

B Switzerland plans to open its
mobile telephone market to two
new operators. According to infor-
mation released by the Swiss
Department of Communications,
the new licenses will be granted in
conjunction with the enactment of
Switzerland’s new Telecom Act
next year.
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“Ericsson’s three sausages” form a symbol that is an invaluable asset to the company. Seen here as cufflinks.

Ask the Council first!

Ericsson’s logotype with its styl-
ized “E,” which was unofficially
known as “Ericsson’s three
sausages” when first introduced, is
an invaluable asset to the compa-
ny. Everyone knows what it stands
for. Or do they? In the Corporate
Visual Identity (CVI) rules for the
usage of logotypes and trade-
marks, the issue of indivisibility
has been the cause of more than
one transgression through the
years.

It can be established once and for all that
one of the few exceptions to the indivisi-
bility rule is the lone “E” atop the tower
on the head office building at Telefon-
plan, just south of Stockholm. At this par-
ticular spot, there is no doubt as to
whether or not the E represents Ericsson.
Everywhere else the official logotype
consists of the E plus the Ericsson name.
The reason is simple.

“The E without the Ericsson name is

* ERICSSON =

The most famous exception, which
shows the stylized ‘E’ behind Ericsson
sign, is in fact completely according to
the rules. In cases where the connec-
tion is crystal clear, such as at Erics-
son’s headquarters at Telefonplan, the
stylized 'E’ can appear on its own.
Photo: THORD ANDERSSON

In cases where the connection is crystal clear, the
stylized E can appear on its own

not protected by trademark law,” explains
Walo von Greyerz, the company’s lawyer
responsible for the legal aspects of trade-
marks, as well as chairman of Ericsson’s
CVI Council.

This Council, which comprises repre-
sentatives from the business areas and
certain corporate functions, oversees the
usage of the logotype worldwide and pro-
vides advice and assistance when doubts
arise.

Legal risks

“When the company logotype was first
introduced, it was registered as a trade-
mark worldwide, but the E alone could
only obtain partial copyright protection,
since it was seen as having a very general
design,” continues von Greyerz. “There-
fore, its use contains legal risks. If we al-
ways use the E together with the Ericsson
name, we can at least keep track of others’
misuse of ‘our’ E.”

Profiteers abound. There isn’t much
stopping counterfeiters who wuse the
widely-recognized logotype for their own
purposes. In China recently, consumers
could buy a cellular phone bearing a mis-
leading resemblance to one of Ericsson’s
NMT models, which was labeled “Elite”
using a stylized Ericsson E. At this point
in time, Ericsson possesses no effective
counterfire against such infringements.

A symbol is needed

Itis definitely a problem that after sixteen
years of using the stylized E, it is so close-
ly associated with the company, yet it is
not legally protected. Having a symbol

like the Mercedes-Benz star would be ex-
tremely valuable, since the need arises of-
ten.

“We need a small symbol,” says von
Greyerz. “We use the E on microchips,
since there isn't room for more, and the E
is registered as a trademark on mi-
crochips in nine countries. We’ll have to
make do with this for the time being and
otherwise refrain from using the E alone
on other products and in marketing.”

However, this can be difficult at tmes.
There are many temptations built into
the litde E. For example, why not use it
on the buttons on the web page, since
there are no clear directives for this new
medium?

By offering concise information, Walo
von Greyerz and his colleagues in the
CVI Council hope to enlighten others on
why this type of usage is unsuitable, how-
ever tempting it may be. Rules for using
the Ericsson logotype on the Web are
among the new issues that will be ad-
dressed in the revised CVI directives.

Rare exceptions

In very rare instances, the CVI Council
has actually granted exceptions to the in-
divisibility rule. But for the most part,
they go by the book.

A recent large-scale advertising cam-
paign in a large cellular phone market was
recently stopped. In the campaign, words
such as “elegance” and “efficiency” were
spelled using Ericsson’s stylized E, and
the words were used as slogans on posters
advertising the telephones nationwide.

“It doesn’t seem very dangerous, but

Photo: PETER GUNNARS

B There is a saying that to every rule,

" there is an exception. The observant

Ericsson employee, customer or visitor
to any of the company’s offices has cer-

~ tainly seen a lone Ericsson “E” here

and there. They can be found, for ex-
ample, on the carpets. Use of the E by
itself is actually acceptable on perma-
nent fixtures found on Ericsson proper-
ty, such as carpets, curtains and lamps.
The reason is that these fixtures, like
the tower at Telefonplan, can hardly
be associated with anything other
than Ericsson, since they are located on
the premises of Ericsson’s operations.
The lone E may be used on certain pro-
motional gift items, after committee
approval. .

one wrong move can undermine many
years’ work and risk prior investments,”
emphasizes von Greyerz. “All of us in the
CVI Council take our appointments seri-
ously. Our directive to protect the com-
pany’s trademark and the goodwill it
stands for comes from the CEO himself,
Lars Ramqgvist.”

An “Ericsson symbol” may not be too
far off in the future. A great deal has hap-
pened since the logotype was new and
unknown.

Many years of consistent and uniform
usage has defined the connection be-
tween the Ericsson name and the E to the
point where future registration of the E
as a trademark is much more likely. This
is why it is so essential to avoid any mis-
takes. Just one instance of incorrect usage
could impede or delay this process.

“Ask us first! That is my advice to any-
one who has an idea and suspects that it
borders on the forbidden,” says Walo von
Greyerz. “Furthermore, no one can use
the committee’s infrequent meetings as
an excuse for not obtaining our opinion.
If necessary, we will simply call 2 meeting
to discuss the matter.”

KARI MALMSTROM
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Concrete improvements KN

Statistical merry-go-round
takes a much-eeded rest

There is a lot of talk in
Ericsson nowadays
about the changing
market, about new
customer demands
and needs, and how
Ericsson must adapt
to new situations to
ensure its survival. A
concrete step in this
direction is the series
of courses on business
economics now being
conducted by the Pub-
lic Networks unit of
Infocom Systems.

Upon completion of the
courses, all participants
know how they ean influ-
ence the company’s prof-
itability.

“The business econom-
ic course is like a vitamin
injection,” says Therese
Stengird, who works on a
daily basis with AXE
product updates at Erics-
son Telecom in Stock-
holm.

“It strengthened my be-
liefs in the importance of
making conscious deci-
sions thr the entire
life cycle of a product,
from its introduction to
its phase-out. A great deal
can be done in product
management alone to in-
fluence Ericssons prof-
itability in the right direc-
tion,” she continues.

Since they were started
more than a year ago, ap-
proximately 400 persons
from extremely different
backgrounds have attend-
ed the courses. A deliber-
ate approach characterizes
the course of instruction:
to spread the main themes
of the course to as broad a
group of employees as
possible.

This includes all profes-
sional groups that influ-
ence, or are influenced by,
decisions regarding Erics-
son products.

“The course is a tool we

Business economic courses
M Several different business economics course are
being conducted at Ericsson, including instruction
focused on time flows required for products or ser-
vices to reach customers, the operator's perspective
as well as product management and product life
cycle philosophies. The latter subject was focused
in the most recent course. Approximately 400 per-
sons representing all Ericsson business areas at-

ﬁanm&ﬁkmmuwmhmmtakm
part should contact Mikael Thulin via memo:

ETXT.ETXTNM.

use to give employees a
sort of intuitive feeling of
how things are connected
with each other,” explains
Mikael Thulin, one of the
persons behind the busi-
Ness Economics Ccourses
now conducted by the
Public Networks unit.
“Our roles of responsi-
bility change constantly in
parallel with new condi-
tions, which increases the
importance of knowing
how we can make simple
contributions to influence
the company’s costs, de-
livery times and quality,”
continues Mikael Thulin.
The course is based
partly on a computer pro-
gram that allows partici-
pants to manage a ficti-
tious company exposed to
realistic business condi-
tons. By making various
decisions, participants see
the immediate conse-
quences on the company.
Computer simulation is
used in tandem with fol-
low-up work, theoretical
instruction and practical
applications back at the
participants’ own units.

Improvements

Course participants are
given assignments where-
by they are asked to find
examples in their regular
jobs that would improve
Ericsson’s profitability.

Therese Stengird, for
example, conducted an in-
ventory of Prim, Erics-
son’s product database,
and its connection with
order volumes, to see if
the plethora of AXE prod-
ucts could be streamlined.
It proved to be a relevant
project.  Approximately
15,000 products were
eventually phased out
during different periods,
comprising nearly half of
the AXE product range.

“Most of the products
phased out were system
products such as circuit
boards, magazines and
cabinets that were outdat-
ed or out of demand. The
fact that they were still
registered without restric-
tion codes means they
could still be ordered,” ex-
plains Therese.

General review
Obviously, the course is
not looking only for revo-
lutionary proposals that
may contribute to con-
crete improvements. Ann
Teo and Kerstin Sten-
strom, who work for the
intelligent network prod-
uct unit, conducted a fun-
damental economics cour-
se to provide a general re-
view of economic flows in
their unit and within Er-
icsson.

LENA WIDEGREN

Kerstin Stenstrém, Ann Teo and Therese Stengard have worked with limited re-

sources to conduct projects at their respective departments,
rectly or indirectly had favorable effects on Ericsson’s profitability. The business
economics course was the source of inspiration for their initiatives.

projects that have di-

Photo: LENA WIDEGREN

Leif Hedenstrom, corporate con-
troller, is responsible for making
sure the correct statistics are print-
ed in Ericsson’s annual report. He
also keeps track of the legal orga-
nization with questions related to
company establishments and
mergers, questions of who owns
what and similar issues.

Monday: Arrived at Ericsson’s head of-
fice to pick up some material. I left for
Kungsingen at 8:30 a.m. to look for my
cat Sissi that disappeared during the
weekend; unfortunately, it’s still miss-
ing. At 9:30 a.m. I attended a meeting of
Navet at Ericsson Radio in Kista. Navet
is an advance system for the Netting
Center, in which partcipating compa-
nies draw significant advantages during
reconciliation of invoices, for example,
between various Ericsson companies.

The morning session was devoted to
summaries of various situations, for ex-
ample how many companies are partici-
pating, the number of transactions be-
tween different companies and similar
issues. Two of our largest companies are
still not represented (that’s bad!), even
though the project was started in 1994.

The afternoon was concentrated on
discussions about what we can do about
companies who still do not take part in
Navet meetings. Threats, incentives, or
both? Despite corporate directives
signed by Weise and Almgvist (Senior
Vice Presidents, Corporate Financial
Control and Corporate Treasury, re-
spectively) in the autumn of 1995 stat-
ing that all companies shall take part by
the summer of 1996, some companies
are still not represented.

Discussions ended around 5:00 p.m.
and I had one hour to get to my soccer
match. We won 2-0. When I arrived
home, I received a call informing me
that Sissi the cat had been found.

Tuesday: Difficult to get out of bed due
to aches and pains from the soccer
match. When I got to the office, I start-
ed compiling statistical information fora
presentation at the Annual General
Meeting on Friday. A new financial re-
port adapted to meet EU regulations
will be introduced for the first time, and
our new organization will be presented
with statistical material. Discussions fo-
cused on what should be included and
how it should be presented most suitably
have been conducted for a long time, but
now it’s time to make final decisions.

Met a few of the
guys at 6:00 p.m. to pump some iron in
the cellar. Then we headed for the near-
by pool for some swimming.

Wednesday: I can definitely feel that
my body had a workout. I struggled off
to work, where galley proofs of statistical
information and the financial report are
being circulated in Swedish and English.

Our customary intellectual conversa-
tion resumed during lunch. Today, it
was focused on which sport has the
most participants, golf or boule, and
which were the original hubcaps on
Volvo’s 2.5 GLT.

Finished the day by hitting two buck-
ets of balls at Arsta Golf.

Thursday: New proofs and discussions
with our contacts at Volvo, Electrolux,
Astra and SKF concerning selections of
tables for presentations of statistical in-
formation. Several emergency measures
in preparadon for Fridays Annual
General Meeting prevented the comple-
tion of other jobs. After lunch, our new
boss, Johan Fant, introduced himself to
the various departments at a joint meet-
ing. Gerhard Weise thanked us all for
our hard work on the financial reports.
He also welcomed Johan to the team.
The last pieces of the puzzle were put
into place in Lars Stilberg's office, senior
vice president of corporate relations.
Tired of figures and numbers, I fell asleep
before the sports news started on TV.

Friday: While we waited for the Board of
Directors meeting to start, final checks
were made of numbers and other infor-
mation. Does the memo version match
the paper that was sent out? Do the texts
say the same thing in Swedish and Eng-
lish? Cake was served in the afternoon,
since our secretary is transferring to an-
other department on Monday. The inter-
im report was released halfan hour later -
no material errors had been reported.
During the day, several memos and
telephone calls were received concerning
my article in Contact 6/97, which was re-
leased yesterday. Among other topics, 1
wrote about abbreviations for various
Ericsson companies. For those of you
who may be interested, I would like to
mention that the “trigrams” (three-letter
abbreviations) are back on the web under
the following address:
http//www.Ime.ericsson.se./ Click on the
DC line (Corporate Financial Control’s
home page) and look for the ECB lists
which can be downloaded to any address.
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“Exciting new opportunities in the fastest
growing Latin American market. Brazil.”

Ericsson do Brazil, EDB, is rapidly expanding its
Cellular operations as a result of its leading posi-
tion in the explosive Brazilian telecommunica-
tions market. With more than 22 customers in the
D-AMPSIAMPS A-band alone, and new opporiu-
nities evolving from the upcoming B-band license
process, EDB requires the support of motivated
telecommunications professionals, EDB’s bead-
quarter is based in Sao Paulo and there are regio-
nal sales and support offices across the country.

The general requirement for all positions is
fluency in English. Fluency in Portuguese and
Spanish is preferved. Both short- and long term
comtracts will be offered.

Take the opportunity lo increase your profes-
sional skills while working under demanding,
exciting and challenging conditions by applying
for the open positions in the following areas:

EDB/RM - TECHNICAL SALES SUPPORT
& PRODUCT MANAGEMENT

Product Managers for 0SS (CMOS) and WIN
As Product Manager you are expected to perform
activities related to the products i.e, execute actions
required to make the product available to the rest
of the organization, prepare product market plans,
hold presentations both internally and for customers,
handle market requirements, answer SOCs and
develop strategic partnership with our customers.

You should have a B.Sc. or M.Sc. in Electrical
Engineering with a major in Telecommunications
and should have 3 years experience in a similar

position.
EDB/ROM - CUSTOMER SUPPORT

System Support Engineers
As a system support engineer you will provide
emergency support (on call), operational support,
trouble shooting and software implementation.
You should be Electrical or Telecommunication
engineer with 5 years experience in AXE. Strong
knowledge in CMS88, PLEX, ASA, RBS, IOG11.
You should be able to transfer knowledge to local
organization (FSC), deal with customers, work and
solve complex software problems. It's important
that you are proactive and take initiative without
supervision.

System Engineers (MSC) for Network
Operation & Maintenance

As a systems support engineer you operate and
maintain MSC’s, keep track and execute schedule
routines. Other tasks are customer care support,
network surveillance, dispatch and co-ordination.

You should have a technical education in tele-
communication, information technology, electro-
nics or equivalent, 2 to 3 years experience with IT
or telecommunication, documented experience in
radio communication, experience within main-
tenance of telecommunication or computer system,
good knowledge of general telecommunication
and mobile telephone systems especially within
installation and NO&M. Experience within
Network Operation & Maintenace may replace
the formal education requirement.

System Engineers (RBS) for Network
Operation & Maintenance

You will work with Operation and Maintenance
(preventive and corrective ) of RBS, keep track

and execute scheduled routines.

You should have a technical education in tele-
communication information technology, electronics
or equivalent, 2 to 3 years experience with IT or
telecommunication. Documented experience in
Radio communication. Experience within main-
tenance of telecommunication or computer system.

Good knowledge of general telecommunication and
Mobile telephone systems especially within installa-
tion and NO&M. Experience within Network
Operation & Maintenace may replace the formal
education requirement.

System Support Engineers for

Customer & Implementation
(CMOS /0SS, )

As a system support engineer you will develop pro-
cedures in field support, investigate and solve com-
plex problems both hardware and software. You
will provide expert technical support to Ericsson’s
customers and transfer knowledge within the OSS
Field Support Center.

You should have a degree in Electrical Engine-
ering/Telecommunication or equivalent. A mini-
mum of 5 years working in telecommunications/
computer industry. Minimum 3 years experience
working with Ericsson. Customer Support for
CMOS/TMOS/SMAS. Good knowledge of CMS88,
data communication protocols and some knowledge

in cell planning statistics.
EDB/ROP ~ RF ENGINEERING &
RF OPTIMIZING

RF Engineers

RADIO NETWORK PLANNING

You will work with radio network planning of
Ericsson's CMS88 system, both 800 and 1900 MHz
bands. This will include traffic and coverage dimen-
sioning, frequency planning, coverage and inter-
ference predicring with Ericsson Engineering Tools.
The radio network planning will be addressing both
new systems and expansions in existing systems, as
well as digital migration planning.

RADIO NETWORK OPTIMIZATION
You will work with radio network optimization of
Ericsson’s CMS88 system, both 800 and 1900 MHz
bands. This will include analysis of the system's
performance through switch statistical data, ana-
lysis of the cell plan, drive testing, data post-pro-
cessing and analysis, search of non-optimized parts,
suggestions of improvements and implementation.
We see the unit as a whole and expect to work
as a team of dedicated but flexible resources, that
will enhance and promote communication and
exchanges between the groups. You are therefore
specialized in one of the fields mentioned, but see
the opportunity to broaden your knowledge and
experience.

For both of the positions mentioned above we
require at least 3 years experience, in either Cell-
planning or Tuning/Optimizing of Cellular systems
(preferably D-AMPS/AMPS). You have a B.Sc. or
M.Sc. in Electrical Engineering, Telecommunica-
tions or equivalent. A broad international experi-
ence is an asser.

EDB/RI - IMPLEMENTATION SYSTEM
Switch Test Engineers

A switch test engineer provides high-quality resting
of AXE switch equipment to include integrating
mobile cell sites to the switch background per-
forming data transcription implementation.

You should have two years experience of testing
AXE hardware/software, ability to travel extensively
and have knowledge of D-AMPS/IS 136 technology.

Switch/RBS Installation Engineers

As a switch/RBS installation engineer you make
plans, implement and supervise the installation of
the switch (AXE) and RBS equipment in customer
facilities. You must be able to work with qualicy
standards and provide quality control check and

Ericison’s 90,000 employees are active in more than 130 countries. Their combined expertise in fixed and mobile networks,

mobile phones and infocom systems makes Ericsson the

information ahout s on our homepage WWW.TICSSON.SE,

supplier in telecommunications. You can get more

progress reports. You must be able to read and
understand Ericsson AXE documentation.

You should have two years of experience in
telecommunication and installation of the AXE
and have the ability to travel extensively. A valid
Driver's license required.

RBS Test Engineers
You shall be able to test and commission radio
base stations. This includes performing system/
acceptance testing of digital interfaces, microwave
and auxiliary Systems. You shall also be able to use
TEMS for coverage and hand off verification.

You should have one year of experience in RBS
884 testing, an ability to travel, valid driver's license
and knowledge of D-AMPS/IS 136 Technology.

Transmission Engineers
As a transmaission engineer you plan, implement
and supervise the installation and test of all types
of transmission equipment, e.g. Mini-link, HDSL,
cross-connection SDH and etc. You shall also be
able o test the Access Nerwork.

You should have 3 years experience in transmis-
sion equipment and an ability to travel.

DT Engineers
Provide engineering with support of the switch
integracion and create I-Modules.

You should have 3 years experience in DT envi-
ronment for D-AMPS/AMPS system. Knowledge of
DT tool such as PC- Comreg, C3fast, Compose and
DTSS. A valid drivers license required.

RBS Site Engineers

As RBS site engineer you shall be able to perform

site investigation, quantify and allocate the indoor
and outdoor equipment, interconnection and pro-

duce RBS installation manual (C-Module).

You should have 3 years experience in D-AMPS/
AMPS RBS and/or transmission equipment such as
SDH, HDSL, DXC, Mini-Link, etc. Knowledge of
Word, Excel and ability to travel. Drivers license

mandatory.
Switch Engineers (MSC)

As a switch engineer you do the planning and
implementation of switch installation projects,
mechanical installation of switching, transmission,
power, necessary cable ways, cable manufacturing
and produce MSC installation manual (C-Module).

You should have 3 years experience in MSC site
Knowledge of Word, Excel and Please. Driver's
license required.

Please send your application to:

Ericsson Radio Systems AB

KI/ERA/AHS Kerstin Malmgren

164 80 Stockholm

or to the mailbox at EDB, Brazil:

BRA.EDBEXPA

Contact persons EDB, Brazil:

+55 11 681-2000

Operations Eduardo Baprista

— Engineering Gerson Freitas

— Customer Support Alexandre Setterval

Implementation System  Luiz Carlos Bernardo

Technical Sales Support  Renato Fantoni

Human Resources EDB  Jacira Rita F Gomes

Contact persons ERA/A, Stockholm:

+46 8 757 0000

Human Resources ERA/A Marianne Molin
Giste Hedblom

ERICSSON 2
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Roland Bréms may be born and raised up in Arvidsjaur in the Swedish north, but that doesn’t
mean he enjoys the rather frigid Swedish climate. He had already decided back in 1963 that
he and his wife Margot would quit Sweden for warmer climes. Roland is a man who relishes
responsibility and authority, and who knows how to carry out successful projects. Since 1984,
Roland carries out project management assignments for Ericsson.

Overseas project

management:

ricsson’s  second-
largest project ever,
the now almost leg-
endary Malaysian
network-construc-
tion project — this
was Roland Broms’

first Ericsson assign-
ment. Since then, he has had many more.
Nowadays he says he wants to take it easy
and wind down a little —so, the family has
settled down in Greece, and Roland
works from there. The idea is that he'll
work on some current Ericsson projects
there, and make the knowledge he has ac-
cumulated through long experience avail-
able wherever it may be needed.

“T've never had as much to do as I have
now,” says Roland, apparently not the
slightest bit displeased about it. “There
are several projects going on in Greece. |
recently had a look at a fiber project un-
der way in a number of Arab countries.”

Caught on the fly

In a few hours, he’ll be on a plane back to
Greece. It is something of a miracle that
Contact managed to get ahold of Roland
Broms on home turf in Sweden at all. It’s
cold and windy on the day we meet.
Roland’s suntan contrasts sharply with
the sluggishness of the early Swedish
springtime.

“This job is a way of life,” he says.
“Before Ericsson, I was working for the
UN, for NCC, VBB and LAMCO.
During that period, we lived for several
vears in the Middle East and Africa.”

Roland has worked mainly in English,

days. Photo: ANDERS ANJOU

a way of life

but at times he has also had to use
German, French, Spanish and Swahili.

“I have met a lot of Ericsson people
over the years, and I was contacted in late
1984 about the Malaysia project. I am ba-
sically a construction engineer, and I
knew practically nothing about telecom.
However, I knew how to run projects.”

It was that skill that Ericsson was after.
The Malaysia project - worth at the time
about SEK 2.5 billion — was a textbook
example of how to carry out a large-scale
turnkey project,” Roland relates.

In 1992, finally everything was ready in
Malaysia. However, by then, Roland was
already in Thailand, fully occupied with
new assignments.

Coming in to the cold

In the middle of the Thailand period,
Ericsson landed an important and inter-
esting project in eastern Germany. The
pot contained DEM 100 million. The as-
signment was to expand the telephone
network, and it had to be done quickly.
Roland was sent on loan from Thailand
and landed in Dresden.

“It was cold!,” he recalls, shivering at
the memory. “The ground was deeply
frozen, which delayed the project a
month. But it was an important deal for
Ericsson and I was given solid support by
the organization in Sweden and the busi-
ness-area manager at the time, Lars Berg,
when I had to get ahold of qualified per-
sonnel to get the job done.”

And apropos of “business area:" back
then, it was called Business Networks.
Previously, Network Engineering had
merged with Cable; before that, it had
been a separate business area. A lot of or-
ganizational water has passed under the
Ericsson bridge since then.

Still the same job

Today, Roland’s business area is called
Infocom Systems. However, those work-
ing in the field, in network construction,
view reality from another angle, so to
speak. The job is the same and the chal-
lenges are the same, regardless of any or-
ganizational changes.

“It’s a matter of construction work,”
says Roland. “You still have to dig, you
still have to mix cement and use ma-
chines. It’s possible to rationalize certain
aspects of the work, but notall. I'T devel-
opment has speeded up the flow of infor-
mation however, and given us better sup-
port systems.”

Back to Thailand, Roland simultane-
ously heading a World Bank funded pro-

ject in Laos for a certain period, and sub-
sequently being engaged by the Ericsson
Business Networks project section of the
home organization.

He calls himself a problem-solver -
someone who looks at things in a new light
and can provide assistance where it’s need-
ed, without a lot of preconceived ideas.

Narurally, it takes more than wander-
lust and curiosity about other culturés to
be a successful project manager. So, what
are the essential characteristics?

“You have to be good at handling peo-
ple, creating a pleasant atmosphere. You
have to be able to get others to work ac-
cording to your own plan of action. I have
always been careful to inform people
thoroughly and not forget to think in
economic terms, A well-done project is
also one that is profitable,” says Roland
Bréms. Then, he suddenly changes tack:

“Actually, it’s often a pretty thankless
job. Lots of problems, and sometimes its
not easy to get understanding for them.
You sometimes ask yourself: Why do you
do it? For the element of surprise, maybe.
You never know what'’s going to happen -
every day is different. I have also felt ap-
preciated by Ericsson, which has made it
easy and fun to keep at it.”

Having a family that is as open and
willing to travel as he is, has of course
been a plus. His daughters Sandra and
Paula are now grown up and living in

Warm countries are Roland’s true el-
ement. Here in Thailand, many new
telephone subscriptions have been
added under his supervision.

Sweden and the U.LS., respectively.
Having grown up in many countries and
gone to international schools has been a
great advantage. As a matter of fact, to-
day, the family runs a small business, pro-
viding help with translations and other
cross-cultural activities.

“We have always tried to make friends
with the locals. My wife Margot is very
outgoing and good at making friends. In
our free time, we play bridge, golf and
tennis,” Roland relates. At the same time,
we have one foot left in Sweden. Margot
is from the province of Blekinge in
Sweden, and we have a cottage there
where we stay off and on during the sum-
mer. But, for sure, our having been away
for a long time shows - for example, in
conversations and arguments with rela-
tives and old friends.”

The brief visit to Sweden is drawing to
a close. Back home in Greece, Roland has
as project waiting for him involving the
placement of fiber cables alongside a rail-
road, another project involving a new air-
port in Spata, outside Athens, and an
MD110 project for the Greek defense
forces. Roland Broms is ready to dig in.

KARI MALMSTROM
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A monopoly on 1ts
to extinction

Following in the footsteps
of the United Kingdom
ten years ago, France is
headed toward deregula-
tion of its telecommunica-
tions sector. As of January
1, 1998 the historical
monopoly enjoyed by
France Telecom will come
to an end. But even a year
before complete exposure
to competition, there
already exists several
breaches in its monopoly,
especially in cellular net-
works which has seen the
rise of SFR (second
largest French mobile net-
work after Itinéris, France
Telecom’s cellular net-
work) and, more recently,
Bouygues Telecom. There
are also the so called
“alternative” networks
that have been open to
the compe-
tition since

July, 1996.

ver the past several

months MET, the

French subsidiary

of Matra and Er-

icsson, has been re-

sponding to nu-

merous calls to ten-

der coming from new operators seeking

to position themselves in France Tele-

com’s market. From this vantage point,

MET has an opportunity to scan the

market horizon and to evaluate tomor-
row’s players.

The term ‘alternative infrastructures’
refers to infrastructures owned by enter-
prises other than the historical operator,
i.e., France Telecom. The liberalization
of alternative infrastructures has meant
the opening up of transmission service to
competition. Prior to July, 1996, France
Telecom alone was allowed to deploy and
offer transmission facilities (leased lines).
Naturally, the first to be interested in
this liberalization were the network
owners who included the SNCF (French
National Rail System), the RATP
(Parisian Metropolitan Transit Authori-
ty) and Paris Airport Authority (the ADP
was granted an operator license this

summer to put it on the information
highway).

Added to this exclusive club are the
toll-road companies (Sanef, Cofiroute...)
and the EDF (French Electric Power),
who is a key player in this new market.

ith a network of almost 30,000 km of
telephone lines of which over 6,000 km
are optical fiber, the SNCEF is forecasting
a FRF 10 billion turnover in the telecom
sector within six years. The SNCF is al-
ready offering some interesting solutions
of its own. In the north of France, for in-
stance, it is providing SFR with transmis-
sion paths.

Not an isolated case

This is not an isolated case and, more-
over, should become a trend. Identical
situations are found already in Europe.
For example, in Germany in July 1996
Deutsche Bahn (German Natonal Rail-
way) signed an important agreement with
Mannesmann Industry who manages a
consortium that includes the American
company AT&T and the European com-
pany Unisource. The terms of the agree-
ment give the latter 40,000 km of tele-
phone cable running alongside the rail-
ways. The new entity - DBKom - plans to
invest FRF 10 billion over the next five
years. The objective: a DEM 4 billion
turnover by the year 2000.

On its side, the French SNCF recently
created a telecom subsidiary (Telecom
Développement) that inherits some ex-
tensive know-how thanks to AFT (Rail-
way Telecom Authority) which manages
over 300 PBXs for SNCF'% internal
needs. Two types of activity are being tar-
geted by the national company:

1) providing transmission facilities to
new operators (leased lines at com-
petitive prices compared to those of
France Telecom).

2) services to enterprises (PBX con-
nections) or to residential areas
(long distance services).

The doubling of its fiber optic network
within the next three years is also part of
the plan. “Any new operator needs to link
his switching nodes together” points out
Laurent Vauclin, manager of METY
New Operators Service. But the current
regulations prohibit any operator (except
for France Telecom and a few specific
isolated cases) from running their own
cable. The new operators find themselves
constrained and, consequently, must
lease lines from France Telecom to over-
come the limitation.

The SNCF and CGE (French Water
Company) reveal their ambitions

Those who are now authorized to rent
out their transmission networks, besides
France Telecom, are those who already
have deployed networks for their own
use. This is precisely the case for the
SNCF who possesses a cable network
along its railways to its stations. “Here
lies the true value of the SNCF network,”
states Laurent Vauclin, “since the rail
corridors belong to them, they are free to
install their own cable there. In fact the

munication and is currently testing cable
telephony services in Nice.

CGE formed an international alliance
with BT. According to Laurent Vauclin,
“Today, CGE’s strategy involves aggre-
gating its telecom activities so as to give a
coherence to the investments already
made, CGE’ ambition is to become the
second largest operator of fixed networks
in France. This will necessitate heavy in-
vestment that can benefit all the sub-
sidiaries,”

On the foreign side, MFS (Metropoli-
tan Fiber System) stands out among the
non-French operators. MFS is an Ameri-
can company from Nebraska created in
1987 and established in France in 1994.
The company has been rebaptized MFS
Worldcom since its merger with World-
com, the fourth largest American long
distance operator. In June 1996, MET in-
stalled its first switching unit provided by

1998 the historical monopoly enjoyed by
France Telecom will come to an end

SNCF’ goal is to create a network of
long distance services through its tele-
com subsidiary. Its development plan
spans from 1997 to 2003, with, of course,
1998 a key date.”

Schematic different

For CGE (French Water Company), the
schematic is a little different since, strict-
ly speaking, there is actually no new op-
erator. Through several of its subsidiaries
CGE has regroupped all its telecom ac-
tivities in CEGETEL. CGE has already
acquired thorough experience. It is also
present in video cable networks where its
subsidiary is the second largest cable op-
erator in France after Lyonnaise Com-

Ericsson to MFS who, according to Lau-
rent Vauclin, “is particularly interested in
a niche market, for instance, financial in-
stitutions, banks, stock etc. In
Paris they deployed their own cable net-
work between La Defense and the city
center, having obtained authorization
from the city of Paris to run cables in the
sewers and along the RATP metro rail-

ways.”

Golden Triangle of Paris

In May 1996, MFS actually opened the
first alternative telecommunications net-
work within the Golden Triangle of
Paris’ financial district (Ewile, Opera,
Bourse). Twenty kilometers of fiber optic
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cable has been installed linking nearly a
hundred office buildings. Presently
French regulation does not allow the
American operator to sell its services out-
side restricted groups of users. At the mo-
ment MFS contents itself with linking
different branches of the same company
as well as those companies that have
shared a common activity with the com-
pany for several years.

In the short term the operator plans to
expand its network to 25 financial dis-
tricts in Europe and 75 in the world by
1998. Its network consists of fiber optic
local loops operating with ATM (Asyn-
chronous Transfer Mode) equipment and
frame relays. The proposed services are
mainly high volume local network inter-
connections.

Besides MFS there are other foreign
operators such as BT, Iraly’s TMI (Tele
Media International), Cable & Wireless,
Graphnet, RSL (Ronald S. Lauder) and
Colt. The latter two have already started
implementing in France.

Increased calls to tender
Throughout 1996, MET has responded
to several calls to tender which involve
simple RFI’s (Request for Information), a
technical answer attached to a budget
evaluation without ent,
and RFQ% (Request Quotation)
which consist, simply, in establishing a
very detailed quotation engaging the
Company.

Among these calls to tender coming
from the various operators (SNCEF, RSL,
MFS, etc.), one is still on-going for MET,
which is particularly important: that of
Cégétel, the telecommunications center
of CGE. “Our trumps are real,” states
Laurent Vauclin, “BT has chosen Erics-
son solutions within its own network in
The United Kingdom and, at a world
wilde level with Concert”. The proposed
MET solution guarantees a complete
compatibility of services that presently
BT/Concert offers to the European re-
gion. Moreover, the regular inclusion of
MET at meetings at Cégétel has created
a privileged relationship.”

“Our local capabilities (manufactur-
ing, installation, etc.) as well as all our
customer support services in planning,
operating, and maintaining customer
networks constitutes an additional
trump card. Our technical expertise in
French specifications is also important,
especially regarding interfaces with the
France Telecom network and access in-
terfaces.”

“Owerall, we can rely on Ericsson’s ex-
perience worldwide and on our refer-
ences in the area of intelligent networks,
Centrex, or more generally, AXE. This is
essential, for we possess the u'penence,
through Ericsson, in deregulation ob-
tained in The United Kingdom, Sweden,
United States, and Australia. We fre-

by deregulation (number portability,
equal access, etc.). This assistance has
been greatly appreciated by the new op-
erators and especially by CGE.”

As of mid-November, MET has been
retained on the “short list” by Cégétel for
the on-going call to tender and, more re-
cently, by Telecom Development (the
subsidiary -of the SNCF, specialized in
telecommunications). To ensure its suc-
cess with new operators, MET has devel-
oped a product specific strategy for its
customers. This strategy is based on a
standard AXE platform (thus benefiting
from all of Ericsson’s services), on which
are integrated the French specifications
necessary to any operator desiring to de-
velop activities in France.

LAURENT ROULLOT

Photo: PRESSENS BILD
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It is early in the morning. The Paris traffic races
around the Place de la Bastille. A few blocks away, at
number 16 in the narrow rue Claude Tillier, we find

- Technivox 1n
the battle for

aris: the most
densely populat-
ed region in Eu-
rope. In this re-
gion alone, Erics-
son is represented by
some fifteen distributors.

“There are terrific business opportuni-
ties here,” says Vincent Charpin, 31-year-
old president of the 25-man-strong Tech-
nivox organization. “But economically
speaking, it’s hard times in this country.
You've got to use your imagination and
come up with new approaches, if you want
to hold on to your market share and possi-
bly expand it.”

Like most of the competitors, Technivox
represents two trademarks. Apart from Er-
icsson, the company also sells Alcatel. The
positions of the two trademarks varies by a
hair. Generally, they’re about even. Price
pressure on service is currently very heavy.
The company has rationalized its routines
as much as possible, to be able to offer cus-
tomers attractive deals.

Ericsson in the office

For its own office, Technivox uses the new,
French-designed, little MD32 Ericsson ex-
change. The white Ericsson telephones are
the first thing the visitor sees on entering

Vincent Charpin, head of Technivox, poses
readily with the latest Ericsson telephones
and a collection of older French models for
business communications.

the market

the sparsely furnished reception area. Va-
lerie Leger, the company’s anchor — com-
bining the roles of receptionist, president’s
secretary and quality controller — welcomes
visitors,

Technivox is primarily orientated toward
the smaller companies in Paris and its sur-
rounding areas. The great majority of them
are privately owned companies, mainly in
the financial, industrial and media sectors.
The well-known Elle magazine is a typical
customer.

For a small, independent distributor, it is
next to impossible to break into the public
sector.

Most of the systems sold include be-
tween twenty and sixty extensions. A hun-
dred lines means a good deal and two hun-
dred means a large deal. Most of the com-
pany’s sales are in the BusinessPhone area,
which offers systéims including up to two
hundred extensions. It is not unusual for
Technivox to carry out business deals in-
volving up to six hundred lines, sometimes
even more. Here, the new MD90 fits in
perfectly.

DECT on the move

Vincent Charpin and a few colleagues were
in Stockholm recently, in conjunction with
the presentation of this advanced PBX
which offers most of the services required
by demanding customers in compact form.
France is the first market for this product.

“The advent of a powerful alternative is
long-awaited event,” he says. “The MD90
is a highly competitive addition to the
product line-up.”

Recently, Technivox sold an extensive
DECT system. The customer’s operations
involved a large logistics center — more
than forty thousand square meters. Thanks
to Technivox and Ericsson, that customer
can now manage their telephony needs by
wireless equipment. The demand for wire-
less telephony is increasing constantly.
Here, Ericsson has a clear head start in the
market.”

Staff-members few but capable

“We may be small but that doesn’t mean we
see ourselves as some kind of run-of-the-
mill computer salesmen. We listen to what
the customer needs. Then, it may be ap-
propriate to suggest a solution involving ei-
ther Alcatel or Ericsson. This enhances our
credibility. We let the customer’ needs de-
termine what kind of product we offer. Re-
garding Ericsson, the Company’s strong

position in mobile telephones gives us
more wind in our sails.”

How do they manage to run such a so-
phisticated operation with only twenty-
five people? Vincent Charpin's secretary
Valerie Leger is his right hand. The sales
team consists of six people, of whom four
are salespeople, one is a secretary and the
sixth, a new recruit, Nageate Sangih, car-
ries out telemarketing.

On the telephone, Nageate, from Mo-
rocco, uses the pseudonym Carole Leroy.
She is highly skilled in conversing with
potential customers. Together with her
supervisor, she designs strategy — who
should be contacted and what should be
empbhasize. First, she books appointments
for the four salespeople. This lightens
their load so they can concentrate on their
primary task, that is, maintaining cus-
tomer relations — not knocking on doors.

The model seems to be working out
well. Carole dispatches about sixty calls a
day. They result in about three serious
meetings a day. Of these, about a half even-
tually develop into offers, of which one out
of three turns into a deal. Last year, Tech-
nivox had sales of FRF 15 million. With the
new sales technique, they’re already aiming
at slightly more than FRF 20 million with-
in the current year. But, the economic situ-
ation is hard to manage, as is the competi-
tion situation.

One person is in charge of inventory and
spare parts, and one handles technical in-
quiries. Four people take care of adminis-
tration and financial aspects. Five people
are on installation and service. Under the
leadership of Technology and Service Man-
ager Jean-Marc Olekhnovitch, a complex
schedule has been established, enabling the
company to serve customers round the

Technivox, one of the 350 independent French tele-
com distributors in the business communications field. again, as of the past few years, Ericsson, which has
In France, competition is cut-throat between the mar-
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clock if needed. Mobile phones are natural-
ly an essential tool here. The president has
to divide his time between all of the areas.
“My goal is to have one customer meet-
ing per day. Roughly speaking, a quarter of
my working time is spent on selling, an
equal amount on technical issues and an
equal amount again on administration. The
remaining part is taken up by my more offi-

N
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cial commitments as company president —
for example, representing the company in
the ETSI telecom organization.”

Long working days

Vincent Charpin lives with his family just
outside Paris. It takes him slightly less than
an hour to get to work by car, and he arrives
just after eight in the morning.

ket’s major players — Alcatel, Matra, Siemens and now

rejoined the battle with vim and vigor.

B .

Valerie Leger greets visitors at the modest entrance to Technivox in the rue Claude
Tillier in central Paris.

Jean-Marc Olekhnovitch, Technical and Service Manager, is available round the clock

to help customers.

On the particular morning when Contact
had made an appointment to meet him, he
got caught in traffic after having delivered
his one-year-old daughter to her grand-
mother, and was delayed.

The terms for the small businessman are
tough. Vincent is rarely home before nine
in the evening; however, he makes a point of
seeing his children as much as he can, and
makes sure he doesn’t work on the weekend.

During his previous career with Alcatel
sales organization in the U.S., he got to
know the American culture.

Why did Vincent Charpin make the
move from Alcatel to Technivox? Until two
years ago, the then fourteen-year-old com-
pany was led by Charpin's father, Alain
Charpin. When the father died unexpect-
edly in March, Vincent was on a business
trip to the U S.

“I decided then and there to turn over a
new leaf, take over responsibility for our
twenty-five employees and lead the compa-
ny,” says Vincent. “I have never regretted
that decision. However, I'm not sure I'd do
it again if I knew what was involved. The
toughest period is now behind us, and we
can set our sights on the future.”

TEXT AND PHOTO:
THORD ANDERSSON

Carole Leroy, tracking potential cus-
tomers by telephone.
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Simpler information processing

After four years in the
making, Futurum is finally
ready. The new system
that processes product in-
formation much more ef-
fectively is already in use
at Ericsson Microwave's
factory in Boras, and re-
sponse is positive.

Magnus Koldemar at Ericsson
Microwave in Mélndal has been
working to develop Futurum for
the past five years. He had some
help in the early stages, but he
has driven the major portion of
the project, which is intended to
simplify processing of product
information in Prim, entirely on
his own.

“It has been an intensive pro-
ject,” says Magnus Koldemar. “I
have been on my own most of
the time, having the roles of
both brainstormer and chair-
man at the same time. Of course
I've been able to test my ideas
against others in the company,
but knowing what I do now, I
would have preferred working
under a more formal control
group.”

Prim stands for Product
Information Management and
could be described as the core of
Ericsson’s operations. The sys-
tem contains specifications of all
the products Ericsson handles,
from the smallest screw to an

entire AXE switchboard. When
an engineering department has
developed a new product, all da-
ta on the product is fed into
Prim. The parts are listed in a
product specification that is
used as a platform for both pur-
chasing and manufacturing.

Eagerly awaited tool

Futurum simplifies the process-
ing of the structures in Prim.
Using the new UNIX-based
Primatool, engineers are re-
lieved of the tedious job of in-
putting data on their new de-

Futurum - a tool
that eases infor-
mation processing

signs by hand and, most impor-
tantly, they no longer have to
consider the order in which in-
formation is fed into Prim.

“Engineers have previously
been limited by the production
technicians’ wishes when devel-
oping product specifications,”
explains Magnus Koldemar.
“Futurum allows Prim to work
more like a database. Engineers
can input information without
having to sort it first, and the
production technicians in the
factories can, in turn, specify
how they would like it present-
ed.”

mxommwmmmmﬂmmmmw
able end results. The reactions have been positive at Ericsson Microwave's plant in Bords, where

the new product handling system is in use.

Tord Swedberg is a production
technician at Ericsson Micro-
wave’s factory in Bords, where
Futurum has been in use for the
past two months. He is very
pleased with the new system.

“Futurum has several advan-
tages. For example, we can
choose to divide the product

specification into sections for
some of the of the printed cir-
cuits we manufacture. We can
also produce longer series of se-
mi-manufactured items, thereby
minimizing the cost of retooling
the machines,” says Swedberg.
The Mobile Systems business

area is in the process of imple-

Photo ANNA REHNBERG/KAMERAREPORTAGE

menting the Futurum concept.
Parts of the system are already
in use at Ericsson Raynet in
California and at Microwave
Systems in the Netherlands.
Several company units outside
Sweden have expressed interest
in the System. :

NICLAS HENNINGSSON

We definitely agree.

SMALL SIZE AND EASE-OF-USE ARE
ASSETS IN EVERY BUSINESS.

WE7,
= The NetHawk GSM Analyser

is the easiest analyser in communi-
cations. The lightest weight, clear
real-time analyses on screen, pow-
erful filtering and triggering capabil-
ities, and the MS Windows® -based
user interface are some of the un-
beatable benefits of the NetHawk
Analysers.

Anyhow, small size and powerful
performance aren't the only features
NetHawk and Ericsson have in com-
mon. NetHawk GSM Analysers sup-
port the Ericsson 0&M Abis protocol.
On the other hand, several units of
Ericsson in Sweden, Norway and
Finland are using NetHawk Analys-
ers and Simulators, even at this
very moment.
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Contact us! Let’s talk more about
small but powerful things that can

make your work much easier.

The NetHawk GSM Analysers offer the
smallest size with the most powerful per-
formance instalied in a notebook PC. That's
something no other analyser can give to
make your work a bit easier.
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MEET US IN TELECOM ASIA '97, FINNISH DEPARTMENT NO. 6130.10.
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“1 want to change my world”

For the past four years, Er-
icsson has cooperated with
the Royal Institute of Tech-
nology (KTH) in Haninge,
near Stockholm. One ob-

icsson sponsors a one-year
AXE course at KTH. Every
year, about 10-12 “AXE ex-
perts” from the school join
Ericsson.

The company also takes
an active part in job re-
cruitment days organized
by the school.

At the end of March, KTH
hosted one its recruitment fairs
at a so-called “Marketing

Event.” Approximately 1,000
future engineering graduates
were on hand to establish con-
tacts and get to know some of

The lucky winner was Ulrika Ziverts, a 22-year old computer

engineering student at KTH.

“the companies of the future.”
Ericsson Telecom Sweden was
represented by an exhibition
and staff personnel. Through-
out the evening, inquisitive stu-
dents streamed through the ex-
hibition stand to learn more
about Ericsson. Personnel from
Ericsson Telecom Sweden, in
turn, seized the opportunity to
ask what the students look for in
a future employer.

Gert Svensson, a 29-year old

telecom student at KTH, de-
scribed his aspirations as fol-
lows:
“My dream job is to design
customer-oriented communica-
tions solutions. A good employ-
er should guide its employees in
the right direction.”

So whar are your opinions of
Ericsson?

“I have worked for Ericsson
Radar Electronics in Kista in the
division for export line systems.
It was great job. That’s the type

of unit I'd like to work for when
I graduate!”

A contest announced by
Ericsson also attracted a large
number of students. The first
prize was Ericsson’s latest mo-
bile telephone model, the GF
788. About 100 students crowd-
ed into the exhibition stand to
fill in questionnaires and answer
the question: Why do you want
to communicate via Ericsson
telephones? The lucky winner
was Ulrika Ziverts, a 22-year old
computer engineering student
at KTH. Her answer to the
question: “Because I want wo
change my world.” An extreme-
ly happy Ulrika continued:

“Is it really true, can I keep
this? I can’t believe it,” she said,
proudly showing her prize to
friends and colleagues.

“It’s so small, absolutely fan-
tastic! Thank you very much.”

JOSEPHINE EDWALL
-BJORKLUND

! o

Since we received the TickIT certification, we maintain even

higher standards in our software design,” says Mikael
Svensson, quality manager at Ericsson Software.

Ericsson Software
certified by TickIT

Ericsson Software in
Kariskrona recently be-
came the third Ericsson
company
to be cer-

tified in accordance with
TicklT, a statement of very
high quality by a narrow-
er standard designated
for software companies.
“During an audit by Det
Norske Veritas in December
1996, we received several less-
than-favorable comments, “ex-
plains Mikael Svensson, quality
manager at Ericsson Software.
“They concerned our methods
for protocol documentation.
We also received comments
about the contents of specifica-
tions for projects, as well as
criticism about the way we
wrote agreements with our
subcontracted consultants.”

Ericsson Software, a compa-
ny with about 700 employees,
quickly corrected the situa-
uon, however, and turned it
into something positive.

“At the end of March, we re-
ported our corrective mea-
sures, of which all received im-

mediate approval,” continues
Mikael Svensson.

TickIT is an “interpreta-
tion” of ISO 9001, which actu-
ally does not represent a high-
er standard. Its demands, how-
ever, are adapted to software
companies and the auditors
have special skills in this par-
ticular area.

New demands

The approval of Ericsson Soft-
ware will be noticable in the
company’s new method for
writing protocols.

“We have also assumed new
demands in terms of tracking
design and test documents
back to the demands we re-
ceive from our customers.”

Erlang Systems in Kista,
which has been part of Erics-
son Software for the past year
and a half, also met all TickIT
requirements, even though the
company was not ISO-certi-
fied.

“Erlang Systems came un-
der pressure immediately, but
emerged with flying colors,”
concludes Mikael Svensson.

SUSANNA ENGSTROM

MiniLink in 90 countries

It’s full-speed ahead at
the Minilink factory in
Boras. Ericsson Mi-
crowave Systems will
produce 20,000 MiniLink
models in Boras during

Working like never before
Employees at the Boris facto-
ry have worked at a sort of
construction site for the past
several years, as the factory
has been expanded continu-
ously in parallel with the
growth of MiniLink sales.

After a few tough years,
however, a calm has descend-
ed over the plant and its per-
sonnel, and radio links are
now being produced like nev-
er before.
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Festival of the Sciences

The International Festival
of the Sciences was held in
Gothenburg, Sweden dur-
ing the last week in April.
The festi-
gothenourg val was
arranged to illustrate the
connection between sci-
ence and everyday life
through popular science
activities. Several compa-
nies, museums, universities
and institutions conducted
open houses and other ac-
tivities throughout the city.
Ericsson Microwave Systems
invited high school students and
teachers during three days of
the seven-day festival. The
theme was based on mi-
crowaves, and the program was
conducted for 2-3 hours daily.
In addition to conventional pre-

Link between
the sciences
and everyday life

sentations and an exhibition,
high school guests were also in-
troduced to representatives of
management and afforded op-
portunities to “work” with au-
thentic equipment.

“We brought along some pro-
duction equipment, which
hopefully will make our work
more concrete and comprehen-
sible for young people,” said
project leader Magnus Nordell.

Ericsson Microwave Systems,
one of the festival sponsors, also
had a stand in the Gothenburg
City Museum and another in
the Ostra Nordstan commercial
center, in addition to several
presentations.

The Edinburgh Science Fes-
tival has served as a model for
the festival, with the exception
that Gothenburg also opens its
doors to industry. The overall
objective of the festival is to in-
crease interest in technology

H Last year, in March 1996, 58,098 mobile

1997, sales reached
133,317 mo-

sweien P

phones - an

increase of 130 percent. According to in-

Many sold...

1 T

Ericsson put on a show during the Festival of the Sciences, in-
cluding several panel exhibitions to attract visitors.

Photo; CICCI JONSON

and technical educational pur-
suits among the public in gener-
al and young people in particu-
lar, and to project an image of
Gothenburg as a university city
in a region characterized by
many knowledge-intensive in-
dustrial companies. Researchers
and university students are im-
portant target groups, but the
organizers emphasized that oth-
er visitors and guests can also
enjoy the activities without any

advanced technical knowledge.
The organizing committee in-
cludes the University of
Gothenburg, Chalmers Inst-
tute of Technology, the Munici-
pality of Gothenburg and the
Chamber of Commerce of
Western Sweden. In addition to
Ericsson, other major compa-
nies in the festival included Vol-
vo, SKF, Astra, Telia and several
local companies.

BRITT-MARIE WIHDEN

térerna (MTL), a Swedish telecom trade or-
telephones were sold in Sweden. In March  ganization that maintains various statis-

tics, sales were distributed be-

tween 130,529 G5M system
telephones and 2,788 NMT tele-

phones. GSM telephones, ac-

formation released by MobilTeleLeveran- total sales.

cordingly, accounted for 97.9 percent of

A small
campaign for
Ericsson...

M Harald Naslund, who works at
Ericsson’s factory for integrated
circuit boards, the submicronfab
in Kista, has started his own
small Ericsson campaign. Its ori-
gins are found in what was pure-
ly an impulsive action.

"My wife has always cut my
hair with a scissors and comb
and, over the Easter holiday, we
went to the movies with the chil-
dren and took a walk through
Hoétorget in central Stockholm.
We saw a hair cutting machine
there and bought it.”

“My wife tested the machine
on me when we got home and,
by pure coincidence, Contact
was lying nearby. | had seen ex-
amples of “scalp artwork” be-
fore, whereby words and de-
signs are clipped into a hairstyle
and, considering my bald spot
and the fact that | work for Erics-
son, | thought why not?”

“Cut three sausage marks, |
told my wife. Ericsson needs a lit-
tle encouragement. Our children
aged 7, 10 and 15, thought | was
very cool.”

If you want to look sharp....

The news of Harald’s haircut
spread like wildfire at the facto-
ry in Kista. * 'Did you really shave
three sausages (or Ericsson’s lo-
go) on your head? my col-
leagues asked when they met
me in the changing room. | real-
ly created a sensation in the

cafeteria.”
INGER BJORKLIND
BENGTSSON

B One person and one num-
ber. That's the idea behind a
new telecom service devel-
oped by Telstra, an Australian

operator. The
w concept is

based on Erics-
son’s intelligent network so-
lutions. The one person — one
number concept is marketed
by Telstra under the name
Telepath Number Service. Af-
ter a successful test period
last autumn, the service is
now available in all parts of
the country. Customers with
Telepath need only one tele-
phone number for both mo-
bile telephone and wired
telephone subscription ser-
vices. In its advertising cam-

One person one number

paigns, Telstra promises cus-
tomers they can keep the
number for the rest of their
lives. The new technique
makes it possible for sub-
scribers to control who can
contact them and when.

“Telstra’s management of
the services under the UTP
standard (Universal Personal
Telecommunications) is one
of the most useful and ad-
vanced concepts in the world.
The Australian operator’s cus-
tomers also have the oppor-
tunity to take advantage of
Ericsson’s vast experience in
developing and providing in-
telligent network services,”
says Kjell Sérme, President of
Ericsson in Australia.

M Ericsson was the main spon-
sor of a three-day GSM China
conference held in Beijing
April 8-10. The conference
was the first of its kind in Chi-
na, and Ericsson hopes to
make it a regularly scheduled
event. Participation was limit-
ed to 300 important customers
and industrial representatives.
Speakers included Jan Malm,
Vice President of Ericsson Chi-
na, who talked about Erics-
son's view of future GSM de-
velopment in China.

Among other subjects, Jan
Malm talked about the impor-
tance of a hierarchic cell struc-
ture to increase capacity, im-
prove frequency utilization
through Multiple Reuse Pat-
tern (MRP) and develop vari-
ous Internet and multimedia
applications.

Ericsson at GSM
conference in Beijing

At the Company'’s exhibition
stand, Ericsson had several
mobile telephones on display,
as well as Mini-

Link, the 2301 W
microbase station, GSM multi-
slot and IPN applications.

GSM was introduced in Chi-
na in 1994, and the rapidly
growing Chinese market is
now one of the largest mar-
kets in the world for mobile
telephony. According to esti-
mates by Ericsson, China might
have 30 million mobile tele-
phone subscribers by the year
2000.

Ericsson was the primary
sponsor for the GSM China
conference in Beijing. Visitors
and guests showed keen inter-
est in the Ericsson products on
display at the adjacent exhibi-
tion stand.
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Campaign attracts
marketing people

B A little more than three
months ago, the Public Net-
works business unit of Infocom
Systems recruited 18 new mar-

keting people.

The unit want-
ed new and supplementary skills
in its operations. After comple-
tion of an introductory course,
the recruits are now looking ata
few weeks of practical training
at Ericsson companies in various
parts of the world.

“The market situation and
conditions have changed radi-
cally during recent years, which
has also affected skills demands
on our marketing personnel. We
needed to strengthen our high
level of expertise and business
skills,” says Ann Jingkley, who is
in charge of personnel at one of
the Public Networks unit’s mar-
keting departments.

To find the right people with

the desired experience, the unit
conducted a recruitment cam-
paign through advertisements in
Sweden, Norway and Finland. It
also commissioned headhunters
to seek out persons with inter-
esting backgrounds and qualifi-
cations.

Charlotte Ahlguist was one of
the "headhunted.” She worked
previously as a financial market
sales manager for an IT consult-
ing firm when she was contact-
ed. We asked why she left her
former job to accept new em-
ployment with Ericsson.

“Ericsson offered me an op-
portunity | simply could not
refuse. The telecommunications
market is growing in leaps and
bounds, approaching a new
transformation, which presents
an enormous challenge for Erics-
son in general and the Infocom
Systems business area in particu-

lar. The chance to be involved
and influence development is
extremely interesting,” Char-
lotte Ahlquist replied.

Charlotte and her 17 col-
leagues have undergone a three-
month introduction course that
offered a broad range of infor-

Charlotte Ahlquist is one of 18 talented new marketing recruits
to the Public Network business unit of Infocom Systems.

mation, from Ericsson in general,
its product portfolio, markets,
customers and competition,
capped by a final study visit in
the U.S., where the main theme
focused on the future of the in-
formation society.

LENA WIDEGREN

Praise for mobile telephone stand at CeBIT
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The Séderhamn factory started to take form in 1948.
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Soderhamn factory 50 years old

“LM Ericsson’s factory is an em-
bellishment to our community
with its clean lines and bright
] colors,” wrote
the Séderhamn
Newspaper in 1947 about Erics-
son’s new plant in Séderhamn,
which employed 400 persons,
half of whom were women.
Ericsson expanded quickly during the
ensuing years. Before construction of
the plant was completed, provisional
production operations were started in
the city’s Stugsund School.

Production of the 500-switch was
transferred to Séderhamn on March
14, 1955 after having been concentrat-
ed in Stockholm since 1923. The
switch was an important component in
Ericsson’s automatic telephone ex-
changes. The last 500-switch was as-
sembled in Séderhamn on February §5,
1982.

During the 1960s, the plant took
over production of rare gas tubes, ter-
minal blocks, splicing tubes, fuse boxes,
network material, fuse strips, time
clocks, calculation clocks, impulse mo-
tors, signal materials and jack strips. A
total of 4,000 different products and
components have been manufactured
in Séderhamn through the years.

The first power systems were pro-
duced in 1964, starting with transform-
ers and followed soon by rectifiers.

In 1984, the plant began producing
high-frequency radio base stations,

which marked the beginning of equip-
ment produced for mobile telephony
power supplies.

The golden jubilee document pro-
duced in recognition of Ericsson’s 50
years in Séderhamn is filled with old
photographs and interesting historical
information. Copies may be ordered
from Jeanette Svensson. Memoid:
EKA.EKAJESV.

Half of all employees at the S&der-
hamn plant in 1947 were women.

H The overwhelming reaction among visi-
tors to Ericsson’s mobile telephone stand at
the CeBIT Fair was characterized by praise

and approval. Particularly
W high marks were given to
the reception visitors received from Erics-
son's stand personnel and the stand’s de-
sign.

The review summarized above was the
general evaluation based on interviews
with 400 visitors to Ericsson’s mobile tele-
phone stand. The visitors were asked to an-
swer a number of questions about what
they liked about the stand and what they
thought should be improved.

"The overall results are better than last
year,” says Dusyant Patel, a market analyst
at Ericsson Mobile Communications and in
charge of the evaluation.

Based on the opinions recgived, stand
personnel and its design received high
marks. On a scale of 1-5, in which 1 is the

highest mark, the statement that stand
personnel were highly professional re-
ceived a 1.7 agreement rating. Their help-
ful attitude was rated at 1.46. The stand’s
welcoming design received a 2.61 rating,
with a particularly high mark for the music.

Negative points — which may also be con-
sidered positive, since the stand attracted a
large number of visitors - included state-
ments that the stand was overcrowded at
times. Several visitors said it was especially
difficult to see the demonstrations because
of the number of visitors.

The interviewed persons were also asked
to reply to several statements about Erics-
son. In addition to one statement that
maintained Ericsson is a highly creative
company, with products characterized by
extremely high quality, most visitors
agreed that Ericsson is the world’s leading
company in mobile telephony.

GISELA ZEIME

of the Ericsson Radio S.A. and Miguel Angel
Rojas, sales manager of Telefonica; Anders
Aradszky, logistics manager; Mirjana Bohlin,
subproject leader for measurements and
Pedro Martinez, system support.

Unified front in Madrid
B The World Class Supporter (WCP) program
is being pursued vigorously by the European
Mobile Telephone System (including GSM
and other systems). At a communications
m meeting held in Madrid, a uni-

fied front was present, com-
prising management personnel from the
Spanish company. The WCS program is in-
tended to introduce radical simplification of
the entire supply chain, based chiefly on
100-percent delivery precision, drastically re-
duced lead-times and other major changes.
Tools to achieve the goals of WCS include
simple and clearly defined sales and order
objects as well as order booking routines
linked directly with factories.
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Like a medieval castle, the stately red brick building that is St. Pancras Rail
Station in London rises before us. St. Pancras is the London departure point
for our trip to Ericsson Intracom Ltd., known as Camtec until very recently.
After a two-hour ride, the trains pulls into Leicester, our destination. Leicester

High-tea

the nor
at Ericss
Intraco

nder the guidance of their cha-
rismatic leader, John Pragnell,
nearly 50 people work at Erics-
son Intracom in Leicester,
about 30 of whom are highly
qualified technical engineers.
Operations are concentrated on
development of Ericsson products for transmissions of
IP and terminal traffic, marketed under the Eripax name
and PFA designation. The products achieved substantial
success during the Internet Year of 1996.

IP transmissions today are relatively uncomplicated,
compared with years ago. When X25 achieved market
penetration as a transport protocol in computer
networks, there were 40 different versions, explains John
Pragnell. Ericsson and Camtec, both independent com-
panies in those days, were among the first companies to
offer flexible and cost-efficient computer network pro-
ducts.

Connecting everything

“Camtec made a major breakthrough when it introdu-
ced a solution to handle all variations of X25. Since then,
we have continued in the same traditon. Today’s PFA
products are able to connect everything related to termi-
nals and IP. In the future, PFA will also include voice,”
says John Pragnell, who also believes the amount of

l'tbegmmmethe completely new X25
and needed products that could control
its transmission traffic.

computer traffic will increase dramatically during the
next few years.

“There is an overlapping effect between our PFA and
larger FA 700 Eripax nodes, but they basically comple-
ment each other,” John Pragnell continues. PFA is posi
tioned as a cost-efficient and highly flexible product for
computer networks. We constructed it with an open in-
terface with the express purpose of facilitating easy in-
tegration with software products marketed by other
companies. We don’t want to do everything ourselves,
but rather prefer to take advantage of the innovations of
others in applications for our products.”

Entrepreneurial spirit
There is a true entrepreneurial spirit in Ericsson Intra-
com. No directives are issued from higher management
echelons — everybody works together, pulling in the sa-
me direction. Employees are familiar with each other’s
job responsibilities, offering support when needed and
supplementary ideas.

John Pragnell admits that he feels a stronger sense of

- than :
versities in aﬂmdfﬁmmm ;
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ging an impressive mass of [P traffic.

Ericsson Intracom

bureaucracy when he vi-
Ltd. calls itselt a

sits Ericsson in Sweden.

“There are lots of
large meetings and
small office rooms,” he
says. “When I took
over as Managing Di-
rector of Camtec in
1990, the first thing I
did was take down the
walls and create a more

“cellar company”
and is proud of it.
Operations are hous-
ed in a small, weat-
hered building on
the outskirts of

side in

Leicester. Ins

Intracom’s premises,
however, the stan-
dard is high-tech.

open flow of communi-
cations. Our engineers
are the source of many development concepts. I get
frustrated by strict hierarchical structures. If I want to
know what’s going on, I want to be able to ask the engi-
neer in charge, not a director or member of executive
management.”

The hottest project at Ericsson Intracom today is
focused on efforts to develop PFA products to work with
ATM. Only a handful of engineers are involved in the
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is a medium-sized English city, perhaps slightly
humbled today, but still rich in pride from its for-
mer textile traditions and home for a staff of enthu-

siastic and successful innovators.

John Pragnell mingles often with his Ericsson Intracom employees to follow progress on-site and help solve
problems. He is pictured above with Jerry Gath who is working with an important component in a new ATM

board.

project, and that’s enough. It’s also fortunate, since the
pressure has been enormous in recent years, especially in
production. Not long ago, the staff worked seven days
a week and the entire company was shut down every
third Sunday so that employees were “forced” to stay
home and take a break. John Pragnell also points out
that Ericsson Intracom has made a fine art of flexible
working hours. Employees, he says, start late and fi-
nish even later.

Taking the initiative

Ericsson Intracom has always produced everything in-
house, but times are changing and the Company realizes
it cannot continue along the same path as demand con-
stantly increases. Plans are now being made to outsour-
ce some production to subcontract manufacturers. The
company will retain product development operations as
well as prototype and test series production. Expansion

Everybody at Ericsson Intracom has his/her own ter-
ritory on the computer. In the picture above, Paul
Isaac proudly shows his favorite cow.

Photo: THORD ANDERSSON

potential is strong, but if Ericsson Intracom wants to
stay abreast of new developments in the computer
world, there is no room for delays.

Rule of thumb
John Pragnell has his own philosophy on the subject:

“There’s a general rule of thumb that says 80 percent
of all basic information needed in the decision-making is
accessible almost immediately, but it can take a long ti-
me to produce the remaining 20 percent. Our strategy is
focused on developing new products quickly, getting
them on the market and, with customer reactions as ba-
sic documentation, making fine-tuned adjustments in
the next phase.

“We must make decisions based on documentation
and materials that are immediately accessible. It's sort of
a game. Sometimes you lose, sometimes you win!”

THORD ANDERSSON

John Pragnell spends most of his leisure time wor-
king with his true passion, motorcycles. This picture
was taken last season, when “The Boss” won several
prizes at various bike shows throughout England.
Photo: PAUL NOWKINS

Eripax links

units together -

At the same time as Camtec established ope-
rations in England, Ericsson initiated activiti-
es in Sweden focused on package switching

networks.

computer
The early 1980s comprised the mainframe

. .mwmmmmm

80s were called Eripax, and the name lives

on today.

The breakthrough of
X25 transmission proto-
col mmred d the start
for all activity in this
aru.'l'heXZShadaro-

is “encapsulated” in the
new protocols during
transmissions over the
Internet.

300 networks

Eripax was developed
with a view toward com-
panies and organizations
that need to link many

geographically dispersed
units in 2 unified, reliab-
le and secure computer
network. About 300
networks with more
than 8,000 nodes have
been installed in all parts
of the world, Major refe-
rence customers include
Sweden’s National Soci-
al Insurance Board, AB
Trav och Galopp, seve-
ral power companies
such as ENEL of Italy,
banks and stock ex-
cludes several public te-
lecom operators that
chose Eripax as the in-
frastructure  of  their
computer transmission
networks even before
the explosive develop-
ment of the Internet. In

re than 100 million in-
stalled AXE lines. There
is a strong market need,
accordingly, for solu-
tions based on Ericsson
Enipax products.

Independent players

The mounting wave of
Internet subscribers has
magnified the challenge
facing todays rtelecom
operators. Threats from

Ericsson’s range of Eni-
pax products includes
everything needed for
id construction of
flexible and cost-effici-
ent computer networks
that are relatively easy to
expand and adapt to new
. Ericsson Intra-
com’s PFA (Packet Fra-
me Access) products in-
clude FS 700, the core
node developed by
Ericsson Business Net-
works, and the APEX
ATM supplied
by General Dara Comm,
a business partner. Ire-
lands Post Gem is an In-
ternet provider that has
invested strongly in Eri-
pax. The company is a
of the Irish
Postal Service, a long-
standing Eripax custo-
mer. A growing number
of networks supplied by
Postal Service’s data
communications and a
large number Internet
public,
Deutsche Telecom of
Germany:smthﬂ'ma-
Eripax
The German teiemm
operator  has  made
strong additions to its
computer network to ac-
commodate the steadily
growing stream of [nter-
net subscribers.

KARI MALMSTROM
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Ericsson Radio Systems AB, Kista, Kista

SECRETARY,
MARKETING COMMUNICATIONS

Business Unit Cellular Systemns - American Stand-
ards is looking for a Secretary for Marketing Com-
munications, a dynamic and international team of
9 peaple.

We work with external and internal communi-
cations; advertising & PR, sales promotion, internal
and external conferences, exhibitions and other
events.

® You will have daily secretarial tasks such as an-
swering phones, making travel arrangements, han-
dling correspondence, distribution, writing min-
utes etc. You will also assist in a variety of projects
connected to marketing communications.

You should be a team player and able to work
independently, possess initiative and have the abil-
ity to work in a fast-paced environment.

Fluency in English is required, both spoken and
written. You should have good knowledge of
Ericsson and previous experience from working
within a sales or marketing function. Required PC-
skills: word, excel, power point and Internet.

Contact: Mia Bengtsson, phone 08-404 48 47, e-
mail mia.bengtsson@era.ericsson.se. Application:
Ericsson Radio Systems AB, AH G6te Hedblom, 164
80 STOCKHOLM

Ericsson Radio Systems AB, Kista

SECRETARY,

OPERATIONAL DEVELOPMENT

The department Operational Development within
Sales and Marketing of the Business Unit Cellular
Systems American Standards is looking for a com-
petent secretary to work with a young and dynam-
ic team.

® 'We are looking for a person who is capable of
working in a well structured way, takes own initia-
tives and works independently. You should also be
well experienced with the M5-Office Package.

Your tasks include preparation of presentation
material and documentation. You will also handle
travel arrangements, prepare meetings, arrange
conference and give support to the department
manager.

We are working towards other units both in
Sweden and abroad so we need a person who has
good knowledge in English, both spoken and writ-
ten and with the ability to create good relations.

Contact: Goran Skoldberg, phone 404 7340,
Application: Ericsson Radio System AB Gote
Hedblom AH, 164 80 STOCKHOLM

Ericsson Radio Systems AB, Sundbyberg

REGIONAL MARKET
OPERATIONS MANAGER CENTRAL
EUROPE - MOBILE TELEPHONE SYSTEMS

We are working with the mobile telephone sys-
tems NMT and GSM in Central Europe and we have
a very strong position in our markets.

The market operations unit includes marketing
and sales, technical management, project manage-
ment, logistics, economy and administration. The
unit has a consolidated profit and loss responsibili-
ty for the business activities in a number of coun-
tries in Central Europe and includes about 15 per-
sons.

® A very good experience in mobile telephony is
required as well as management and leadership
experience.

You are business oriented person and you like
working in an international environment. You
have an M.Sc degree, possibly combined with an
MBA.

Contact: Ulf Borison, phone +46 8 757 1580, mem-
oid ERAC.ERAUBOR or Liljana Sunberg, Human
Resources, phone +46 8 757 2459, memoid
ERAC.ERALISU. Application: Ericsson Radio Systems
AB, LP/H Liljana Sundberg, 164 80 STOCKHOLM

Ericsson Business Networks AB, Sundbyberg
Public Networks, Radio Access, DRA 1900

MANAGER, SYSTEM

INTEGRATION & VERIFICATION

Product line DRA 1900 has in a short period of
time become a worldleader within Wireless Local
Loop systems. Since product launch, end 1995 it
has been sold in more than 20 countries, It is based
upon the DECT Radio Standard.

® You will be responsible for the recently formed
Integration & Verification unit within Product
Provisioning. The unit is responsible for overall in-
tegration and verification process of DRA 1900
which also includes our LDC in Holland and other
cooperating partners. To build-up necessary com-
petence and introduce an integration driven way
of working will be your first challenge, Our work-
ing situation is characterized by dynamics, fast de-
cisions and good atmosphere.

A suitable candidate have experience as line or
project manager. Furthermore you have a solid
background in development, preferrably from sys-
tem integration and verification. You interact ef-
fectively with people, have an interest to lead &
develope others and are result oriented.

Contact: Glenn Nordqvist 08/764 0128.
Application: ERICSSON BUSINESS NETWORKS AB,
Jeanette Stromdahl Kaiser, 172 87 SUNDBYBERG

ANx Product Company, Kungens Kurva
CONTROLLER

The ANx is run as a small company with responsi-
bility for the products as well as the business re-
sult. We are part of Product Line Unit Multi-Service
Access within Public Networks. We work with
Ericsson’s future main stream products today.

ANx is an access system with ADSL for telecom
operators as well as Cable-TV operators: With ANx
we introduce new high speed services to the
home: High speed Internet, home working, video
services and other future types of services passible
to transfer over a network.

® Your main tasks would include working to se-
cure our financial objectives by making for exam-
ple life cycle and contribution models, establish-
ment and follow up of budgets and estimates, as-
signment structure as well as handling the general
financial matters. You would work in close relation
to our ANx-manager.

You enjoy working to improve our profitability
awareness and result in a “small company” envi-
ronment. In return we offer you a challenging and
stimulating position with large potential for per-
sonal development.

Contact: ANx manager Per-Olof 5j6berg, phone
90491 memo ETX.ETXPOSS or Human Resources
Catarina Larson Astrand, phone 90836 memo
ETX.ETXLCAT

Ericsson Radio Systems AB, Kista

MARKET AREA CONTROLLER - USA

to Business Unit Cellular Systems American Stan-
dard ( RMOA) The Market Area Controllers within
RMOA gives financial support to our marketing or-
ganisations and are the link between the financial
organisations in field and the mother unit ERAIA.

® A new opportunity has arisen - We need a Kista
based Controller to work with our Sales and
Marketing organisation U.S . You will be monitor-
ing financial information on behalf of both the
marketing and the financial organisations.

We are offering: The opportunity to within an
international organisation work with one of our
largest markets, the U.S, where you will get to
know to its players and the financials.

M This is a selection of vacan-
cies within the Ericsson cor-
poration. They are published
in the electronic News sys-
tem, which is being updated
once a week.

For further information
about advertising here, send
a memo to LME.LMEJOB.

It entails; Establishing information flows be-
tween ERA/A and the U.S To be involved in and ini-
tiate improvement activities both in Kista and in
the U.S Ad hoc investigations of issues such as cus-
tomer pricing etc Prepare profitability analysis
when required. To produce forecasts, estimates
and actual reports Co-ordination of subsidiary re-
porting to ERA/A Be a member in one of the cus-
tomer order flow process improvement teams.

Qualifications: University Degree in Business
Administration. Fluency in English. Excellent com-
munication skills. 3-5 years of qualified working
experience, preferably within the Ericsson group.
Knowledge of FIRE will be an avantage.

We offer a demanding position with develop-
ment opportunities for the right candidate , need-
less to say, you will also be travelling frequently to
the US.

Contact: Lennart Ekroth tel : 08/404 7310.
Application: Ericsson Radio System AB, Att:
KVERAJAH Britt Bosrup, 164 80 Stockholm

Ericsson Radio Systems AB
MARKETING MANAGER

U is a Market Operations unit within RMOG re-
sponsible for the marketing, sales and implemen-
tation of G5M mobile telephone systems in the
U.S,, Canada and Latin America.

® As Marketing Manager you will liaise with inter-
nal and external contacts. Internally, with product
management, operational and project-oriented or-
ganizations, and pricing and market communica-
tions units. Externally, with local affiliated compa-
nies and customers.

Qualifications: at least 10 year's professional ex-
perience of international marketing within the
telecommunications/radiofield. Fluency in English
is essential.

This position requires a result-oriented, inde-
pendent entrepreneurial, who is used to working
in a “matrix" organization. it is important that you
are prepared to make frequent trips to the U.S.
and that you are able to adjust your working hours
according to the customer's needs.

Contact: Henrik Hogberg, phone 08-757 11 48,
memoid ERACERAHKHG, Garan Stendahl, phone
08-404 81 88, memoid ERAC.ERAGNSL or Solveig
Vallentin, Human resources, phone 08-404 56 19,
memoid ERAC.ERASOLO. Application: Ericsson
Radio Systems AB, LI/HA Maria Nygren, 164 80
Stockholm

Ericsson Mobile Communications AB, Kista

COMMUNICATIONS OFFICER

Ericsson Mobile Phones and Terminals is a new
Business Area within the Ericsson company. It is
now the responsibility of the Global Marketing
Department to handle all internal communications
activities. We are therefore looking to fill a new
pasition in this role.

® As an internal communications officer for the
swmnmwlwmum

mm.)rouﬁllabodevdupandhersporﬂ-
ble for the BT Intranet structure and site. You will
manage and co-ardinate visits by our Local
Companies to Stockholm and Kista. You will define
the need for and produce material for internal
presentations and information.

It is important that you are a well organised
person. Ideally you have experience from Ericsson.

you have acquired excellent writing

skills from earlier work with communications and
information activities. Not only is it essential that
you have a great skill in written English but also
that you control spoken communication. You will
be doing presentations to many different cultures
and functions. Formally you probably have a de-
gmmm(mmmmmmm
journalism) or other ¢ level.

You are at the same time independent as a
team player. Ideally you have some experience
from marketing consumer goods. You will report
directly to the PR & Information Manager

Contact: Bo Albertson, tel +46 B 76 41388
Application: Ericsson Mobile Communications AB,
Christina Weisner, 164 80 Stockholm

Ericsson Telecom AB

INDUSTRY ANALYSIS

In times of rapid changes. as unquestionably the
Telecom industry, it is definitely a competitive ad-
vantage to be on top of things. We are a group of
people within Global Marketing working with
Industry Analysis.

We assemble information, analyse, communi-
cate and recommend actions on issues that can
have an affect on Public Networks competitive po-
sition. A close co- operation with all product and
marketing units and local companies is a must to
be successful in our mission. Our customers are
within both general, marketing and product man-
agement world-wide.

@ In this environment we have a position open for
an industry analyst. The ideal candidate must have
a sound university degree, some 5-8 years ade-
quate working experience, and possess proven an-
alytical skills. He/she already knows the telecom in-
dustry, or parts of it, and is interested in broaden
the scope. Applicants must to be fluent in English,
both verbal and written.

Contact: Stefan Erlandsson +46 8 719 0709,
MEMO: ETXT.ETXBSE or Barbro Sdderberg +46 8
719 5775, MEMO: ETX.ETXBASO

Ericsson Radio Systems, Kista

Business Development Services, one of Ericsson’s

mer Service portfolio of Ericsson through the pro-
vision of Management Consulting to our custom-
ers, mobile operators all over the world. The goal
of Business Development Services is to assist aur

customers increase their competitiveness.

@ To help us reach this goal, we are now seeking
to add a Business Consultant to our team.

The Business Consultant is responsible for co-or-
dinating the supply of management consultants
for customer projects, managing the project fi-
nances profitably, and, most importantly, ensuring
that there is a perceived project value for the top
management of all involved parties, such as the lo-
cal Ericsson company and especially the customer.

Our supply projects are staffed by our Partner, a
world class consultant group, and different compe-
tencies needed from Ericsson depending on pro-
ject type, customer situation ...

Your background is from the Management
Consulting industry. Confidence in communicating
directly and comfortably with top management is
crucial. Additionally, you have a good command of
English and an understanding for cultural diversity.

Contact: Lennart Neujd, tel. +46-70-556 51 62,
Lars-Gunnar Wallin, tel. +46-70-514 03 98 or Joel
Ahdel, tel. +46-70-594 09 96. Application: Ericsson
Radio Systems AB, KIVERA/LY/HA, Karolina Borg,
164 B0 STOCKHOLM

Ericsson Radio Systems AB, Kista

PRODUCT MANAGER -

RMOA TECHNICAL SALES SUPPORT
The success of CMS88 Wireless intelligent Network
(WIN) has been overwhelming for RMOA in the in-
ternational markets outside of US. With this, de-
mand for market support from ERA is increasing
every day. We are currently looking for product
managers to help us making this a continued suc-
cess.

@ The people in these positions will be involved
in: Responding to RFQs/RFPs from customers on
CMSB8 WIN. Making customer presentations on
CMS88 WIN products. Supporting the customer
and the LO/MLSs on technical and marketing issues
related to WIN proudcts. Generating market re-
quirement descriptions on CMS88 WIN as request-
ed by the customers. Making proposals for product
improvements.

The required experience and skills for these po-
sitions is: At least two years of experience with
Ericsson (preferably in cellular). Good knowledge
of telecommunications (IN, Cellular). Adequate
knowledge of AXE-10 and TMOS products (SMAS).
Strong communication and presentation skills.
Knowledge of Spanish, Portuguese or Chinese is an
asset. These positions will also require extensive in-
ternational travel.

Contact: Vu Nguyen, phone +46-8-4044624, mem-
Systems AB AH Géte Hedblom, 164 80 Stockholm
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Ericsson Radio Systems AB, Kista

PRODUCT MANAGER - PRODUCT

PLANNING FOR INTERNATIONAL MARKETS
We are in the process of expanding the product
planning function, within the RMOA Technical
Sales Support department at ERA, for international
markets outside of US (i.e. Canada, Asia, Latin-
America, Russia and Africa). In this organization,
you will be responsible for:

® Making customer presentations on product pro-
posals. Evaluation, planning and consolidation of
new market requirements. Consolidated business
case analysis. Participation in Package Definition
exercises for new development projects. Market
support on new products.

You will also be working closely with RMOA
SPM and other local product management organi-
zations on various planning and strategic activities.

We are looking for product managers for the
following areas: Switching Network Products (HLR,
MSC). Radio Network Products (RBS). Network
Management (0SS products, Business Operations).
System Applications (Data, Messaging, WIN).

The required experience and skills for these po-
sitions are: At least 3-4 years of experience with
Ericsson (preferably with Product Management or
System Designs for cellular systems). Technical ex-
pertise in the areas of interest. Strong communica-
tion and presentation skills. Knowledge of Span-
ish, Portuguese or Chinese is an asset. These posi-
tions will involve international travel and contacts.

Contact: Vu Nguyen, phone +46-8-4044624, mem-
oid ERA.ERAVUNG. : Ericsson Radio
Systems AB AH Gote Hedblom, 164 80 Stockholm

Ericsson Radio Systems AB, Kista

SENIOR AREA
MANAGER - MAJOR ACCOUNTS US
Cellular Systems -American Standards is one of the
fastest growing business units within Ericsson
Radio Systems. We have a very strong position in
the US through our customers. The US market
takes a leading role in the development of new
and future products.

® You will be responsible along with our local
company for marketing and sales activities to-
wards one or more of our major customer ac-
counts in the US. The responsibility includes con-
solidated sales and order intake and establishment
of a long-term customer partnership. The task will
include both technical and strategic commercial
activities. The goal is to ensure excellent customer
satisfaction and long term profitability.

the Japanese PDC market. One of our four product
service areas is System and Hardware Services,
presently including TR management, CNA man-
agement and hardware repair flow. Our role is to
impraove lead times and processes; and to reduce
expenses for these products.

® We are seeking a person to take the product re-
sponsibility for these services. We believe that you
have experience within some of the listed areas.
Your duties will include: the profitability of

products and setting development priorities for
those, developing product plans related to CMS30
product functionality, gathering and managing
market demand information and initiating devel-
opment of existing and new services, contacts with
Japan and securing support, contacts with CMS30

product management, customer presentations,
You should have: experience of cellular telepho-
ny or stationary nets, experience within some of

the above mentioned product areas, experience as
a product manager (not an absolute requirement).

Contact: Jan-Olav Bengtsson, phone 08-40 44656,
memoid ERA.ERAJABN, Magdalena Rost-Axland,
phone 08-40 45934, memoid ERA.ERAROAX
Application: Ericsson Radio Systems AB, VHS Ann
Beer, 164 B0 STOCKHOLM

Ericsson Radio Systems AB, Kista

@ At the department for Product Management of
Customer Service Solutions, we are creating a new
position in order to secure development of service
solutions for our customers. These services range
from consultancy to integration verification. The
services shall be provided for both multivendor
networks (i e integration of other vendors equip-
ment) as well as integration of Ericsson’s network

components.

The focus on this function is to secure that solu-
tions to our customers needs are developed with
MWMWWWP

hmwmmmmmm
looking for a person that posses product manage-
ment skills, are people oriented and have good
communication skills, with some customer interac-
tions. Rumﬂwﬁg&ﬂﬂuwm%

sponsible for the development of three upgrade
paths, one of which will be developed at EME in
Spain.

What we need is a person with experience from
project management of upgrades or other test/de-
sign projects. You will have a lot of contacts with
the design projects, associated projects and FOA
markets around the world on memo/email/tele-
phone and in person, so you have to have a persis-
tent and outgoing personality. Don‘t hesitate, just
give us a call!

Contact: S Borg, H R ces tel.08-
719 6575, email:etxt.etsubo@memo.ericsson.se or
Bengt Bivrin, Line Manager tel.08-719 5187,
email:etxt.etxbnb@memo.ericsson.se Application:
Ericsson Infocom AB, Att: Ulla Karlsson, PNOOCY,
Tellusborgsv. 83-87, 5-126 25 STOCKHOLM.

Ericsson Radio Systems AB, Kista
PROJECT MANAGER

® We are looking for a Project Manager to our
unit for customer projects within Business Unit
Cellular Systems - American Standards.

The Project Management Unit is responsible for
exacuting Customer Projects to all ERA/A Direct
Markets, Start-up markets and Demo systems,
mainly in CI5, Asia, Latin America and Africa. The
unit is also involved in sales and marketing activi-
ties according to the core-3 concept.

with pricing argumentation, business cases and
price comparisons. We now need to strengthen
our resources and are therefore looking for two
new members:

PROJECT MANAGER PRICING
(pricing strategies and coordination)

® In this position you will build up a clear under-
standing of our customer’s business and the effects
our products and services will have on our cus-
tomers. Based on this understanding you will be
held responsible for defining pricing strategies, co-
ordinating pricing activities within the Business
Unit, deploying the pricing strategies and support-
ing the Business Unit with pricing argumentation’s
and sales tools (business cases). If you are service
minded, like to work with people and to get
things done, this position might be something for
you.

We are looking for a person with a good busi-
ness sense, excellent analytical skills and an affinity
for high tech products and services. Experience in
an busi envir an uni ity m and
fluency in English is required. A high tech or finan-
cial background is an advantage.

PROJECT MANAGER PRICING
(sales support)

® In this position you will build up an in-depth

The Project Management Unit is also overall re-
sponsible for processes, methods & tools and com-
petence development programs for Project
Management within the global organization for
Cellular Systems, D-AMPS/AMPS, and is also re-
sponsible for maintaining a network g

knowledge about worldwide pricing structures
and price levels as well as the underlying techno-
logical differences in mobile networks. You will
use this knowledge to support the sales organiza-
tion in their tender process and to support the

Project Managers and conduct regular confer-
ences,

The successful candidate has preferably an acad-
emic education and has experience from work in
customer projects or other related activities within
Ericsson. Fluency in written and spoken English is
required, Spanish is an asset. Ability to establish
good relations with customers and Local
Companies is also required.

Contact: Ulf Malmerberg, +46-8-757 2949,
ERA_ERAUMG or Marianne Molin, +46-8-404 4778,
ERA.ERAMM. Application: Ericsson Radio Systems
AB, Marianne Molin AH, 164 80 STOCKHOLM

ence from Mobile networks, systems integr
and testa and verification.

Contact: Hikan Résth, phone +46 B 404 2645,
memoid ERA.ERAHROS or Neil Urquhart, phone
+46 8 757 0475, memoid ERA.ERANLUT.
Application: Ericsson Radio Systems AB, AH Anette
Spéngberg, 164 B0 Stockholm

We offer you a stimulating working envi
ment in a small team with the potential for good

gards to switching and radio products. You have a
8. Sc. or M. Sc. or similar. Experience from the US
or other international markets are desirable.

Contact: Mikael Nilsson, phone +46 8 404 7349,
Application: Ericsson Radio Systems AB, AH Birgitta
Stavenow, 164 80 STOCKHOLM

Ericsson Radio Systems AB, Kista

PROJECT MANAGEMENT,
PRODUCT DEPLOYMENT
@ You have experience with project management
and modern quality work! WE NEED YOU! WE
HAVE THINGS TO OFFER YOU!!

Aupmied manager, mmﬁmﬁll be

Ericsson Radio Systems AB, Kista

management of RNI, SSR and RVT; and Network
Planning and Expansion, which includes Radio
Network Planning, RNPT, 85 re-routing and Radio
Frequency change.

We are seeking a person to take product re-
sponsibility for these services. We believe that you
have experience within some of the listed areas.

Your duties will include: the profitability of

functionality, gathering

market demand information and initiating devel-
mdmmmmm-u
Japan and securing support, contacts with CMS30
product management, customer presentations.

You should have: experience of cellular telepho-
ny or stationary nets, experience within some of
the above mentioned product areas, experience as
a product manager (not an absolute requirement).

Contact: Jan-Olav Bengtsson, phone 08-40 44656,
memoid ERA_ERAJABN, Sverker Oldeback, phone
08-75 71490, memoid ERA.ERAOLDE

Our department is responsible for development,
maintenance and implementation of services for

We are offering you the opportunity to com-
bine project management and operatoinal devel-
opment while working in an international environ-

ment.

Qualifications: Experience with telecommunica-
tions. Good spoken and written English. Good
communication skills. Natural abifities for team
waork. B.Sc. or equivalent.

Assets: Knowledge of Ericsson S/W upgrade
methods. Knowledge of Spanish. International
work experience,

Please submit your CV in English.

Contact: Marie-Josée Leblond, phane +46 8 757

21 63. Application: Ericsson Radio System AB, AH
Marianne Molin, 164 80 STOCKHOLM

Ericsson Radio Systems AB, Kista

SUPPLY MANAGEMENT

Our unit Network Operation & Maintenance Ser-
vices is a Competence Centre for Ericsson Radio

Systems woridwide. We are developing Network
Operation and Maintenance Services and we are
also supporting the Business Units in marketing

and supplying the services.

® We are now looking for a I who

t and the pricing group with pricing
mfofmabun You will work intensely with comput-
er based models to create price and other compari-
son models. You will also work in dlose coopera-
tion with sales representatives and the rest of the
pricing group.

We are looking for a person with excellent ana-
lytical skills, a good business sense and an affinity
for high tech products and services. An university
degree, fluengy in English and a service minded at-
titude are required.

Contact: Thomas van Bunningen, phone: +46 8
4045407 or Christer Bergmark, phone: +46 8
40483 14. Application: Ericsson Radio Systems AB,
AH Birgitta Stavenow, 164 B0 STOCKHOLM

Ericsson Radio Systems AB, Kista

CMS8800 CHARACTERISTICS

7The characteristics of a system, i.e. capacity, real
time performance, in Service Performance etc is
becoming more and more impartant as we ap-
proach the mass market for cellular services. Our
custamers are offering lower rates to the end
users, and are pushing us to deliver systems with
higher total performance and capacity, at a lower

Lt d

is responsible to ensure that skifled, tramed and
certified personnel is available for performing the
services.

The task is to define supply centres internally
and extarnally and to ensure that the engineers
who will conduct the services have the appropriate
skills. The function within the organisation is also
responsible to schedule the implementation based
on the customer contracts and on the available re-
sources.

You will work dosely with Ericsson units world
wide. You will also set up agreements with exter-
nal subcontractors.

The suitable applicant shall: have experience of
managing resources, have a good understanding
of Services within telecommunication, know the
Ericsson world wide organisation, have good ne-
gotiations skills, be resuit-oriented, be people-ori-
ented.

Contact: Endre Fabo, phone +46 B 404 2402, or
endre.fabo@era.ericsson.se or Bo Carlgren, phone
+46 B 757 1260, or ba.carlgren@era.ericsson.se
Application: Ericsson Radio Systems AB, J/HS Ann
Beer, 164 B0 STOCKHOLM

Ericsson Infocom, Public Networks, Switching,
Systems Integration, TN

PROJECT MANAGER / SIRIUS
Core Upgrade Project

SYSTEM UPGRADES, FUTURE BUSINESS. Do you
want to work in an area that is considered to be a
major part of BUX's future business ? System up-
grades will be a considerable part of our sales in
the coming years. Systems Integration at Public
Networks, Switching, is responsible for the up-
grade to and verification of AXE Local 6 in the SIR-
1US project.

We will ensure that the upgrades allow our cus-
tomers a smooth and fast roll-out of AXE Local 6 in
their networks. This will lower the cost both for
Ericsson and our customers and thus increase rev-
enuves and business opportunities.

@ In the SIRIUS project we need a capable person
to manage the Upgrade Project. You will be re-

Ericsson Radio Systems AB, Kista

PROJECT MANAGERS PRICING

WOULD YOU LIKE TO HAVE A CHALLENGING ROLE
IN OUR GLOBAL PRICING?

Ericsson Radio Systems AB in Kista (Stockholm) is

Business Unit Cellular Systems - American Stand-
ards (RMOA) is responsible for cellular systems
based on the D-AMPS and AMPS standards, which
Mymmmmﬂwwﬁm&
scribers. Our mobile teh 1, CMS8800, is
ﬂumfmidsystemmﬂlewmﬁmdowmmteb
around the world are growing rapidly.

The Pricing Group - which is part of the market-
ing organization - is responsible for RMOA' overall
pricing strategy and supports the sales organiza-
ﬂmmﬁmmmMoﬂmmm
group is involved in defining pricing strateg
pncmgofmwpmdw&deﬂoywmmofpmm
strategies and supporting the sales organi. d

cost.

ERAIARISY is working with CM58800 character-
istics in close cooperation with the characteristics
groups in Montreal, Dallas, Mexico and Dublin.
The job involves defining relevant metrics, write
requirement specifications, provide estimates, de-
fine and analyze measurements, identify system
limits etc. Since our customers are very interested
in what we are doing there is a fair amount of
market support and we also collect statistics from
real systems.

There are currently 2 openings at ERAJARISY:

1. AIR INTERFACE CHARACTERISTICS

@ The job involves analysing the capacity and per-
formance of the 15-136 air interface, with focus on
the two control channels (ACC and DCCH). The job
involves specification of measurements, analysis of
data, and to build models and tools to study the
performance in various situations. This area has
high attention from our customers, who need this
infarmation to get the most of their system. We
believe simulation is a useful way of gaining more
information in this area.

We think that you have a solid radio knowl-
edge, and has worked in design, verification, field
rt or cell pl g for a few years,

2. AXE10 PERFORMANCE

® You will work with central processor load from
the CMS8800 application, overload control, recov-
ery, link load, control part of the base station etc.
The information that we get from measurements,
calculations and simulation will be used to build
tools to study performance and capacity of large
cellular networks or critical parts of the system.
Our reports on capacity are part of every major re-
lease.

You have a good overall knowledge of the
AXE10 system, radio network and RBS knowledge
is a merit. You are also able to design and use tools
(PERL scripts, spreadsheets etc) to extract useful in-
formation out of large amounts of data. And you
have some hands-on experience, that you gained
from testing, design or support of an AXE10 based

¥
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VACANCIES

CONTACT No. 7 1997

Contact: Anders Soderlund, tel +46 8 757 0454,
ECN (850) 70454 memo id ERA.ERAASD, e-mail
Anders.Soderlund@era-a.ericsson.se. Visit our
home page on http/Awww-
rmoa.ericsson.se/dept/AR/S/SY Application:
Ericsson Radio Systems AB, AH Jan-Olof Segerfeldt,
164 80 STOCKHOLM E-mail:

jan.olof segerfeldt@era.ericsson.se

Ericsson Radio Systems AB, Kista

The product unit digital Switching Systems and
Applications (DSA) provides competitive switching,
service control and application products to GSM
operators through Ericsson/RMOG marketing and
sales channels.

As a result of the continued success for Erics-
son’s G5M systems, the Business Unit for GSM,
NMT and TACS (RMOG) has a Design Centre for de-
velopment of AXE 10 products for Mobile
Switching, Service Control and Satellite based
Systems.

The organisation is based in Alvsjé. We are
working in an international environment together
with other Design Centres in Germany, Spain and
USA. For this Design Centre we are now looking
for experienced people within the following areas:

SOFTWARE DEVELOPMENT

® We are looking for AXE 10 designers with one
to five years of experience from AXE 10 develop-
ment.

You will be a member of a design team that will
design, implement and test new functions in
Ericsson’s GSM system. The teams we have work ei-
ther with functions within subsystem SHS (Short
Message Service Subsystem) or with subsystem HRS
(Home Location Register Subsystem).

Contact: Hans Carlsson, phone +46 8 719 93 68,
Memoid ERAC.ERAHSCN. e-mail hans.carlsson@ nis
01.ericsson.se

FUNCTION TESTER

® We are looking for a AXE 10 function tester
with one to two years of years of experience from
AXE10 testing.

You will be a member of a testing team that per-
form testing in a simulated environment (SFT).
Today we are working with functions within sub-
system SHS (Short Message Subsystem) or with sub-
system HRS (Home Location Register Subsystem).

Contact: Claes Lillerskog, phone. INT +46 8 719
9180. Memo: ERAC.ERALILG. e-mail: claes.lillerskog
@ nls 01.ericsson.se

For both positions it is essential that you are
open-minded, flexible and enjoy working in a
growing and enthusiastic organisation. You will al-

s0 be expected to be able to communicate effectiv-

ly in English.
For both positions: Human Resources, Christina
Héglund +46 8 404 7841, Memo: EXTR:QRACHOD

Application: Ericsson Radio Systems AB, LK/HS,
164 80 Stockhoim.

Ericsson Radio Systems AB, Kista

PRODUCT
MANAGEMENT CERTIFICATION

® Product Management Training services holds
the global strategic and commercial responsibility
for the RMOG customer training portfolio. We are
now looking for an enthusiastic and resultoriented
person to work with certification issues.
Certification is, as we see it, an important part of
quality assurance of our products and we are ini-
tially focusing on instructor certification and stu-
dent certificates.

Are you interested in working in a rapidly devel-
oping area in an international environment this
could be the job for you. You would, together
with the rest of the team, be responsible for devel-
oping, maintaining and implementing the process-
es for certification.

Excellent written and spoken English is a must
as is people-orientation. Technical college degree
(gymnasium), experience from training or compe-
tence is a merit.

PROJECT ADMINISTRATOR

@ Product Management Training services holds
the global strategic and commercial responsibility
for the RMOG customer training portfolio. We are
continuously improving our products and are run-
ning several development projects concurrently,
therefore we are now looking for an enthusiastic, -
service minded and flexible project administrator.

In your role as project administrator you will be
working in a small team and an international envi-
ronment. assisting the project managers with
preparation of documents, following up on time
schedules and costs, help arrange pilot courses etc.

Good written and spoken English is essential. You
must be service minded, flexible and familiar with
the MS-office package. Technical college (gymnasi-
um) and experience from training is a merit.

Contact: Charlotte Dam, phone +46-8-757 5599,
memoid. ERAC.ERACDAM. Application: Ericsson
Radio Systems AB, KIVERAJLY/US, Marie-Susanne
Kretschmer, 164 80 Stockholm

Ericsson Radio Systems AB, Sundbyberg

PRODUCT
MANAGER TO ASIA PACIFIC

@ We are looking for a Product Manager to
Market Operations Asia-Pacific (RMOG). We are re-
sponsible for marketing, sales and implementation
of mobile telephone systems G5M, NMT, TACS in
the Asia Pacific region.

Your main tasks will be: Aggregate customer re-
quirements to product units. Presentations of new
products. Market support in business develop-
ment. Technical improvement projects.

You have a masters degree and several years of
experience from GSM, AXE and/or Network plan-
ning. You must have good understanding of cus-
tomer needs and business opportunities.

We have our office in Sundbyberg but you must
be prepared to travel.

Contact: Nils Torstensson +46 8 757 26 39, memo-
id: ERAC.ERANIT. Application: Ericsson Radio
Systems AB, LNH Carin Kasberg, 164 B0 Stockholm
Memoid: ERAC.ERACASA, telephone +46 8 404 55
a7

Ericsson Telecom AB, Busniness Unit Public
Networks

TEST COORDINATION,
TEST TOOL DEVELOPMENT, AND
EMULATOR ENVIRONMENT RESPONSIBLE

We are currently expanding the LDC ISDN & CTM
Services. Today we develop and verify total solu-
tions for local mobility within the public network.

® We are now looking for three persons. One to
coordinate the test activities for the first CTM stan-
dard project covering both radio (DECT) and AXE
development. One to take responsibility for the
useage and development of our test tools. The
main tools today are TS52000 and UPSim whilst
TTCN related tools are under investigation. We
need one person to be responsible for the emula-
tor environment in use. This job includes further
developments of the environment and tools used.
You will have the opportunity to start working

The main tasks are: Run the Feasibility Study
project from TG1. Establish the execution project
prior to TG2. Control MSC/VLR-Design and FT dur-
ing the execution phase. Initiate and chair monthly
project meetings, being held alternately in the dif-
ferent Local Design Centres. Closely cooperate
with the related AXE mobile core project Establish
and control a design follow up project during the
INDUS phase. Cooperate with product manage-
ment and system management. Follow up and
control progress, costs and quality for all activities.
Report in monthly steering group meetings.

The position reports directly to Axel Jeske,
Group Manager for the PAX Project Office.

As a suitable candidate, you are a local emplo-
yee and have a good design and/or testing compe-
tence. Furthermore you should have previous ex-
perience in line or project management. As social-
competence you should bring in a lot of initiative,
good communication and cooperation skills, good
judgement and decision making competence as
well as the ability to stand pressure.

We require mobility since you will have to travel
to the involved local subsidiaries. If you have ques-
tions and are interested, please refer to your col-
leagues until 30.05.1996

Contact: Johnny Aroe, EED/X/TMC, memo:
EED.EEDJOAR, tel: +4 90 2407 575 481, Axel Jeske,
EED/XUTPC,memo:EED.EEDAX, tel:+49 0 2407 575
284 or Doerte Kaulard, EED/H/R, memo:EED.EEDD-
KA, tel.+49 02407 575 163

Ericsson communications Inc, Canada

SECTION MANAGER, CMS8800 SYSTEM

PERFORMANCE AND CHARACTERISTICS
The section defines the long term strategies and
requirements on CCMS8800 system performance
and characteristics for both traditional and new
platforms. System characteristic studies, simula-
tions, and prototyping results are used to drive re-
quirements in the areas of in service performance,
capacity, air interface, signalling interfaces, self-
configuration, load regulation, system dimension-
ing, system robustness, etc., from a network per-
spective as well as a tools perspective.

@ In addition to leading the RMOA Characteristics
Network, contacts with the core units, other BU's
and customers is required.

The successfull candidate will have 6-8 years of
relevant experience, good leadership skills, ability
to easily build relationships and networks, as wil as

in the early phases of the first standard delivery for
cordless terminal mobility.

We believe that you have good AXE knowledge,
a few years experience in test, design or system
management. Knowledge in the AM, HLPlex,
Radio and Mobility area is considered as merits.

Our goal is to build a creative and flexible unit
with developing tasks leading to products meeting
our customers expectations.

Contact: Section Manager: UHf Lindstaf,
TNETX/XT/V, Phone : +46 8 719 47 85, Memo :
ETXT.ETXULIF or Personnel: Susanne Norstrém
ALETX/DH Phone : +46 8 719 06 59 Memo :
ETXT.ETXSUNO

international mus

Ericsson Taiwan LTd. (ERT)

CUSTOMER TRAINING

The cellular market in Taiwan is in a very expansive
phase due to the deregulation in the GSM 900 and
GSM 1800 market. We therefore need a person
who should be responsible for building up our
Customer Training organization:

@ This would princicipally be to: select proper trai-
ning resources and to submit initial suggestions.
collect and consolidate training needs from cus-
tomers and operations. design and implement
training plans. organize and coordinate operations
training courses and followup actions. be responsi-
ble for training records.

You should have solid experince in customer
training, good communication skill and good com-
mand of English both in writing and speaking.

Contact: Gote Akerman ERT/OC + BB6 2 746 1764
ERT.ERTGOTE, Lena Andersson ERT/HC + BB6 2 746
1764 ERT.ERTLEAN or Carin Kasberg LNH + 46 8
404 55 87 ERAC.ERACASA. Application: Ericsson
Radio Systems AB, Carin Kasberg SG/ERA/LNH,
All'en 5, 164 80 Stockholm

Ericsson Eurolab Deutschland GmbH, Research &
Development Centre Herzogenrath, near Aachen

PROJECT MANAGER

® for the new feasibility study and execution pro-
ject CME20 MSC 8.0 within Product Area Switching
(PAX).

be organized, flexible and fluent in English.

Contact: Glen Schmid, Imc.Imcglen or Helene
Schwelb, Imc.imchesc,

Ericsson Research Canada, Montreal

SENIOR SYSTEM TESTERS

@ We are strengthening our Integration and Veri-
fication department, LMUNI, and are locking for
experienced testers with at least four years experi-
ence in system verification, ideally on CMS8800 or
any other AXE10 based products. You will need to
have a good understanding of verification process-
es from IPs to the final test report.

You will be responsible for the verification, in-
cluding performance measurement, of digital
American Mobile Phone (D-AMP) systems and net-
works. Typical activities will be to prepare test
strategies, plans, specifications and instructions.
‘You will also be required to carry out testing, iden-
tify any defects and undertake the necessary diag-
nostics and trouble reporting. Furthermore, to re-
solve reported troubles, you will provide on-site
customer support and trouble-shooting expertise.

An effective team player you wiilmrl:well un-

the administration required to handle customer
accounts.

The ideal candidate should be able to create
and maintain close, informal customer relation-
ships.

As there is a strong emphasis on localising Erics-
son’s business in Japan, the marketing Manager
will also be required to train and develop staff
members for future responsibilities.

KANAZAWA REGIONAL OFFICE

® Our regional office in Kanazawa is now looking
for a Product Manager for PDC technology.

The work involves technical sales support for
new and existing PDC and AXE products towards
our local customer. Cordination with product man-
agement at ERA head office, with our head offices
in Japan and with Product Management in other
regional offices is also part of the responsibilities.
Another important task is to supervise and train
our newly employed local staff members.

We are looking for a person with experience
from AXE technology in radio applications, who
can work well in a team and who is a good presen-
ter and negotiator. Knowledge in other areas such
as IN, network planning etc. are beneficial.

The contract period will be 12 months with a
possibility of extensions.

If you are interested in this challenging work,
directly in the customer interface working with
some of Ericsson’s latest mobile products please
send a

Memo: Per Cedhagen General Manager,Kana-
zawa Regional office, phone +81 762 637774,
NRJLERJPCED or Nils Enstam, phone +81 3 3221
8205, NRJ.NRINREM. Application: Per Cedhagen,
NRJ.ERJPCED

Ericsson Lietuva. Vilnius, Lithuania.

® Would you like to be part of a fairly new estab-
lished management team, whose task is to build
up the company, secure the existing customer pro-
ject and create new and profitable business. And
have the responsibility for all our operation activi-
ties, which consist of implementation and support
& service of AXE, GSM and MD110 systems.

We are seeking and expatriates for 1to 11/2
year, who can bring along Ericsson knowledge &
contact network, and build up the department.

The tasks includes: organising, planning and
control of the operation activities, strategy and ac-
tions concerning developing of local competence
area and support from other Ericsson units.

Besides of this train and coach a successor and
take part of establishing the Lithuania Ericsson cul-
ture.

We need a person with: good leadership and or-
ganising skills, experience from operation activities
- preferable support and service, business minded,
basic knowledge concerning AXE/MD110, flexible

and with a sense of humour.

Contact: Conni Simonsen, phone + 370 2 223707,

memoid: LMD.LMDCS. Application: Mail : Ericsson

Lietuva, A. Mickeviciaus 29, 2600 Vilnius, Lithuania
or fax.: + 370 2 223441

Ericsson Telecommunicacoes S.A. Brazil - EDB

Brazil - Exciting new opportunities in the fastest
growing Latin American market.

Ericsson Brazil, EDB, is rapidly expanding its
Cellular operations as a result of its leading posi-
tion in the explasive Brazilian telecommunications
market. With more than 22 customers in the D-
AMPSIAMPS A-band alone, and new opportunities

der pressure and enjoy sharing your & jledge
with others. This is an ideal opportunity for senior
engineers that would like to work in Canada.

Contact: Marc Rackett, LMCMCRT or Helene
Schwelb, LMCHESC.

Ericsson Nippon, Japan

MARKETING MANAGER -
KANAZAWA REGIONAL OFFICE

Japan is the second largest cellular market in the
world after the US, The number of subscribers
doubled between March 1996 and March 1997.
The total number of mobile subscribers is today
around 27 million which corresponds to a penetra-
tion rate of just above 20 %. The monthly growth
rate i around one million new subscribers per
month. The strongest growth is for systems within
the PDC standard of which Ericsson is a major sys-
tems supplier.

Kanazawa is located on the Japan sea coast of
Honshu (about 200 km north of Nagoya). It is a city
with a rich cultural heritage and its comparative
smallness makes access to surrounding mountains,
ski resorts and beaches easy.

® An experienced Marketing Manager is needed
for our office in Kanazawa. Job responsibilities will
include preparing tenders/offers, negotiations and

g from the upcoming B-band license
process, EDB requires the support of motivated
telecommunications professionals. EDB’s head-
quarters is based in Sao Paulo and there are re-
gional sales and support offices across the country.

The general requirement for all positions is flu-
ency in English. Fluency in portuguese and Spanish
is preferred. Both short- and long term contracts
will be offered.

EDB/RM - TECHNICAL SALES
SUPPORT & PRODUCT MANAGEMENT

PRODUCT MANAGERS
FOR 0SS (CMOS) AND WIN

® As Product Manager you are expected to per-
form activities related to the products i.e, execute
actions required to make the product available to
the rest of the organization, prepare product mar-
ket plans, hold presentations both internally and
for customers, handle market requirements, an-
swer SOCs and develop strategic partnership with
our customers.

You should have a B.Sc. or M.Sc. in Electrical
Engineering with a major in Telecommunications
and have at least 3 years experience in a similar
position. You must be willing to work in a team, be
creative and be able to take initiative and risks.
You must withstand pressure and have the ability
to work under demanding conditions.


http://ericsson.se
mailto:jan.olof.segerfeldt@era.ericsson.se
http://01.ericsson.se
http://nls01.ericsson.se
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SYSTEM SUPPORT ENGINEER

® As a system support engineer you will provide
emergency support (on call ), operational support,
trouble shooting and software implementation.

You should be Electrical or Telecommunication
engineer with 5 years experience in AXE. Strong
knowledge in CMS88, PLEX, ASA, RBS, I0G11, You
should be able to transfer knowledge to local or-
ganization ( FSC ), deal with customers, work and
solve complex software problems. it’s important
that you are proactive and take initiative without
supervision.

SYSTEM ENGINEER (MSC) NETWORK
OPERATION & MAINTENANCE

® As a systems support engineer you operate and
maintain MSC's, keep track and execute schedule
routines. Other tasks are customer care support,
network surveillance, dispatch and co-ordination.

You should have a technical education in
telecommunication, information technology, elec-
tronics or equivalent, 2 to 3 years experience with
IT or telecommunication, documented experience
in radic communication, experience within main-
tenance of telecommunication or computer sys-
temn, good knowledge of general telecommunica-
tion and mobile telephone systems especially with-
in installation and NO&M. Experience within
Network Operation & Maintenace may replace the
formal education requirement.

SYSTEM ENGINEER (RBS) NETWORK
OPERATION & MAINTENANCE

® You will work with Operation and Maintenance
( preventive and corrective ) of RBS, keep track and
execute scheduled routines.

You should have a technical education in
telecommunication information technology, elec-
tronics or equivalent, 2 to 3 years experience with
IT or telecommunication. Documented experience
in Radio communication. Experience within main-
tenance of telecommunication or computer sys-
tem. Good knowledge of general telecommunica-
tion and Mobile telephone systems especially with-
in installation and NO&M. Experience within
Network Operation & Maintenace may replace the

SUPPORT &
IMPLEMENTATION (CMOS/OSS/SMAS)

@ As a system support engineer you will develop
procedures in field support, investigate and solve
complex problems both hardware and software.
Provide expert technical support to Ericsson’s cus-
tomers and transfer knowledge within the 0SS
Field Support Center.

You should have a degree in Electrical Enginee-
ring/ Telecommunication or equivalent. A mini-
mum of 5 years working in telecommunications/-
computer industry. Minimum 3 years experience
working with Ericsson. Customer Support for
CMOS/TMOS/SMAS. Good knowledge of CMS88,
data communication protocols and some knowl-
edge in cell planning statistics.

EDB/ROP RF ENGINEERING & RF OPTIMIZING

RF ENGINEERS
RADIO NETWORK PLANNING

® You will work with radio network planning of
Ericsson’s CMS88 system, bath 800 and 1900 MHz
bands. This will include traffic and coverage di-
mensioning, frequency planning, coverage and in-
terference predicting with Ericsson Engineering
Tools. The radio network planning will be ad-
dressing both new systems and expansions in exist-
ingm:weﬂudignll migration planning.

@ You will work with radio network optimization
of Ericsson’s CMS88 system, both 800 and 1900
MHz bands. This will include analysis of the sys-
tem's performance through switch statistical data,
analysis of the cell plan, drive testing, data post-
processing and analysis, search of non-optimized
parts, suggestions of improvements and imple-
mentation.

We see the unit as a whole and expect to wark
as a team of dedicated but flexible resources, that
will enhance and promote communication and ex-
changes between the groups. You are therefore
specialized in one of the fields mentioned, but see
the opportunity to broaden your knowledge and
experience.

waahlofdummm:bwewe
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EDB/RI - IMPLEMENTATION SYSTEM

SWITCH TEST ENGINEERS
® A switch test engineer provides high-quality
testing of AXE switch equipment to indude inte-
grating mobile cell sites to the switch background
performing data transcription implementation.
You should have two years experience of testing
AXE hardware/ software, ability to travel exten-
sively and have knowledge of D-AMPS/IS 136 tech-
nology.

INSTALLATION ENGINEER

® As a switch/RBS installation engineer you make
plans, implement and supervise the installation of
the switch (AXE) and RBS equipment in customer
facilities. You must be able to work with quality
standards and provide quality control check and
progress reports.

You must be able to read and understand
Ericsson AXE documentation.

You should have two years of experience in
telecommunication and installation of the AXE
and have the ability to travel extensively. A valid
Driver’s license required.

RBS TEST ENGINEER

® You shall be able to test and commission radio
base stations. This includes performing system/ac-
ceptance testing of digital interfaces, microwave
and auxiliary Systems. You shall also be able to use
TEMS for coverage and hand off verification.

You should have one year of experience in RBS
884 testing, an ability to travel, valid driver’s li-
cense and knowledge of D-AMPSAS 136
Technology.

TRANSMISSION ENGINEER

® As a transmission engineer you plan, implement
and supervise the installation and test of all types
of transmission equipment, e.g. Mini-link, HDSL,
cross-connection SDH and etc. You shall also be
able to test the Access Network.

You should have 3 years experience in trans-
mission equipment and an ability to travel.

DT ENGINEER

® Provide engineering with support of the switch
integration and create I-Modules.

You should have 3 years experience in DT envi-
ronment for D-AMPS/AMPS system. Knowledge of
DT tool such as PC- Comreg, C3fast, Compose and
DTSS. A valid drivers license required.

RBS SITE ENGINEER

® As RBS site engineer you shall be able to per-
form site investigation, quantify and allocate the
indoor and outdoor equipment, interconnection
and produce RBS installation manual (C-Module).

You should have 3 years experience in D-
AMPS/AMPS RBS and/or transmission equipment
such as SDH, HDSL, DXC, Mini-Link, etc. Knowledge
of Word, Excel and ability to travel. Drivers license
mandatory.

SWITCH ENGINEERS (MSC)

@ As a switch engineer you do the planning and
implementation of switch installation projects, me-
chanical installation of switching, transmission,
power, necessary cable ways, cable manufacturing
and produce MSC installation manual (C-Module).

You should have 3 years experience in M5C site
engineering concerning D-AMPS/AMPS systems.
Knowledge of Word, Excel and Please. Driver’s li-
cense required.

Contact persons EDB, Brazil: phone +55 11 681-
2000. Operations; Eduardo Baptista, (Engineering;
Gerson Freitas, Customer Support; Alexandre
Setterval) Implementation System; Luis Bernardo,
Technical Sales Support; Renato Fantoni, Human
Resources EDB; Jacira Rita F. Gomes. Contact per-
sons ERAJA, Stockholm: phone +46 8 7570000,
ERA/AH Marianne Molin or Gote Hedblom.
Application: Ericsson Radio Systems AB,
KVERAJAHS Kerstin Malmgren, 164 80 STOCK-
HOLM, mailbox at EDB, Brazil: BRA.EDBEXPA

work, close customer relations, IN network think-
ing, transfer of knowledge and learning new
methods and new technology.

You will be located at ETM in the Netherlands, a
stimulating environment with high growth, inter-
national activities and both during and after work-
ing hours.

Competencies we are looking for are AXE soft-
ware, DT, XM, IN, SMAS and BMX. A broad interest
in other and new products, e.g. UNIX environ-
ments, is welcomed. Your activities will include:
participate in the provisioning of the network so-
lution, participate in the network roll-outs in
Europe and Asia, transfer of knowledge to col-
leagues, learn and have fun. Within this center a
dedicated competence manager will be responsi-
ble for your personal development.

Contact:Ton Reesink, Phone: +31 161 242105,
Memo: ETM.ETMTORE.

Ericsson Eurolab Deutschland GmbH, Aachen,
Germany

PROJECT MANAGERS

Due to organizational changes within our Test &
Support Department we are looking for two
Project Managers “Test Configuration Manage-
ment”

The main responsibility is the TCM Project
Leadership for one of two G5SM Switching System
Development Projects.

Project CME20 SS R7 INDUS -TCM

Project CME20 SS R8

® The individual taking the CME20 SS R8 Project
will have the opportunity to take interim responsi-
bility for the HLR Redundancy and Hardware
Modernization Projects.

The TCM organisation is responsible for the in-
tegration of products that are designed within
three related design projects executed by the
AMC, PAX and PA-SC organisation.

You will work within the Product Line Con-
figuration Management Section - a section com-
prised of 30 people responsible for all activities re-
quired to execute TCM projects.

The main tasks are planning, execution and con-
trol of TCM activities in accordance with existing
EED and AMC/CME20 SS project directives from
M58 until GA for the R7 project and from prior to
TG2 until the start of Function Test for the R8 pro-
ject.

As a suitable candidate you are an Ericsson em-
ployee with broad AXE competence in the area of
AXE design or AXE testing. Previous experience in
line or project management would be beneficial.

The ideal candidate has technical experience in
at least one of the activities coordinated by the
TCM project manager such as program production,
AS specification, test bed integration or modifica-
tion handling.

In this position you will need a methodical ap-
proach to your work. You should be hard working,
cooperative, able to work under time pressure and
able to communicate your ideas and solutions ef-
fectively.

If you have questions and/or are interested in
this task please refer to your colleagues until
10,05.1997

Contact: EED/H/R Doerte Kaulard, Memo-id:
EED.EEDDKA, Tel.:+49-2407-575-163 or EED/X/SOC
Dan Grinstead, Memo-id: EED.EEDCGR, Tel.:+49-
2407-575-341

Ericsson Telecommunicacoes S.A., Brazil - EDB-RA

PLANNING MANAGER

The Regional Network Planning Centre for Latin-
America, based at EDB in Sao Paulo, supports all
Radio Network Planning activities in Latin-
America. The region is one of the world’s fastest
growing markets. We are strongly increasing our
activities, and are therefore recruiting a Radio
Network Planning Manager.

® You will be in charge of recruiting, training and
managing a group of RF engineers. Your ambition
shall be to develop the team from start, and to

Competence-management Ericsson
Telecommunicatie B.V. (ETM), Rijen

Within ETM a Regional Center for Global
Operators will be established. This center will focus
on the delivery of IN based total network solutions
for Ericsson customers in Europe and Asia. We will
cooperate closely with the other regional centers,
located in Sweden and the USA and with the
Global Response Center.

® We need professionals who will take up the

challenge to participate in the establishment of
this center. Keywords for the work are: pioneering,
fast changing, international, high profile, team-

C icate and spread your enthousiasm and
motivation.

We are looking for you that: hold a B.5c. or
M 5¢. in electrical engineering, telecommunica-
tions or equivalent experience, have a broad inter-
national experience, have a few years experience
of cell planning or cellular operations, preferably
on D-AMPS/AMPS markets, have at least a few
years experience management in the cellular
world, know that you are the one that will make it
interesting.

English fluency is required, Portuguese and/or
Spanish are a strong advantage. The assignment
will be of one year minimum.

Contact: EDB/RAC Frédéric Arorn, phone +55 11
68102 98, Memoid ERA.ERAFAR, fax +55 11 681 20
70.

Cia Ericsson de Chile S.A & Ericsson Taiwan Ltd

LOCAL PRODUCT
MANAGER TO CHILE AND TAIWAN

Cellular Systems - American Standards is one of the
fastest growing business units within Ericsson
Radio Systems. We are expanding rapidly in the
world over, and many challenges and opportuni-
ties are awaiting for us.

® Are you a person motivated in translating your
technical knowledge into business results? - If so,
you are a potential LPM.

Now we have two Local Product Management
(LPM) positions vacant: one in Chile and the other
one in Taiwan. (and new requirements will come
shortly)

In the Local Company (LC), the main position re-
sponsibility is to provide customers with optimal
technical support for our CMS B800 Cellular prod-
ucts, during Sales to Order Process. Network de-
sign and Third Party Products are under the LPM
responsibility as well.

HefShe will be in close relation with customers,
acting in a co-ordinated way with Marketing and
Sales people as well as with others LC groups.

The LPM will be appointed to perform tasks
like:

- to promote CMS BB00 products by presenting
the dlients their characteristics, and the advantages

they provide.
- to elaborate ¢ d selling proposals
based on the Ericsson products.

- to answer technical Statement of Compliance.
to make Product Planning, in close relation with
the customers.

- to keep the LC staff technically updated.

The ideal candidate has an Engineering degree
and two or more years experience in technical sup-
port in the cellular industry, the better if with
AMPS-DAMPS standards. AXE experience is a must,
as well as English fluency. Spanish is required for
the position in Chile,

The persons we are looking for are self-motivat-
ed, ambitious, outgoing and interested in taking
the challenge of being a key person in the LC and
a valuable adviser for the customers. Hard working
is a normal attitude for these persons.

As on developing their tasks the LPM’s will be
daily using both technical knowledge and human
skills, their professional and personal competence
will be exceptionally developed.

Contact: Oscar Casetta, phone +46 B 757 5719,
memoid ERA.ERAOCAS. Application: Ericsson
Radio Systems AB AH Go&te Hedblom, 164 80
STOCKHOLM

Ericsson (China) Company Ltd., Region Central &
East

PROJECT MANAGER -
MOBILE TELEPHONE SYSTEM

We are rapidly expanding our market shares in
Region Central & East in GSM and DCS 1800. We
are therefore in an urgent need of an experienced
Project Manager.

The job opportunity is located in one of our
provincial offices in the region. The employment
contract is for one year.

® REQUIREMENTS: Bachelor of Science degree in
electrical engineering with specialization in
telecommunications, or eguivalent. Four years
work experience in the technical aspects of
telecommunications.

Three years proven experience in management
of customer projects. Good knowledge of PROPS,
project planning, budgeting and management
methods.

Good technical knowledge of mobile telephone
systems. Good knowledge of Ericsson’s business
practices, supply organization and standards.

Result orientation, flexibility and patience are
important personal qualities. Traveling is a natural
part of the job. Previous experience from Asian
business culture is an advantage.

MAIN TASKS: Lead a large mobile telephone sys-
tem project with full responsibility for fulfillment
of Ericsson’s commitments to our customer. in your
team, you will have experienced sub-project man-
agers in the areas of logistics, switch, radio and sys-
tem integration. You have financial responsibility
for the project within the scope of the project bud-
get. Our project method is a PROPS based applica-
tion tailored for our needs in China.

Take active part in negatiations for new con-
tracts in close co-operation with our marketing
and technical sales department.

Train and coach new staff in assistant project
management positions to become skilled and pro-
fessional project managers.

Contact: Project Management and Logistics,
Manager: Peter Holmertz (ETCETCPETZ), Project
Management Mobile Systems, Manager: Enneth
Frohman (ETC.ETCENFR) or Human Resources,
Manager: Huang Yanyan (ETC.ETCSHYY)
Telephone: +86-21-6375 3399, Fax: +86-21-6350
9140 Applicaiton not later than 970515: ERA/LDH
Hans Falk (fax +46 8 404 5311).

*




Ericsson, HF/LME/l, Room 811023, 5-126 25 Stockholm

“Now people can get hold of me at any time, wherever I happen to be,” says
Anna Bell Kartberg, section supervisor of Central Operations at Ostra Hospital
in Gothenburg. She raises her cordless Ericsson DECT telephone to her ear

and exchanges a few words with Kerstin Hallberg, the hospital’s purchasing
manager, who was responsible for ordering the recently delivered system.

it's time for the first call on the DECT cordless telephone. Anna Bell Kartberg is assisted by Ericsson's Hans Silander. Be-

Breakthrough for
DECT at hospital

small ceremo-
ny was held
on April 16 in
the hospital’s
switchboard
room to inaugurate the new system.

Telia is responsible for the installa-
tion, dimensioned for 1,800 users,
connected to the existing MDI110
switchboard via six radio exchanges
and three Mobility Server units.

“Full radio coverage is provided by
170 base stations distributed through-

DECT does not disturb the

Hans Silander of Ericsson Business
Systems in Gothenburg, who provides
customer support for Telia in connec-
tion with systems supplied to Erics-
son.

Environmental requirements
Ostra Hospital is starting with 400
DECT telephones, which can carry
180 simultaneous conversations.

“We lease the telephones to the clin-
ics that are most in need of wireless
communications,” says Kerstin Hall-
berg. “This ap-
plies mainly to
intensive  care,
operation rooms

sensnive nosnlml equlnmem and large nurs-

out all the hospital buildings as well as
the outdoor areas,” explains Esbjorn
Holmén of Telia PubliCom, who is the
salesman responsible for the system.
“This represents breakthrough for
DECT telephones in hospitals,” notes

ing wards. The
system has many advantages.

“First and foremost, the fact that
people have now acquired mobility in
the sensitive hospital environment,”
continues Kerstin. “One of the fea-

tures of the DECT system is thar it

Photo: THORD ANDERSSON

does not affect other electronic equip-
ment, and thus meets the environmen-
tal requirements.”

GSM phones forbidden

As anyone knows who visits a hospital,
GSM phones are strictly forbidden be-
cause they can cause interference to
certain medical equipment. By equip-
ping personnel with the convenient
new DT360 telephones, this problem
is avoided. There are also savings on
desktop phones and pagers. Other
benefits are increased functionality
and lower call costs.

Spoken word still best
“In a hospital situation, nothing beats
direct contact through the spoken
word,” says Kerstin Hallberg. “Cord-
less telephones are the ideal solution in
this setting. However, we would like to
see additional paging functions inte-
grated into the telephones.”

THORD ANDERSSON
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the importance of our name and our trademark.
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status as Coca-Cola and Levi's within our indus-
try.

The purpase is to strengthen customer loyalty
and reinforce our market position. It's a job that

involves all of us. Some may think that this is
the marketing manager’s responsibility. Mh
order to build up a strong trademark. effort of
all employees is required.

Mobile phones are becoming a consumer
product in an increasing number of markets,
which is why the Mobile Phones and Terminals
business area is first in line in the efforts to
strengthen our trademark. The business area
has formed a trademark platform, based on
surveys of how customers and employees per-
ceive Ericsson, combined with our vision of the
direction of our development.

The business area has now reached phase
two, in which all employees will learn about the
trademark and understand how they can all
work towards a common goal. The training pro-
gram consists of a correspondence course, a
book and various seminars. Then the next step
is to implement the various ideas and objectives.

Ericsson’s other business areas are also well
on their way. Their task is to charge the Erics-
son trademark with the values that are essen-
tial for building a strong relationship with their
customers.

Together. we will build an Ericsson that has
more impact in our different markets. It will
take several years to become really strong. but
by working consistently within not only product
development, but also service and marketing,
Ericsson can become a brand name which bil-
lions of people associate with quality and inter-
personal communication.

ANNELI KRANTZ
THEME INSERT EDITOR
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“It's essential that everyone understand the main concepts of our trademark platform.” says President and CEO Lars Ramgvist.

“To coNTINUE DEVELOPING ‘ERicsson’
. from being just the name of a prominent

telecommunications company to being a
renowned consumer brand name will give us a
series of valuable business opportunities.”

This is President and CEO Lars Ramqvist’s
explanation why the company is currently placing
such a great focus on the Ericsson trademark,
especially with the new trademark platform
implemented this past spring.

Lars Ramgqvist continues, “We already possess
the most important criteria for the new brand-
building program. For over a hundred years, we
have sold our products to a large number of
countries worldwide. lhrnugh the years, we have
become known as skillful marketers. We have
also proven that we possess a high level of know-

how when it comes to both systems and terminals
— a know-how we need to use as leverage to reach
SUcCCess.

“The underlying objective of our efforts to
establish a strong trademark is that we want to
secure the company’s good relationship with its
customers. In our case, our goal is that Ericsson
be associated with one of humanity’s most basic
needs — to communicate with one another. We
want to be known as the company that helps peo-
ple satisfy this need.”

Internationally, Ericsson is mostly known in
telecom and financial circles. Surveys show that
Ericsson is largely unknown among the general
public, other than in Sweden.

“Ericsson’s common values — professionalism,
respect and perseverance — form an excellent

foundation for our brand management work.
What we must do next is to fine-tune our way of
presenting these values in different parts of the
world. Tt’s self-evident that when we sell millions

of mobile telephones in a large consumer markert,

the message to consumers must be formulated
and presented differently from our traditional
systems markets,” says Lars Ramqyvist.

HE THINKS THAT THE TRADEMARK PLATFORM WILL
help us achieve this. Using this platform, Erics-
son should develop and design products that cor-
respond with the personal needs of people in dif-
ferent parts of the world. The nh;eu:!\t. is to get
people everywhere to perceive Ericsson as a sym-
bol for personal communication.

“In order to succeed, all employees must make

Photo: VICTOR LENSON BROTT

an effort. It is vital that as many as possible
understand the trademark platform and learn the
seven or eight central concepts. Then we can all
contribute to the creation of a brand that
becomes a permanent part of people’s conscious-
ness.”

The new trademark platform simplifies the
requirements of each employee. It describes
which values we want associated with Ericsson
and how the brand name is part of an entire chain
from design and development, via presentation
and marketing to sales and service.

Lars Ramgqvist concludes, “Our goal is to make
Ericsson a brand that is an everyday part of peo-
ple’s lives, a part which they can’t imagine being
without.” L

ANNELI KRANTZ

f; Brand names used
' since the 1500s

2 in its simplest form. a trademark is a name. a
logotype or a symbol that identifies a company or a
MMMIﬁMcﬂW

" This function is a very old practice:
mdhﬁmnﬂmm&ﬂ
land in the 1500s, where whisky manufacturers
burned their own symbol on each barrel to distin-
guish it from the competition’s. A few hundred
years later, American ranchers branded the hides
of their cattle with a hotiron. The word “brand”
 originates from the Old Norse word “brndr.” which
means to burn or "burn in” an identity.

The modern trademark appeared in the mid-
1800s. when the foodstuffs industry began packag-
. ingits products. The industry was simply forced to
put a name on the boxes in order to differentiate

A brand is not merely a distinctive trademark. It
is also the thoughts, feelings and cultural composi-
tion of the associations people attribute to the sym-
bol. The English language distinguishes the sym-
bol (trademark) from the abstract values and asso-
ciations behind it (brand).

it's a proven fact that people are willing to pay
more for products with a known brand name than
for generic products. which indicates that brand
association really exists to some extent in peoples’
consciousness. [ |

Business areas at
different stages

Ericsson’s efforts to strengthen its brand name
have reached different stages in different parts of
the company.

All of the business areas must establish the fol-
lowing:

* Product categories/markets in which the trade-
mark should be used.

= Business opportunities resulting from the
brand name.

« The direction the brand name should take.

# The goals of the brand name.

* How the values the brand name stands for
should be expressed. The values are divided into
categories for instrumental. central and expressive
values, depending on how the perception of the
brand name should be.

“The values behind the brand need not be
expressed in the same way on all markets.” says
Mats Ronne, Ericsson’s manager of market com-
munications.

He adds, "Our innovativeness doesn't mean the
same thing to the consumer market as it does to
our established business-to-business customers.”

This means that brand management will differ
quite a bit between the company’s different busi-
ness areas.

The Mobile Phones and Terminals business area
has already completed the structure of its brand
management program and is already in an opera-
tive phase, which can be evidenced in the recent
launch campaign for GF 788.

Mobile Systems is completing various analyses
and plans to present its brand management plan in
May.

At Infocom Systems. the trademark platform will
influence the discussions for the re-launch of AXE.
among other areas. Infocom also manages the sys-
tems brand name. Consono which will be packaged
and sold differently. Today, Consono is sold as a
combined service for personal mobility and a call
center that handles incoming traffic. |
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The trademark
means reliability
to customers

A good brand name creates a relationship between the consumer and the product, a relationship
which can bring mutual benefits. The consumer seeks reliability and confirmation through a
purchase. It's simply easier for the customer to make a choice in the store, since certain chaices
have been made in advance. The value to the company is obvious - satisfied customers come

et

back again and again.

[T BECOMES PARTICULARLY APPARENT IN
. supermarkets. Shopping would take up

an unfathomable amount of time if one
had to stop at each product, from toothpaste to
frozen vegetables, just to decide which brand to
choose.

Regular use of a brand enables the consumer to
become accustomed to a particular scent, taste or
structure, thereby becoming more biased
towards other brands.

In the midst of aggressive, and oftentimes
chaotic, information flows, well-known brand
names help create a selective choice pattern for
loyal customers. Advertising may seem brash and
overpowering, but consumers notice ads for their
“own” brand more often and more clearly than
competitor brands. They become increasingly
selective and study the advertisements for their
own brand in order to confirm their choice and
avoid doubt.

ANOTHER IMPORTANT PURPOSE OF ADVERTISING IS
to maintain existing customers by ensuring that
the brand’s values stand true, and that the cus-
tomers can therefore continue their ingrained
purchasing patterns.

Of course there are many who find variety to
be the spice of life, but it can also be risky and
tiresome, which is why most people prefer that
which is normal, familiar and everyday. Many
enjoy traveling, but as the saying goes, there’s no
place like home.

All around us, uncertainty is increasing. Major
changes are taking place, and suddenly technolo-

gy has made the impossible possible.

In the midst of all this change, brand names are
among the few things that are fixed and
unchangeable.

As society becomes more complex, most of us
realize that we can not learn everything. We
become increasingly dependent on the know-
ledge of others and need to trust them. We know,
or hope, that other people have the professional
knowledge we lack and we often have a blind
faith in, for instance, pilots, TV repairmen and
doctors.

USUALLY, WE ARE NOT CONSCIOUS OF HOW WE
hand over responsibility to the brand supplier
when we buy his products.

Even though brands labeled with well-known
trademarks are often more expensive than others,
they also make the purchase less risky. Many
known trademarks have been around for
decades and others for over 100 years. This
means that many people throughout the years
have obtained first-hand knowledge of these
brands.

Consumers may reason that if many people
use a brand every day and have done so over
many years, it must be good and worth testing.

People also need different ways to express
themselves. If an image can’t be expressed in
any other way, then it can always be done
through possessions or trademarks. Doing so has
become the norm, and we accept brand names as
a means of communicating with others.

Branded products, especially those which are

Photo: URBAN JOREN

expensive or very famous, can play an important
role in their quiet means of expression.
However, this is possible only if those one
wants to communicate with are familiar with the
brand and know what it stands for. If you want to
make a statement with the brand you've chosen,
it's naturally frustrating if no one notices or is
impressed. One solution to this problem is to
place the label where it can’t be missed, making
the previously subtle communication very obvi-
ous. Consequently, the brand name becomes a
way of making a statement, even to those you
don’t know. It conveys a message of belonging to
those with the same brand and excludes those
who are without. m

The formula that explains why strong trademarks succeed

A simple mathematical formula explains the
secrets behind the success of strong trade-
marks.

The formula to the right illustrates the three dif-
ferent ways to increase sales of a brand-name
product.

The most common method is reducing the
price. It always leads to increased sales, as long as
the product is just as good and the brand is just as
strong as before the price reduction. McDonald's
is an excellent case example. The company has
tested the waters and experienced the positive
results of lower prices. Consequently, McDon-
ald’s offers value menus at a discount.

The second possible method of increasing sales
is to improve the product or make it more func-
tional while keeping the price constant.
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The third option is to sell more by improving
brand equity. This is attained through advertising
or by otherwise associating the brand name with
the right values.

The advantage with this method is that it can
be twice as profitable. The more brand equity
improves, the higher the price that can be
demanded.

“Increasing sales by decreasing price is not as
advantageous. Consumers will easily get the
impression that products selling at lower prices
are also worth less. This ends up undermining
the brand name and one could almost say that it
becomes devalued,” according to Ulf Enander,
brand expert at HLR & Co./BBDO, who was
Mobile Telephones and Terminals business area’
partner in the project to develop the new brand
platform. n

F® = Vp x VL

F

v
Formula for

brand-name sales

F® = sales

Vp = the produc’s instrumental value

Vi = the brand equity. or strength of its “emotional value™
p = price

|

In a changing world. brand names are among the few lfunn’s that are stable. This makes the consumer feel more secure.

Why we'd rather pay
more for certain products

A company that places great emphasis on its
brands is Procter & Gamble. Heavy advertis-
ing has made such products as Ariel.
Pringles, Always and Pampers household
words in Europe and the rest of the world.
Many people feel that commercials are both
repetitive and annoying, but Procter & Gamble
doesn’t mind. In their world, commercials aren’t
designed to entertain. They should projecta
message about the product and sell, sell, sell.

And the rewards come quickly.

Procter & Gamble enjoyed a profit margin of
nearly 10 percent last year, a sensationally high
figure for a company in the non-durables sector,
where competition is intense and margins are
tight.

An important factor behind their high prof-
itability is that Procter & Gamble can always
charge more for its products than the compeni-
ton.

What is it then, that makes people want to pay
more for Pampers or Ariel than for the competi-
tion’s or the grocer’s own brand of diapers or
laundry detergent?

According to Procter & Gamble, it's mainly
because they produce first-class products.

The company invests enormous sums of mon-
ey on research and development with the goal in
mind that every new product they launch should

be the best on the market. It should preferably be
so superior that it bridges all cultural differences
and becomes the leading product in all countries.

Thus, consumers should be able to feel secure
in their choices each time they choose one of
P&G’s brands. The benefits of the product are
repeated over and over in the commercials with-
out an ounce of humor or irony. But then again,
the company’s internal policy is that it is
absolutely forbidden to joke about product quali-
ty in their advertising.

“IT’S NOT A RELEVANT QUESTION IF THE
consumers enjoyed the commercial. The ques-
tion is if the consumer is aware of the product or
not. It’s the product, not the commercial, that the
consumer should favor,” says Jeanette Ernroth,
Procter & Gamble’s corporate communications
manager in Sweden.

As a whole, Procter & Gamble is the world’s
largest advertiser and produces more advertising
than Coca-Cola, Pepsi and McDonald’s com-
bined. Their stated goal is to air more commer-
cials than all of their competitors. In other
words, it doesn’t hurt if some people see a com-
mercial 20 times or more. It means that most
people have seen it between nine and 12 times,
which means that the commercial has the great-
est effect, according to certain studies. |
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‘ "Leadershlp affects

”the brand

ll'lllhglm‘hry brand consultant Jack Trout
hhas identified a series of rules that apply when
mﬂwﬂm brand names. The most important

are the rules of leadership.

“The first rule:
Camamagmywhsreduhrmdsnumbcr
It’sthhﬂﬁsofallmarkmng of what

is being sold. It’s better to be first than to be best,
since it’s easier to create awareness among con-
sumers than to convince them that a product is
b

[Everyone remembers Charles Lindbergh, but
who was the second person to fly over the

The second rule:
If the brand is not first in a category, find a
: where it will be first.

Those who don’t know who the second person to
fly over the Atlantic was, may be able to identify
the third person. Her name was Amelia Earhart,
famous for being the first woman to complete the
difficult solo flight.

‘The third rule:
Be at the top of consumer awareness.
Being first in the marker is preferable for one sin-
gle reason: it makes it easier for the customer to
think of your product first. It’s difficult, and
oftentimes impossible, to get consumers to
change their minds about something on which
they already have an opinion.

It’s better to be first in awareness than to be
first on the market. w
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McDonald's is one of the world’s strongest
trademarks. The trademark is among the
company’s most valuable assets — an asset
that is protected like a precious gemstone. The
company doesn’t make investments sparingly
when it comes to further strengthening the
brand’s position.

McDonald’s studied the processes of the manu-
facturing industry early on in its history. The
company then put these observations to use and
succeeded in transforming them in a way that was
suitable for a service organization. As a result,
McDonald’s is one of the first companies to pack-
age a service under a brand name.

The basis of their brand concept is thar the
customer’s expectations should be fulfilled every
time; that a visit to McDonald’s is always the
same. A Big Mac is a Big Mac and it should taste
the same regardless of where it's purchased.

In order to even out the differ-
ences in service and cleanliness
between the various restau-
rants around the world,
there are five special “ham-
burger universities.” The

training is based on a

meticulously detailed

framework of regulations.

Just the directives for

which type of lertuce

should be used and how it
should be handled encom-
passes 28 pages of fine text.
When the public’s demands
change, McDonald’s acts quickly to adjust the
company’s image so that the expected experience
at the restaurant remains the same. In this way,

When McDonald's opened their first restaurant in Moscow thousands of people queued for a hamburger. -

Photo. PRESSENS BILD

"To fulfill the customer’s
expectations every time’

McDonald’s managed to turn around the public
opinion critical of the company’s waste of
resources. New packaging and a waste sorting
system has enabled McDonald’s to appear as a
responsible company from which environmental-
ly aware people can continue buying hamburgers.

When McDonald’s first stepped out into the
international arena, the trademark was interpret-
ed in many places as a symbol for the United
States’ cultural impcrialism, But even then, the
company managed to turn around public opinion
and it is now on the way to becoming the world’s
producer of fast food. The goal is that it should
be possible to travel anywhere and stll find the
well-known golden arches.

In order to avoid being perceived as a gigantic
American company, McDonald’s emphasizes that
its restaurants are run by local entrepreneurs.
They buy meat, potatoes and other ingredients
from domestic suppliers and strive in different
ways to appear as guud business citizens.

The majority of the restaurants are run by local
franchise owners in order to maintain the entre-
preneurial mentality, which is viewed as being
essential to profit levels. In 1982, McDonald's
sales outside the US amounted to SEK 10 billion.
Ten years later, it had increased to just over SEK
60 billion.

Even though the head office in Chicago has
always given strict instructions concerning the

food served and what the restaurants should look
like around the world, they have nevertheless giv-
en relatively free reign to local marketing initia-
tives. Each year, the company invests billions of
dollars on advertising, and when the World
Championships in Soccer were held in the US,
the first campaign was produced that was shown
in nearly 100 countries at the same tume.

At McDonald’s in Sweden, the president Mats
Lederhausen strongly emphasizes that the com-
pany needs to adapt to a new organizational phi-
losophy. He speaks of a modern view of leader-
ship, in which each employee is a part of a larger
life’s project than just the job.

“We have inherited our organizaton from
industry, but now is the time to realize that
among know-how, ingredients, capital and peo-
ple, it’s people that are the most important ele-
ments today. Their efforts are decisive in the all-
important encounter with the customer,” he says.

Their vision is to obtain 100 percent satisfied
customers through 100 percent satisfied employ-
ees. And that this should automatically lead to
high profitability.

This is how the McDonald’s trademark
becomes a part of the employees everyday life. So
now it’s industry’s turn to go to McDonald’s and
find out how the trademark can infiltrate the
entire company.

ANN-SOFI SWAHN

Emotions turned the tides for the shaver

Nearly half of the razors sold in the western
world come from Gillette and the company’s
slogan. “The best a man can get.” is among the
catchiest.

It’s hard to believe that Gillette was undergoing a
crisis less than ten years ago. The same products
were marketed under different brand names
depending on where they were sold and the
brands symbolized different values. Profitability
was terrible and the company’s independence was
threatened. Today, the situation is a completely
different one. According to the Financial Times,
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Gillette is the world’s best managed brand and on
the New York Stock Exchange, the share price
has increased fivefold since things started turning
around.

But what happened?

When Gillette launched its new Sensor shaver,
it was decided to add a masculine aspect to the
trademark. The company was already benefiting
from an association to masculinity and this was
used to its advantage in all situations.

The trademark platform also contains other
values, such as effectiveness and good grooming.
By playing on the masculinity aspect,

Gillette and its advertising agency BBDO, man-
aged to convey that their razors created self-con-
fidence, independence and success.

Now Gillette has launched a sensor razor for
women r]'l'.lf h:]S also hL'L'(')lTlC d .‘-ialt.‘i SUCCCSS. In
this case, Gilletre has played on its regained trust,
rather that emphasizing especially femi-
nine values. W
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The original that
can't be copied

Levi's is a 150 year-old trademark that main-
tains its leading position, regardless of what
the competition tries to do.

The first blue jeans were sewn in 1853 in the
United States by the German immigrant and
trader, Levi Strauss. The pants quickly became
popular among gold miners and cowboys due to
their durability. Early on, the company patented
the used of rivets on the pockets, which made the
jeans last | T.

Even though the product has looked more or
less the same from the beginning, no one has suc-
ceeded in producing a copy that could compete
with the Levi’ brand.

The recipe for success is a combination of high
product quality and consistent, yet fashion-con-
scious marketing. According to Levi Strauss Inter-
national’s president, Peter A. Jacobi, the company’s
advertising symbolizes honesty, sensualism, mas-
culinity, courage, youth and strong mdependenoe
In the commercials, the wearer of Levi’ jeans is
always a hero and preferably a bit rebellious.

But even Levi’s has experienced declining sales
figures and an uncertain market. In the mid-
1980s, the blue jeans industry faced its worst cri-
sis ever. During the yuppie era, suits were en
vogue and jeans were left in the inner depths of
everyone’s closets.

Wrangler, the jeans manufacturer in the Vanity
Fair group, was forced to close factories and Levi
Strauss also experienced turbulence due to
sharply decreasing sales.

It was at this point the company asked con-
sumers about their views on the Levi’s trademark.
The most common answer was that it has always
stood for original jeans. The company’s strategy
to survive the crisis by diversifying into a myriad
of products was thus completely wrong.

In 1984, a principle decision was made that the
Levi’s trademark would only stand for jeans and
jean-related products. The slogan, “Quality nev-
er goes out of style,” was also adopted.

The classic 501 model was launched again using
pan-European television and movie theater cam-
paigns. The music from the commercials became
so popular, that the songs ended up on the top of

all kinds of music charts and Levi's recaptured its
position as unchallenged number one.

“We have positioned Levi’s as the original,
which has made it impossible to challenge Levi's
by imitating them,” says John Hegarty, one of
Europe’s most creative advertising directors at
Bartle, Bogle Hegarty in London.

An important component of the Levi’s profile
vis 2 vis the competition and imitations is the
control of the distribution chain. Quality is per-
mitted to go before quantity, which means that
they have created a selective distribution system
in which the retailers have to fulfill certain mea-
surable requirements on, for instance, exposure,
store location and service.

Despite the fact that Levi’s has several strong
competitors such as Lee, Maverick and Wrangler in
the US and Diesel, Rocky and Crocker in Sweden,
the company’s position is still unique. For instance,
in 1996, nearly half of the Swedish teenagers inter-
viewed said that the next pair of pants they buy
would be Levi’s. The heavily profiled Diesel brand
received only nine percent of the votes. @
GERTRUD SVENSEN

The processor
that gave the PC
market a face

Every year. Intel invests billions in strengthen-
ing its trademark.

Today. awareness of the tiny computer
processor is nearly as high as of the major
brands Marlboro and Coca-Cola. By building
up one of the world’s strongest trademarks.
Intel has succeeded in attaining an 80 percent
market share and becoming one of the
world’s most profitable companies.

In the early 1990s, Intel started an advertising
campaign, the size of which was unprecedented
in the industry. No processor manufacturer had
ever come across the idea of advertising its brand
name. Does the customer care which company
manufactured the processor in the computer he
or she is about to purchase? The answer, they
believed, was no.

But Intel had a different line of thinking. With
two billion dollars in the budget, the company
launched a massive advertising campaign with
the slogan “Intel inside.”

There were two objectives: first, to increase
brand awareness, and second, to spur computer
sales.

“We went to the computer manufacturers and
said that we'd assume the advertising costs,” says
Damian Callahan, public relations manager at
Intel. “This encouraged them to advertise and
we thereby helped the PC market grow.”

In exchange for Intel’s monetary investment in
the PC manufacturers’ advertisements, they could
include the slogan “Intel inside” in the ads. Today,
every sold PC that contains an Intel processor is
labeled with this slogan. The company works with
the major manufacturers such as IBM and Com-
paq, as well as with smaller, local manufacturers.
The “Intel inside” slogan has become a guarantee
of quality. In just a few years, .
the Intel trademark has
become one of the strongest
in the world. At the same
time, the company has
strengthened its position
as the world’ leading
manufacturer of com-
puter processors, with a
steady market share of
more than 80 percent.ll
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The Mobile Phone and Terminals business area is not the only Ericsson
part to concentrate on the development of its trademark. All of
Ericsson, regardless of which services or products are offered to cus-

Mats RGNNE 1S RESPONSIBLE FOR ERICSSON’S

marketing communications. He wants the

entire organization to work together in joint
efforts to capitalize on the advantages of a common
trademark. Mats Rénne also refers to ongoing
changes in our world, stating that current efforts to
promote an Ericsson trademark will affect all Erics-
son employees.

“By tradition, Ericsson has sold its products to a rel-
atively limited group of professional purchasers. Today,
the traditional mode of operations is history. The
number of Ericsson customers is growing like wildfire,
even for systems sales, characterized by a continuous
displacement toward markets in which employees have
less direct contact with end-customers,”

Many of Ericsson customers today are in what is
commonly called “the business community.” Erics-
son has a broad range of products and services used
in business communications, but the customer group
is also assuming greater importance in terms of “tra-
ditional” solutions for tele-

Com operators. “BUSIHQSS

Sales to operators with no
background in telecommuni-
cations are becoming increas- areas
ingly common. Steel compa- .
nies, the textile industry, rlc-.\l Contrl b Ute
estate companies and travel . .
agencies are just a few exam- in d Iffe re nt
ples of where owners of new =
operators have their roots — Ways
areas in which Ericsson have
no traditions. [n parallel, the borderline between
data and telecommunications is gradually being
erased, a trend also creating a host of new competi-
tors.

The collective effect of current market trends, in
turn, has created the need to develop a strong trade-
mark and brand names. By cooperating across our
own organizational borders in all trademark matters,
we can strengthen and improve the potental for all
Ericsson units to defend and develop their market
positions.

THE CONSTRUCTION OF A TRADEMARK 1S NOT AN
advertising ploy, but rather a strategy to establish a
sense of harmony between different Ericsson units.
Among other features, efforts based on a market sur-
vey to determine which sectors should be cultivated
and which sales arguments are most likely to be
heard by customers.

Employees who work with research and develop-
ment concentrate on creating products and offerings.
People working with advertising and marketing
strive to develop the market so that consumers and
retailers recognize the values offered by Ericsson’s
products and services.

“In the systems sector, Ericsson is definitely the
world leader in mobile telephony, and our AXE sys-
tem is the world’s best-selling digital system for
wired telecommunication networks. Naturally, we
must take advantage of these factors in our trade-
mark platform. Many people erroneously believe
that trademark issues are restricted to consumer
products but, in fact, a strong trademark is just as
important to large, complex systems designed for the
business-to-business market,” says Mats Ronne.

When products are extremely complex, for exam-
ple telecommunication systems that cost several hun-
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tomers, can improve its business potential with a strong trademark. The
best interests of all employees will be served, therefore, by taking part
in promoting the Ericsson trademark.

Trademark reflects unified front

Mats Rénne’s job as head of market communications includes reporting on Ericsson’s views on the Ericsson trademark in various contexts.

dred million Swedish kronor, the trademark is not a
primary representative of the system’s products. Itis
more of a reflection of business relations between the
supplier and confidence in the supplier’s ability to
meet contractual obligations. Since confidence and
trust are built on relations, the trademark strucrure is
largely a matter of creating long-term relations.

The trademark platform, accordingly, also affects
customer expectations on other Ericsson units that
sell products and services to other companies — oper-
ators or conventional companies that need telecom
solutions. It should also be noted that Ericsson has a
long history characterized by its ability to use, devel-
op and capitalize on the Company’s trademark, albeit
within a limited circle of customers. Today’s chal-
lenge is to embark on a mission to establish the same
type of relations with a much larger market.

In marketing operations focused on end-cus-

Photo: URBAN JOREN

tomers, the trademark assumes significance at two
different levels: the distributor, or retail chain, and as
leverage in affecting consumer attitudes and pur-
chase patterns.

: ’ . 4
“We see greater understanding today for the inter-

play between the two levels, as well as the advantages
of a strong trademark,” continues Mats Ronne.

Ericsson’s heavy concentration on mobile telephone
advertising in the media will have effects on the entire
Company, particularly since its advertising campaigns
are directed toward a non-technical target group.

The main theme is concentrated on products and
the advantages they offer to customers, a sales argu-
ment that is completely new to many Ericsson
employees. At the CeBIT Fair in Hannover earlier
this year, however, Ericsson proved that its new
approach to business opportunities definitely has a

place in all parts of the organization. |
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CeBIT- for new philosophies

B The international CeBI'T Fair in Hannover
earlier this year marked the premiere of Erics-
son’s new trademark philosophy, serving as the
foundation for a joint activity for the entire Com-
pany.

The borders differentiating various parts of
Ericsson were virtually erased at the CeBIT Fair.
Ericsson was presented on a unified front,
although the Company was physically represent-
ed on two exhibition stands - one for mobile tele-
phones and another for system solutions.

“The division was based on the structure of the
market and exhibition; we wanted to make it as
simple as possible for our various customer
groups to find us,” explains Mats Rénne, head of
Corporate marketing communications. The focus
of Ericsson’s two stands reflected our message to
the different target groups, but we also wanted
the exhibition stands to project a coordinated

stronger focus on aspects like success, develop-
ment and dialogue, rather than technical data and
specificadons. The mobile telephone stand por-
trayed the human voice as the conveyor of com-
munications, with certain emphasis on how Eric-
sson’s mobile telephones create personal contacts,
while the system solutions stand focused more on
business economics and Ericsson’s ability to sup-
ply solutions.

“We wanted to show that we have a better
understanding of what customers need than our
competitors and to emphasize our position as the
market leader. It was a real kick for Enicsson’s
personnel working the stand to see how we dis-
tinguished ourselves from the competition, most
of whom were still talking about “the best tech-
nique.” But marketing is no longer just a matter
of who has the best products, but rather which
company is considered the best choice by cus-

image and convey a more emotional theme.”

The common bond was reflected in the theme’s  Mats Rénne.

Trademarks worth billions

M Strong trademarks are
extremely valuable assets.
According to calculations by
Financial World, the trade-
marks of Marlboro and Coca-
Cola are worth more than
SEK 300 billion each.

And that’s not just their paper
value. During recent years,
investors have paid fantastic
amounts of money, primarily in
the U.S,, to acquire attractive
trademarks. Philip Morris, for
example, paid SEK 100 billion
for Kraft, an American produc-
er of soft cheese, salad dressing
and other food products. The
net worth of Kraft’s total assets
is estimated at approximately
SEK 25 billion. The price of its
trademark, accordingly, was
determined to be in the range
of SEK 75 billion.

How can a trademark be
worth so much money?

Andy Millican of Interbrand
in London, one of the world’s
leading experts in evaluating
trademarks, provides two
important reasons why a com-
pany might be prepared to pay
so much money for a rade-
mark.

First and foremost, the value
is determined by future poten-
tial to make money from the

trademark — and the potendal is
generally strong. Companies
with strong trademarks are usu-
ally much more profitable than
market average.

People who deal in trade-
marks are also aware of the
|0ng—tcrm, determined efforts
that are devoted to the develop-
ment of a leading trademark or
brand name. They also know
what enormous amounts of
money have been invested in
advertising and marketing to
reach positions of leadership.

As a result, companies are
also prepared to pay a premium
for “not having” to establish
and promote a trademark.

Astute businessmen and
women have realized the values
of strong trademarks for many
years, but it was not until quite
recently that Interbrand and
other specialists developed
methods to calculate the values
of abstract assers. This type of
knowledge has not always been
gcnera”y prevalent in Sweden,
a country dominated by
forestry and engineering indus-
tries. In parallel with Ericsson’s
emergence and success on mass
markets, however, greater focus
on trademarks will increase.
There is also a good Swedish

tomers — it's a battle of perception,” concludes

w

Trademark Value,
SEK bn

1. Marlboro 340
2, Coca”Col - 58 330
3. McDonalds 140
4. IBM 135
5. Disney 120
6. Kodak 100
7. Kellogs 85
8. Budweiser 80
9. Nescafé 75
9. Intel 75
9. Gilette 75
12. Mowrola 70

example of successful trade-
mark development and its
financial significance.

Reports surfaced recently
revealing offers of large
amounts of money to the King-
dom of Sweden to sell the com-
pany that produces Absolut
Vodka, the sixth largest-selling
hard liquor in the world. It’s
not the production plant’s
machinery that has been valued
at more than SEK 15 billion,
it’s just the Absolut trademark.

E
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How far has Ericsson come in refining its trademark?
Progress varies between different business areas — from
initial stages of development to full-scale programs to
train personnel and implement new practical theories in

First step
toward a strong
trademark

“Establishing a trademark is not restricted to consumer products: it also includes our system
operations. Customers must regard Ericsson as a single unified company. not a conglomeration
of different units."Ake Persson. Marketing Manager of Mobile Systems. sums up his business
area’s efforts to develop a common trademark platform. based on the model used by Mobile

everyday work routines.

Phones and Terminals.

THE THREE BUSINESS UNITS

for mobile telephone sys-

tems have assumed differ-
ent market positions for the past several years.
During the same period, dynamic changes have
taken place in the market for mobile telephony.
Deregulation of the telecommunications industry
and intensified competition have sharpened focus
on the importance of a unified Ericsson profile -
regardless of system standards.

“Our division into business units places special
focus on our different systems. There is a risk,
however, thar extensions into different areas cre-
ates an unclear
piclurr.' of our "N ew Custom ers
Company,
whichcouldbe — new demands
detrimental to i -
our compettive on Erlcsson
power. Erics-
son’s efforts to develop a unified trademark is an
important step toward coordinating our range of
systems,” Ake Persson explains.

“An increasing number of operators conduct
global activides, buying different technologies in
different countries, depending on frequency
bands and standards. We shall project the same
positive image of Ericsson, regardless of which
business unit supplies the system,” he continues.

(GROWING COMPETITION IN THE MARKETPLACE HAS
also given rise to new types of decision makers
now buying mobile telephone systems, ranging
from bank management personnel to private
industry, which has also increased the need for a
clearly defined Ericsson trademark.

“We are the world’ leading supplier of mobile
telephone systems. Our success is based on a
broad range of positive opinions, perceptions,
qualities and evaluations — all of which need to be
strengthened,” says Ake Persson.

Customer opinions of Ericsson should include
the impression of a reliable and creative company
with the ability to support its customers on a
long-term basis.

“QOhr job is to make our customers successful.
This goal brings us closer to customers, and we
must learn more about the conditions under
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which they work and try to understand their
needs.”

One threat on the horizon is thatr new, less
well-known operators may be “frightened off” by
Ericsson,

“They might think since we deliver products
and services to the world’s largest operators we
might not have time for them. It's important,
therefore, to assure all prospective and existing
customers that we are not too big or arrogant to
serve their needs,” Ake Persson emphasizes.

Mobile Systems is now developing a trademark
platform, a documentation program that specifies
the values of Ericsson’s market image, the mean-
ing of our trademark and how to communicate it
with the market and our customers. The plat-
form has both internal and external effects.

“The program is a means of establishing which
values we believe are linked strongly with our
range of systems and Ericsson’s role as a system
supplier. The next phase will involve an analysis
of how reality compares with our values, how we
pursue those values in our product development
efforts, product design, our methods for relating
to customers and our means of communicating
our message to the market,” Mr. Persson summa-
rizes.

“Our credibility is contngent upon our success
in meeting customer expectations of Ericsson as a
system supplier.”

NILS SUNDSTROM

T ———————

Spotlight on soft values

Efforts concentrated on a trademark platform for Mobile Systems are
based on the market and market conditions. A compilation of several
surveys shows the values a large number of mobile telephone opera-
tors in all parts of the world link with Ericsson as a supplier.

“We received very high marks for engineering, but lower grades for soft,
behavior-oriented values,” says Gunnar Liljegren, coordination manager of
the control group that is building a trademark for Mobile Systems.

“In the past, we limited our measurements to rational values such as per-
formance, weight, price, functionality, delivery time and appearance. We
ignored emotional values exemplified by reliability, expertise and experi-
ence. Soft values, including our participation in the realities of customers,
will become increasingly important,” he continues.

The compilation shows the praises of customers for Ericsson's technical
innovation talents, efficiency and the high quality of hardware and soft-
ware. The overall customer perception may be summed up in the following
statement: “Ericsson has the best mobile telephone systems in the world.”

Criticism of Ericsson was focused on such comments as “low profile,”
“inflexibility” and “inability to understand problems from the customer’s
perspectve.”

Continued efforts to form a trademark platform for Mobile Systems will
be included under Ericsson’s Strategic Planning (ESP), translated into
strategies for different areas. Special emphasis will be concentrated on val-
ues of particular importance to customers, values for which Ericsson has
(better) potental and values that are unique unto Ericsson.

“The work we are conducting should be regarded as a tool to place
stronger focus on decision-making situations - and which values should
always be prioritized,” says Gunnar Liljegren.

NILS SUNDSTROM

Common strategy for
selling services

Sales of services comprise an area of operations in which a common
Ericsson image has been created for customers of the Mobile Systems
business area’s three units.

The three expertise centers now have a common platform for sales of ser-
vices. The new mode of operations also enables Mobile Systems to quickly
develop the skills, tools and systems needed for successful service sales.

Ericsson’s concentration on the service sector is predicated on intensified
competition among suppliers and operators in the telecommunications
industry, which has resulted in lower prices. In parallel, many new mobile
operators have established business activities with limited knowledge of the
best methods for developing, maintaining and expanding their systems.

“Sales of services is a new concept for Ericsson, and it’s imperative that
we develop collective skills in this field. Our three expertise centers should
be considered an ‘umbrella’ for the operations of Ericsson companies in
various parts of the world,” agree Gunnar Borg, Ulf Uddsten and Bo Carl-
gren, who manage the three expertise centers.

“Strategic product responsibility lies in Kista, and our job is to make sure
know-how and skills are available, but local companies working in the
field, with their close proximity to customers, make the actual deliveries,”
the three men explain. “It’s important that we create a unified portfolio of
services.”

The common trademark platform consists of three expertise centers:
business support, planning and the operational start-up of mobile systems
as well as operations and maintenance,

GUMILLA TAMM
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Consono makes the difference

A trademark does not always stand alone as the symbol of what a company offers its customers.

Business NETWORKS
is a unit that works
close to customers.
[ts products and systems have many different des-
ignations and names.

A well-known name is exemplitied by MD110,
Ericsson’s business exchange (PBX) for medium-
size and large systems. Freeset is the name used
for Ericsson’s wireless business telephones based
on the DECT standard. BusinessPhone is the
designation used for Ericsson’s business
exchanges for smaller companies. Ericsson has
been a highly reputable name on the market for
data network exchanges for many years. And now
there’s another name — Consono. What’s that?

Consono is the collective name for sophisticat-

ed, customer-oriented communicatons solutions
in the field of business communications. As more
and more customers turn to Ericsson for advice
and help in creating their own unique communi-
cations solutions, something other than a pure
product name was needed to identify Ericsson’s
capabilities and services.

Paul Collinge mentions the recent CeBIT Fair
in Hannover. The main theme of most players at

The operations of Public Networks do not yet
have an overall strategy for the development
of a trademark. Efforts were initiated recently.
however, and the business unit has embarked
on several ambitious initiatives. The Network
Intelligence (NI) product line has made the
most progress after developing its own brand-
ing policy.

*Our products are exposed to extremely tough
competition from companies with completely
different experience in the field of branding, par-
ticularly in the data communications industry. As
a result, they have put added pressure on us to
create a carefully formulated trademark and
trademark concept,” says Anneli Tobiasson, who
is responsible for the product line’s focus on a
stronger trademark.

One result of its increased focus is reflected in
the introduction of its NI concept a few years
ago. NI stands for Network Intelligence, and the
concept is based on Intelligent Networks (IN).

“Network Intelligence is a development con-
cept we have nurtured by offering a broad range
of products and services. It serves as a symbol

12 CONTACT IN DEPTH | MAY 19Q7

Although still relatively strong, the Consono name is a very good example of how other names
can co-exist with the corporate trademark. Ericsson Consono is a powerful combination in the

market for business communications.

“We need Consono to help us distinguish ourselves and make our company unigue in compar-
isons with other companies,” explains Paul Collinge, who is responsible for the strategies of
Business Networks. a unit of the Infocom Systems business area. “It's easier to explain the dif-
ference between us and the competition to customers, suppliers and our own employees.”

CeBIT was “solutions.” And that’s the problem:
everybody offers solutions today, Ericsson and
the competition. Something is needed to distin-
guish the difference and focus more sharply on
what Ericsson has to offer. And the answer is
Consono.

ERICSSON WAS ONE OF THE FIRST COMPANIES TO
project a new image in the field. Paul Collinge is
proud to point out that Ericsson was first, and did
not follow in the footsteps of its competitors.
“We are in a position of leadership, which must
be defended and strengthened. Consono is a
name we have invested in and developed over the
past three years; it has helped us create an image
of Ericsson as a leader in the market for business

Public Networks in the starting

that customers receive more for their money
when they buy IN solutions from Ericsson,”
Anneli Tobiasson explains.

As an example, Ms. "Tobiasson mentions
NI/Open, Ericsson’s direct answer to open inter-
face systems offered by other data communica-
tions companies. NI/Open includes the Service
Control Point General Purpose Computer, a new
product developed specifically for open interface
applications based on a UNIX platform.

“We want to communicate to customers that
we can also offer open interface and flexibility in
our systems. The competition is anxious to por-
tray Ericsson as a traditional supplier of telecom-
munications equipment, a company that sells
closed systems,” Anneli Tobiasson explains. “Our
new NI/Open punches holes in their sales argu-
ments.”

A comprehensible name, however, is not
enough to create the positive values a company
wants to characterize its products. The establish-

communications. Today, the Consono name is a
registered trademark in all important markets
around the world,” he continues.

To expLAIN THE MEANING OF CoNsoNoO,
Paul Collinge says, you must begin by defining
the meaning of “solutions.”

“Many of the products sold by Ericsson and its
competitors can be easily compared with each
other. They are often similar in terms of func-
tionality, which creates other similarities created
by price pressure,” he explains.

“At the same time, modern technology is so
complex that it offers a large number of combi-
nation opportunities with all the other products
sold by Ericsson. Suddenly, it’s not so easy for

ment and promotion of trademark, in fact, is not
an isolated phenomenon.

“Everything that Ericsson does can affect our
trademark and the market’s impression and opin-
ions of our company. Internal knowledge and
understanding form the ABCs of a successful
trademark — the theory whereby no chain is
stronger than its weakest link,” she continues.

“Our strategy is to create a strong message that
does not compete with the Ericsson trademark,”
Ms. Tobiasson continues. “Instead, we will strive
to capitalize on all positive aspects of the trade-
mark in determined efforts to make it even
stronger.”

Few areas of operation in the Public Networks
business unit have had such clearly defined needs
of a trademark strategy than the product line rep-
resented by Anneli Tobiasson. Nevertheless,
there is a plethora of product names in Public
Networks, an overabundance that some critics
say has grown wild. The first step in the unit’s

clear

customers to make comparisons. They
expect the supplier to make the selections
needed to meet their specific require-
ments,” Paul Collinge says.

Many products included in a solution
are also volume products in other appli-
cations and are sold through other
channels. A solution amounts to more
than the sum total of its constituent Lo
products, which is the key to Erics-
son’s value added concept.

Customers buy Ericsson’s ability to under-
stand their business needs, strategies and objec-
tives. Ericsson, in turn, based on its business acu-
men, supplies the communications solutions that
provide optimal support for the specific needs of
each individual customer.

In order for Consono to function in accordance
with design, it should never be used as a product
name. According to Paul Collinge, if Consono
wants to put its “stamp” on a product, Ericsson’s
corporate trademark is all that’s needed, possibly
with the addition of a model designation. There
are no Consono products, accordingly. The prod-
uct family concept, however, may be used to facil-

blocks

joint branding strategy will be an inventory of its
trademarks and brand names.

“Trademarks show up first, and work has been
started in most areas to concentrate on this
important issue. Efforts to strengthen the trade-
mark, however, also include establishing which
values we want customers to link with our pro-
ducts. Within Public Networks, we recently start-
ed a new program to identify and target these val-
ues,” says Anna-Karin Klinteskog, manager of
marketing communications for Public Networks.

“Traditionally, the most important values have
been attached to the products. However, as prod-
ucts have become more functionally equal, we
have been forced to review our products and ser-
vices with new values related to Ericsson as a
supplier,” continues Ms. Klinteskog. “These
include our skills and expertise, how we act and
react in the market, for example.”

“The Mobile Phones and Terminals business
area, which operates in a different market seg-
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itate communica-
tions with customers.

“The Ericsson name is extremely important
for the entire corporation,” Paul Collinge says.
“Our strategy for the future calls for increased
cooperation between business units and business
areas, for example, in Business Networks, a unit
that markets multimedia solutions for mobile
offices. Ericsson is our unifying mark of quality.
Consono is the messenger for our ability to com-
bine products to meet customer needs.” &

THORD ANDERSSON

ment, has made much more progress. We hope
that Public Networks can learn and benefit from
their experience.”
Cooperation has already been started with
Mabile Systems in marketing programs for AXE.
“The AXE system is a cornerstone in both
product portfolios, and we both need a strong
AXE image,” explains Anna-Karin Klinteskog.
AXE is one of Ericsson’s strongest brand names.
It’s a status product that has assumed a strong
image without any advertising or marketing gim-
micks. Its success, narurally, is based on the strong
market breakthrough achieved by AXE after its
introduction during the 1970s. Even today, AXE
remains an established fundamental concept.
“The product is so strong that it created a
trademark, a strong brand name, that remains
vibrant today, but the salespersons who conveyed
the attitudes and values that characrerized the
AXE system also made valuable contributions,”
Ms. Klinteskog says. “Programs now planned by
Public Networks will naturally focus on protect-
ing and extending these established values.” W
LENA WIDEGREN

it should be
customized and
customer-oriented

® Customized and customer-oriented are
key words used in sales of Consono solu-
tions. Some solution areas have been
defined based on the smallest common
denominator in efforts to meet deminating
customer demands.

Personal mobility, for example. is an
area concentrated on satisfying user
needs and demands for mobility at the
worksite and elsewhere. Consono offers
solutions that cover the entire scale of
mobility solutions, from cordless tele-
phones for business connections to per-
sonal numbers that work everywhere.

Call Center represents an area of opera-
tions in which Ericsson is a strong market
player. The personal service systems that

rely on the help of telephony are a natural
element in a broad range of
today's modern industry.
from banks and travel agen-
cies to insurance companies.
A queue system guides
incoming calls to “agents” that
provide personal service. As an
optional service to Call Center,
Consono recently introduced an
Internet-based service that uses
a telephone bank, for example. to
offer its customers capabilities to
surf web sites, monitor stock
prices, buy and sell shares, make
business transactions — everything
through the Internet. In parallel. they
can click an icon for fast personal
service and establish telephone con-
tact with a customer’s bank of choice.

The trademark
can seal the deal

W There are several examples, especially
in the United Kingdom. that illustrate how
Ericsson has won large, complex, cus-
tomer-oriented contracts easier by pro-
jecting the Consono trademark. In the
past, suppliers and customers focused
more strongly on products. Functionality
was also simpler. But those days are gone
forever. More and more customers are
expressing greater primary interest in
purchases of functional communications
solutions, and they are turning to Ericsson
to provide the solutions.

“With Consono, we develop the strongest
offer we can possibly make,” says Hans
Calminder. who is responsible for develop-
ment of the Consono trademark. “"When we
put together an offer. we start from the
customer’s own specific reality. We also
examine ways to improve service for the
customer’s customers. Then we propose a
solution.”

Consono has established a strong
foothold in several key markets. with par-
ticular success in Germany and the U.K..
but good results have also been achieved
in Australia. Austria and France. ltaly is
the next market for special attention. In a
longer term perspective. Consono has also
set its sights on the US.

THORD ANDERSSON

CONTACT IN DEPTH | MAY 1997 13



Now that Ericsson has entered into the
intense competition of the private markets, it
has become necessary to change the public’s

MoBILE PHONES AND

keting Jan Ahrenbring is in
charge of implanung the new
\ i\]i 1M1- [ I(_- s :I]-\n I'('\}lull\l'l]!c

understand how the trademark platform will affect
them in terms of responsibilines and duties.

“Iwanrt to make clear from the start that build-

my trademark is not restricted wo activines
involving customers, retalers and other external
players. [tis equally as important that the entire
organization absarbs the vilues that the trade-
mark stands tor, and mtegrares them in all daily
activities.”

Mobile Phiones and “Terminals has compiled
three special training packages, o further create
an understanding of the new concepts.

The first conrains a tool box for management

i
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Ternmnals’ Vice President Mar-

tor ensunng thar all L'I]![lhr}'t:t'\

perception of the company’s trademark. The
new trademark platform lays the foundation
for a global trademark-building.

A task that will
affect us all

and spectalists, The tool box contains five short
video films giving a pictorial deseription of the
whole idea of Eriesson’s trademark-building. The
ool box also contains the Brand Book, giving a
detailed explanation of the background, extent
and values associared with the trademark plat-
I-nl'm.

THE OTHER PACKAGE IS INTENDED TO BE USED

internatonally and exists in different versions for
different functions. R&D specialists have already
begun working with the material. Via an exciting,
interactive training material to be distributed this
autumn, eventually all employees within Mobile
Phones and Terminals will become involved.
“The goal is not only to make sure all employ-
ees understand the values connected with the
trademark. We want our people to absorh these
ideas, so that a rademark thinking will be spon-
taneous.” says Jan Ahrenbring.
Once that is achieved, Ericsson’s employ-
ces will discover how the new trademark
platform can guide them in all forms of
marketing, thus influencing their
daily activities on a contnuing
hasis. Mohile Phones and Ter-
minals has iWlenttied the four
factors rhat affect con-
sumers most: product,
distribution channels,
communication and
total personnel

behavior. There are special programs for each of
these areas, with instructions in how the trade-
mark should be handled.

Consumers in mass markets generally create
their own picture of what the trademark repre-
sents, through their use of the product. The val-
ues represented by the trademark must therefore
affect the product and its design. For example, if
Ericsson claims to offer the most user-friendly
mobile telephone, user-friendliness must also be
reflected in the technical design. In this way,
many of those who work directly with product
development will automatically concentrate on
making the telephones easier to use.

[F SIMPLICITY 1S A VALUE GIVEN HIGH PRIORITY, THE
entire organization will be affected - and bureau-
cracy will then become undesirable. Internal
behavior, however, wall become all the more
important, as it has repercussions even for those
who do not have their own customer contacts.
Nowadays, tewer and fewer emplovees have such
direct contacts with end-users. It is basically only
customer service that meets customers face to
face. The sales and distribution organizanons
have contacts with retailers. who p!:l)' an imp(:r-
ant role in customers’ perception of Ericsson,
Theretore, trademark ideas also affect which
retailers Eriesson deals with and the form the
interaction takes.

Eriesson’s task is then to help the retalers
move Ertesson products out to the customer as
quickly as possible. Simultaneously, advertsing
aftects consumers, helping to give them the prop-
er expectations.

To be successful in todays tough consumer
markets, itis essential to be able to live with the
constantly changing face of technology.

“And yer, it's important to ensure that a rrade-

mark is perceived as stable and reliable,” savs

Jan Ahrenbring, who can’tunderline often
enough the importance of integrating the
values mentioned into the corporate
culture.
“It will strengthen us in our
efforts to maintain glohal lead-
ership.”

All employees’ contributions are
important in trademark-building.



Retailers play

Retailers’ influence on the customer’s choice of
mobile telephones cannot be underestimated.

WITH MORE THAN A DOZEN TRADEMARKS, EACH OF
which has several special functions, it is not sur-
prising that consumers find it difficult to choose.
The retailers’ role is essential in guiding the cus-
tomer towards a favorable purchase.

This is shown by a survey that was carried out
by Ericsson Mobile Phones and Terminals with
the purpose of identifying consumers’ purchasing
patterns. It showed quite clearly that, on the
markets under study ~ Sweden, Germany, the
UK and Hong Kong ~retailers were the most
important source of information for purchase
decisions.

Their advice was often crucial in determining
whether or not a purchase would occur. Price was
the next most important factor in the customers’

Advertising
must keep
Its promises

PROMISES MADE IN
advertsing must be kept
—whether or not they
will be kept depends
above all on the compa-
ny’s employees. Now-
adays most products
are also linked to
many services. Con-
sequently, fulfilling
the promises of the
advertising requires
eVEr greater person-
al efforts.
“Environmental
issues are a clear
example of how
this works. It would be a roral cara-
strophe to go out and preach about environmen-
tal friendliness if it were simultaneously revealed
that your own company is polluting the natural
environment,” says Géran Andersson.

AD‘TRTIS[NG ALSO HAS A POSITIVE EFFECT ON PEO-
pLE who work at a company that advertises lav-
ishly. Most people enjoy being visible — and

working in a well-known company. Many
employees felt proud when they saw Ericsson’s
latest campaign, the launch of GF 788, the

first product to be presented to the market

after the adoption of the new trademark plat-

form. Under the slogan “So small, it will
change your perspective” the GF 788 hit the

European market in March. By last autumn it was

key role

purchase decision. Otherwise, the choice was
determined by design, mobile network coverage,
weight and size.

“THIS KNOWLEDGE WAS INTENDED TO HELP
Ericsson supply retailers with the information
that would enable them to influence customers to
choose Ericsson. It is an effective way to augment
market share.

The survey also revealed that the market for
used mobile telephones is larger than was
believed. One conclusion that can be drawn is
that brand loyalty is more important than we
realized. The customer must be persuaded, when
the time comes for her to buy a new mobile rele-
phone, 1o choose Ericsson again.

Filling retailers’ shelves with Ericsson rele-
phones, as a way to increase sales, would seem
logical. However, it can be a long route.

“The more we advertise, the greater the consumers’ demands on us. In this sense, advertising
affects all employees,” says Goran Andersson. wha is in charge of market
communication in the Mobile Phones and Terminals business area.

already being launched in the North American
region, and then more recently the Asia-Pacific
region.

The campaign was designed while the final
touches were being added to the platform.

“Together with the ad agency HLR &
Co/BBDO, we have put in a huge amount of
work on the new trademark platform. In June, it
will be two years since we started,” says Goran
Andersson.

THE ADVERTISING WAS DESIGNED BY THE YOUNG &
Rubicam advertising agency. HL.LR made sure
Young & Rubicam continually received the infor-
mation they needed to do the job - that is, to cre-
ate advertising in harmony with the values to
which the Ericsson’s trademark musr be linked.
The trademark platform, wo, provides creators
with the framework necessary to enable them ro
be creatve. Some might perceive the new plar-
form as a limitation. However, without a frame-
work, creative work can dissolve into chaos.

“If you comission a creator to make something
up, without giving him any directions at all, you get
an effect like pulling the plug out of a rubber mart-
ress: the air goes right out of him. At Ericsson, each
region takes care of its own advertising, together
with Young & Rubicam, the company’ agency. The
current European campaign was designed by Hall &
Cederquist/Y&R in Stockholm.

The advertising for the Asian market is
designed by Y&R Singapore. The advertising for
the North and South American markets is
designed by Y&R in the U.S. =

To shorten it, Mobile Phones and Terminals
has adopted a strategy called “channel market-
ing.” Channel marketing includes the compo-
nents traditionally involved in selling via retail-
ers. This is primarily a marter of supporting the
retailer by providing training - in our products,
trademarks, target customer groups, store mate-
rials and advertising campaigns - to convince
him that selling Ericsson products is particularly
profitable.

Three project groups have been appointed to
develop various aspects of the new strategy.

“One effect of the shift to consumer marketing
is that we must also pay artention to the quality
of the retailers. We must choose the right kind of
stores, that are favorable for Ericsson, and that
match our trademark,” says Jan Ahrenbring, Vice
President Marketing for Mobile Phones and Ter-
minals. =
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In ent A Supplement of Contact, a newspaper for Ericsson employees.

Trademarks M—

do trigger

feelings!

We are surrounded by trademarks. We are
bombarded every day with names and
symbols. Usually, we meet them on prod-
ucts and in advertising.

The symbols are designed to be clearly
identifiable and get attention. However,
the values and feelings they trigger in the
public are not as obvious. The following is
a list of strong trademarks. The question
is: which values and qualities belong to

which trademarks?

Levi's

Nike
Schwarzenegger
Gillette

Disney

McDonald’s

efficient
masculine
family
self-confidence
never-ending youth
total experience
unconventional
caring
efficiency
sensitive
superiority
humorous
macho

family
imaginative
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