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 Who said things were quiet at 
Ericsson during the vacation 
period? Not me, and that was 
particularly the case this year. 

Let’s start at the beginning. In June, it 
was announced that Hans Vestberg would 
be taking over the helm at Ericsson from 
Carl-Henric Svanberg. This change was 
 received positively, especially by the mar-
ket, and the announcement did not come 
as a great surprise to anyone. The informa-
tion handover between the two of them is 
now underway.   

We have also managed to break into two 
new geographical areas with managed ser-
vices. First, we got our fi rst managed servic-
es contract in Africa with operator Zain in 
Nigeria. A few weeks later, we announced a 
major deal with Sprint in the US, a break-
through into the North American market. 
During the same period, we also managed 
to win the auction for Nortel’s Cdma and 
lte businesses in North America.

As if that was not enough, we and our re-
spective partners appointed a new CeO for 
both Sony Ericsson (Bert Nordberg) and 
st-Ericsson (Gilles Delfassy). That totals 
six major events in just a couple of months, 
in addition to the usual quarterly report.

 The developments in North America are 
of particular interest. The deals with Sprint 
and Nortel (provided that the Nortel acqui-
sition goes through from a legal perspec-
tive) mean that we’ve completely redrawn 
the map in the US. Add to that the major 
wireline contract with AT&T, which was 
recently fi nalized, and we are suddenly the 
biggest vendor in the region. Talk about 
taking giant steps. 

And if we play our cards right, we will 
have fantastic opportunities to further 
strengthen our position – especially con-
sidering all the new competent employees 
who will join Ericsson through these deals. 
We now have about 14,000 employees in 
North America, almost double what we 
had earlier in the year. 

This type of business development, to-
gether with our new brand platform, which 
is being inspired by the advantages that tele-
communications brings to the world, means 
that Lars Magnus Ericsson’s vision about 
the importance of communication in mak-
ing the world a better place remains strong.
 

 

Giant steps

Henry Sténson, 
head of Group Function 
Communications and 
publisher of Contact
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E-mail us your questions, 
opinions, refl ections or work-
related images. We will publish 
a selection of the material on 
this page. 
contact.comments@ericsson.com

HOW CAN I GET CONTACT 
NEWSLETTER?
I have seen in Contact that the 
magazine is now being comple-
mented with the Contact news-
lett er. Because I worked as an 
employee for many years and am 
now a pensioner, I get Contact 
sent to me, which I greatly appre-
ciate. I would also like to receive 
Contact newslett er, so that I can 
get the whole package. how can I 
do this? Is it mailed out or do you 
have to pick it up somewhere?
Olof Karsberg, Sweden

  ANSWEr�wContact Newsletter is elec-
tronic and mailed out to all  employees 

six times per year. Unlike the 
magazine, only those who currently 
work at the company have access 
to the newsletter. This is partly the 
result of logistics – we cannot handle 
external e-mail addresses in the mail 
send-outs. And it is partly because the 
content in the newsletter is sometimes 
of a more internal nature in com-
parison with the magazine.
The editor

CONGRATULATIONS!
neeraj Priya Bhatt , 
who works at 
Ericsson in India, 
won the strategy 
Quiz in Contact and 
on the intranet. We 
received more than 
200 entries and many of the en-
trants answered all the questions 
correctly. Bhatt , whose name was 
drawn out of the hat as the winner, 
will receive a new sony Ericsson 

W995. A further 10 entrants who 
answered all the questions cor-
rectly will each receive a new pair 
of sunglasses, the same type as 
used during the Volvo ocean race.
Correct answers: B,B,B,A,A,C,B, 
A,A. (noTE! Question  has been 
eliminated because it was rather 
unclear).
 The editor   

CREATE YOUR OWN QUIZ!
Would you like to test your col-
leagues on your knowledge of 
telecoms? Get in touch with us 
at editorial. We would like you to 
contribute innovative and tricky 
quizzes for the back page of the 
magazine. The rules are simple, 
read more here: htt p://internal.
ericsson.com/page/hub_inside/
news/magazines/contact/read-
ers_quiz.jsp
The editor

Have your say

... who graduated from the 
Renmin University of China with 
a Master’s degree and who has 
been responsible for recruitment 
activities within R&D in Beijing 
since January.
 What made you apply for this 
job? 

Firstly, Ericsson’s -year 
history is really att ractive, even for 

our generation. Secondly, there is 
the work atmosphere. And thirdly, 
China is now one of Ericsson’s 
biggest markets. I don’t want to 
miss the opportunity to witness 
the next business legend in the 
telecommunications industry.  
What has been your main focus 
area? 

This has been the candidate 

selection for the R&D depart-
ments in Beijing and Chengdu, 
and promoting campus relations 
nationwide. Finding eff ective ways 
to hire enough qualifi ed employ-
ees has become one of our biggest 
challenges. Within campus rela-
tions, I get the chance to establish 
long-term strategic links with the 
best Chinese universities. 

... to ericsson, enya Wu 

Welcome … PhoTo: GETTY IMAGEs

44%
... of 26 Ericsson employees 
say that they have discussed 
Ericsson’s strategy in their 
workgroups this year.

Web poll

This is a photo I took of a beautiful 
butterfly with my Sony Ericsson 
Wi on the Greek island of 
Kálymnos. 
 Marios Pett ersson, Sweden

Readers’ pictures

The underside of a mushroom. This 
photo was taken with my W.
 Samiul Amil, Bangladesh

A snapshot of Upper Kachura Lake 
(a lake of clear water) in Skardu. 
I took this shot with my Sony 
Ericsson Pi on September , .
 Kamran Iqbal, Pakistan

Neeraj Priya 
Bhatt

Source: intranet

  WRITE TO US!   What would you like to discuss? What could we improve? E-mail: contact.comments@ericsson.com
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...about mms?
Have you been asked ...

5

Svenska grafikbyrånSource: Ericsson

MMS – Multimedia Messaging Service

SMS versus MMS

Quick Facts

How it works

MMS is the advancement of SMS technology. The difference is that, in addition to text messages,
you can also send digital images, video clips and sound files.

Largest size per message.

SMS Maximum 160 bytes (160 characters)

MMS

1 The sender sends an 
image, film or sound 

file with a  mobile phone.

The informa-
tion is 

automatically 
downloaded from 
the internet address 
at the Multimedia 
Messaging Service 
Center via a mobile 
mast to the 
receiver’s mobile 
phone.

If the receiver has 
an old telephone 
model that does not 
support MMS, an 
SMS is sent to their 
phone with a web 
adress, where the 
MMS can be found.

4The information 
is sent via a 

mobile mast…
2

…and on to a Multimedia Messaging 
Service Center, where the information is 

stored until the receiver downloads it.
3

Mobile mast

Receiver

Sender 

approximately 300 kb (300 000 bytes)

• MMS is a combination of 
SMS (Short Message 
Service) and WAP (Wireless 
Application Protocol);
• WAP is a technology that 
makes it possible to use the 
internet from mobile phones 
and other devices;
• The cost of sending an MMS 
depends on your subscription or 
certificate of value. It costs 
nothing to receive an MMS. 

Image

Im
age

Image
Image

Im
ag

e

Mobilmast
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77

10:55am / July 23 / Shanghai, China

sole ownership secured
Xiaoqiang Que, who works at the Shanghai Ericsson Electronics 
factory, is gluing the thermocouple to the surface of a power 
module with a UV gun. This is part of the preparation for termi-
nal verifi cation. Shanghai Ericsson Electronics was formed in 
1996 and is based in Jiading, about 0 kilometers northwest of 
the city of Shanghai. In May this year, Ericsson became the sole 
owner of the factory, which employs about 20 people, most of 
whom are involved in manufacturing telecom modules, such as 
power modules and radio frequency synthesizers. 
      PhoTo: Anders Andersson
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 SEND US YOUR SUGGESTIONS!   Is there something you want to tell us about? E-mail: sofia.falk@citat.se

us ▶  MetroPCS has 
selected Ericsson as its 
network vendor for its 
upgrade to LTE. This deal 
positions Ericsson well in 
North America and could 
help it secure deals with 
other CDMA operators.

sweden ▶  Ericsson has 
fi nalized a fi eld service 
agreement for fi xed 
networks with Telia Sonera 
in Sweden. The agreement 
covers: maintaining the 
cable network in three 
regions in the south of 
Sweden; corrective main-
tenance for all Swedish 
AXE nodes; and deploying 
transmission nodes in 
some areas. The two-year 
deal includes an option to 
extend for another year. 

The fact that the contract 
is for fi xed networks is 
particularly noteworthy, 
as this area  represents a 
much larger values than 
corresponding services for 
mobile networks. 

sweden ▶  Cable TV opera-
tor Com Hem is to launch 
TV on demand via an inter-
active platform supplied 
by Ericsson. The project 
has been implemented 
byn TANDBERG Television, a 
part of Ericsson Group, and 
Market Unit Nordic and 
Baltics. The on-demand 
TV platform supports a 
wide range of advanced 
services, such as video 
on demand, catch-up and 
start-over TV programs, 
and music on demand.

neW conTrAcTs
  NoTED�w... you can 
register at Installed Base 
Management System (IBMS) 
on the intranet to access 
useful information about 
Ericsson contracted 
products (proprietary 
and sourced) operating in 
customer networks.
... ericsson and TAND-
BERG won three awards, 
one for each product area, 
in Solution Area TV, at the 
International Broadcasting 
Convention in Amsterdam. 
... almost  percent of 
the world’s population 
now has GSM and WCDMA-
HSPA. 

... ericsson launched the 
latest version of its Info 
Service on October  – a 
web publishing tool for 
news, project information, 
organizational changes 
and products.
... ericsson will be a 
founding member of the 
Advisory Board of the 
Digital He@lth Initia-
tive, a multi-stakeholder 
partnership aimed to ac-
celerate the achievement 
of the Millennium Devel-
opment Goals for health 
through the utilization 
and promotion of digital 
health solutions.

South korea takes the 
lead in the global 
broadband race, 
according to a recent 
survey by gartner.

  rEPorT �wDespite the 
global economic crisis, 
the number of broad-
band connections in 
the world is increasing. 
Analyst fi rm Gartner 
estimates that one in 
fi ve households in the 
world will have fi xed 
broadband in 2009.

Sweden overtaken
This means that 422 
million households will 
have fi xed broadband 
this year, compared 
with 382 million in 
2008. 

Sweden, with its 54 
percent, has been over-

taken by countries such 
as South Korea, where 

93 percent 
of house-
holds 
now 
have 

fi xed 
broadband; in the 

Netherlands that fi gure 
has increased from 80 
to 88 percent and in 
Denmark from 75 to 81 
percent from 2008 to 
2009. 

lower prices
According to the re-
port, this growth is 
driven by an increase 
in pC ownership, lower 
prices for pCs, and 
people switching to 
broadband from dial-
up connections.
■ Sofi a Falk 
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Wooden mobile 
soon a reality
  TECHNIQUE�wJapanese mo-
bile operator NTT DoCoMo 
announced at ITU Telecom 
World  in Geneva, 
Switzerland that it has 
developed a mobile phone 
prototype made of wood 
from surplus trees culled 
during thinning operations 
done to maintain healthy 
forests. The prototype 
is made from cypress 
wood, which has excellent 
durability. The wooden 
mobile phone was created 
in collaboration with Sharp 
and Olympus and is called 
Touch Wood.

Source: NyTeknik

“This is a good deal for Ericsson. It will strengthen its position 
in North America and also help outpace its competitor Nokia 
Siemens.” Jouni Forsman, analyst at gartner, on ericsson’s acquisition of nortel’s cdMA and LTe operations. source: news Agency direkt/dagens 

Industri July , 

By the way ...

Despite the global economic crisis, the number of 
broadband connections in the world is increasing.

93 percent 
of house-
holds 
now 
have 

fi xed 
broadband; in the 

Netherlands that fi gure 
has increased from 80 
to 88 percent and in 
Denmark from 75 to 81 
percent from 2008 to 
2009. 

lower prices
According to the re-

Quarterly 
winner
  CoNTEST�wEach quarter, 
Business Unit Test En-
vironments (BETE) gives 
an award for the solution 
or way of working that 
is regarded as being the 
most innovative, results 
in major cost savings and 
promotes co-operation. In 
September, the winner was 
“GGSN sharing within BETE,” 
which helps minimize the 
investment cost in new 
nodes. Read more at: in-
ternal.ericsson.com/page/
hub_testenvironments/
news/newsarchive.

Forbes meets 
svanberg
  INTErVIEW�wIn an exclu-
sive face-to-face inter-
view with Forbes, Carl-
Henric Svanberg is frank 
about the diffi  cult years 
aft er  and the future 
of the telecom giant. Talk-
ing about the period aft er 
the burst of the telecom 
bubble, Svanberg says he 
learned to never take any-
thing for granted and that 
“there was one thing we 
agreed internally – never, 
ever get into a situation 
where we can’t steer our 
own destiny.” 

Source: Forbes.com

South Korea takes the lead 
in the broadband race
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NEW CONTRACTS

Sven Varkel and his 
team at Ericsson in 
Estonia were one of 
three winners in 
Sustainovate 2009 for 
their Ericsson Heating 
and Energy Saving Ap-
plication Toolkit 
(E-Heat) entry. Varkel 
is a project manager 
within so� ware devel-
opment and is a true 
inventor. 

  PROTOTYPE�wThe E-Heat 
application is designed 
to save energy in the 
home. Varkel says: 
“E-Heat helps people 
save energy in their 
houses in an easy way. 
The idea is that, via your 
mobile phone, laptop or 
the remote control for 
your TV, you can adjust 
the temperature level 
in your house and, as 

a result, the amount of 
energy you use.”  

Frustrating
Furthermore, E-Heat 
will also show you how 
much money you actu-
ally save by using the 
application. On your 
mobile phone or laptop 
screen, you can clearly 
see heat levels and their 
relation to the actual 
cost of energy, in real 
time. If you reduce the 
temperature a couple 
of degrees, the � nan-
cial saving is shown as 
a graphic at the same 
time. 

“The idea came about 
after a meeting with 
Styr and Ställer, a small 
Swedish company that 
works with energy and 
heating systems,” Varkel 
says. “The project team 

consists of members of 
that company, as well 
as me, Raigo Raamat, 
Tarvo Treier and Jevgeni 
Holodkov from Ericsson 
in Estonia.”

Varkel adds that the 
team’s biggest chal-
lenge during the project 
has not been solving 
the technical details, 
but struggling with the 
decision-making pro-
cesses within Ericsson, 
which he thinks can be 
long and frustrating.

Throw a party
“E-Heat is not ready 
to be used yet; the next 
step is to produce a pro-
totype that we can show 
at events,” Varkel says. 
“But that takes time. 
Luckily, we have a lot of 
support from Thomas 
Kinnman, Kjell Wallin 

and Erik Oldmark at 
Ericsson, who are 
helping us drive this 
forward.”

Varkel already knows 
what he will do with 
his sek 50,000 win-
nings. 

“We’ll split it equally 
within the team and 
then we’ll have a party 
for our colleagues,” 
he says. “After that, I 
think I’ll spend some on 
books and trips.”
■ Sofi a Falk

Energy saver a winner 
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Sven Varkel is one of the winners in Sustainovate 2009.

Internet 
turns 40
  BIRTHDAY�wForty years 
ago on September 
2, a group of 
scientists 
at the 
University 
of Califor-
nia, US, managed 
to get bits of data to pass 
from one computer to 
another through a network 
cable. They were working 
on the government-sup-
ported arpanet project, 
the forerunner of today’s 
internet. The fi rst message 
between two units was 
sent on October 29. “lo,” it 
said. The system crashed 
before the whole word 
“login” was typed.

Source: Boingboing.net

Bharti launches 
venture fund
  BUSINESS�wThe Times of 
India reports that Bharti 
Airtel, the country’s largest 
private telecom operator, 
has launched a venture 
fund with an initial invest-
ment of usd 44 million 
to promote content and 
technology development. 
This is the fi rst time that 
a dedicated venture fund 
platform has been con-
ceptualized for telecoms 
in India. This means Bharti 
Airtel has jumped on the 
bandwagon of global 
telecom companies, such 
as Deutsche Telekom and 
Nokia, which also have 
venture capital arms. 

50%
…  is the fi gure that 
Facebook is planning 
to increase its staff  
numbers by before the 
end of 2009. Today, the 
company has about 900 
employees. 
Source: Socialnomics and 
Facebook.com

SVEN VARKEL’S ADVICE 
FOR INNOVATORS

Believe in your idea  ▶
Don’t give up ▶
Have lots of patience ▶

Read more about Sustainovate 
2009 at internal.ericsson.com/
page/hub_inside/news/090611_
sustainovate.jsp

ago on September 
2, a group of 

nia, US, managed 
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Cardboard is base 
station’s best friend
Ericsson will save mil-
lions of Swedish kronor 
every year thanks to a 
new way to pack base 
stations for transpor-
tation. Corrugated 
cardboard is replacing 
plywood and metal, 
as it is lighter and has 
a lower environment 
impact, while remaining 
plenty strong enough 
for the job. 

  ENVIroNMENT�wFreight 
accounts for about 40 
percent of a product’s 
total packaging costs at 
Ericsson. The goal is to 
reduce packaging weight 
by 30 percent and mate-
rial costs by 20 percent. 

Peter Adamsson, proj-
ect manager for the new 
base station packaging, 
says that base stations 
from the Gävle factory 
have already been packed 
in the new material for 
a few months. The fi rst 
base stations that are 
being packed in card-
board are the RBS 2216 
for indoor use and the 
new 6000-series 6201. 
Eventually it is hoped 
that it will be used for all 
products. 

“Next in line are our 
factories in China and 

then India, where we will 
do a test at the end of the 
rainy season during the 
worst possible condi-
tions,” Adamsson says.

 
Tough material
Corrugated cardboard 
does not sound particu-
larly solid, but the mate-
rial has proved to be very 
tough, he says.

And it is not just the 
cardboard that is new:  
the company’s whole 

way of thinking about 
packaging has changed. 
Previously, planning the 
packaging was done at 
the end. Now it happens 
in the beginning, as an 
important part of the 
product planning and 
design for environment.

200 times
“We sit in on product de-
sign sessions in develop-
ment projects and have 
now become an R&d 

unit,” Adamsson says. 
“With systematic work, 
we can signifi cantly 
streamline the packaging 
and save a lot of space.” 

The new packaging 
also has other envi-
ronmental benefi ts. 
The company not only 
saves on transporta-
tion emissions because 
of the reduced weight 
(in one year the weight 
savings of the RBs 2216 
and 2116 correspond to 
carbon emissions that 
could drive a Volvo S80 
car around the world 
2500 times) but also in 
recycling terms. 

“Wood and metal 
used together is diffi  cult 
to reuse,” Adamsson 
says. “You can’t grind 
it down, and in Japan, 
for example, it costs 
seK 1000 to get rid of a 
plywood box as landfi ll. 
The same box costs seK 
600 to buy new.”
■ Lars Cederquist 

At the Gävle factory base stations have already been packed in the new material for 
a few months. Here is Peter Adamsson, project manager for the new base station 
packaging with one of them.
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... Hans Åkeby, R&D 
security manager, has the 
overall responsibility for 
the Hub program that is 
currently consolidating the 
R&D IT environment from 
 sites to seven new R&D 
IT hubs in key locations 
around the world.  
Why are you doing it?

In the beginning, the idea 
behind the migration was 
to improve security and to 
create bett er IT synergies 
across the organization. 
But we have realized that 
such projects can also save 
a lot of money. We hope to 
reduce IT costs by  per-
cent per R&D user by creat-
ing one hub in Canada, one 
in Germany, one in China, 
and four in Sweden. All 
the IT R&D sites, including 
some Industrial Production 
Units and Global Compe-
tence Center sites, will 
be consolidated into the 
seven hubs by , with an 
expected cost reduction of 
SEK  million annually. 
Will there be any redundan-
cies?

Not for R&D. In fact, it will 
allow more people to work 
for R&D because by imple-
menting this centralized 
IT infrastructure, people 
can hook up to the network 
from their PCs wherever 
they are and without wait-
ing for us to set up a local IT 
structure. 
how will staff  benefi t from 
this project?

By consolidating our 
IT sites, we can invest in 
newer and bett er technol-
ogy. We also aim to have 
a smoother-running IT 
environment with more 
capacity and availability 
benefi ting the individual 
R&D user.    
■ Torunn Tangen-Hansen
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 SEND US YOUR SUGGESTIONS!   Is there something you want to tell us about? E-mail: sofia.falk@citat.se

HoW tHE NEW 
paCKaGING Is tEstED: 

1. The material (cor-
rugated cardboard) is 

exposed to temperatures of 
C and  percent humid-
ity for  hours.  

2. Two base stations 
are stacked on top 

of each other in the new 
packaging, and the pack-
age is dropped repeatedly 

onto a concrete fl oor from a 
height of cm.   

3. A packed base sta-
tion is vibrated on a 

table for four hours.    

4. A packed base sta-
tion is placed on a 

cart and driven at a speed of 
km per hour straight into 
a wall. 

hello… 
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Telepresence ger en känsla 
av att  vara på samma plats 
som kollegorna på andra 
sidan jordklotet.

  NEW Tool�wEricsson now has one 
common recruitment tool, eJob, which 
means that all job ads, applications 
and candidates’ cVs are handled in one 
global system. At the same time, the 
internal and external career portals 
have been revamped. 

For internal job seekers, the most 
visible change is the improved search 
functionality and the possibility to 
view and search jobs at Ericsson 
globally. Candidates can also upload 
their personal profi les and let the 
system feed them with matching job 

opportunities. The internal career 
portal has also been renamed search 
Jobs (previously called Job site).    

Check out the new career sites at: Internal.
ericsson.com/page/hub_inside/employee/
search_jobs/index.jsp

new book about ericsson
 “Changing the World” 
tells the story of lars 
Magnus Ericsson and 
his successors and has 
now hit the bookstores. 
The accounts are based 
on hundreds of inter-
views with key people 
inside and outside both 
Ericsson and the tele-
com industry, as well as 
in-depth research.

  NEW Book�wThe book 
is written by Swedish 
authors Svenolof Karls-
son and Anders Lugn 
and examines the many 
factors that helped Lars 
Magnus Ericsson and 
his company as it grew 

from a small shed in 
Stockholm in 1876 to its 
position today as a world 
leader in telecom.

The book has been 
funded by Ericsson but 
is not an offi  cial history, 
and the comments and 
conclusions are those of 
the authors. 

Henry Sténson, Se-
nior Vice President and 
head Group Function 
Communications, says: 

“Telecommunications 
is increasing in impor-
tance in the development 
of a sustainable and 
prosperous society. We 
felt that a book about 
the history of telecom-

munications and Erics-
son’s part in it would be 
interesting 
and relevant. 
While it is 
an account 
of Erics-
son’s work 
and was 
commis-
sioned 
by us, it 
is also 
impor-
tant to 
note that we have given 
full independence to the 
authors. This book is 
their account and makes 
for great reading.”

Both the Swedish 

edition and the English-
language version are 

available for 
purchase 
before 
Christ-
mas. It is 
up to each 
market unit 
to handle 
employee 
purchases.

In Sweden, 
employees 
may order 

the book from Brandon, 
Ericsson’s preferred 
supplier of promotional 
merchandise at a price of 
seK 150 per book.
■ John Ambrose

Flu preparations in place
Ericsson is closely 
monitoring the H1N1 fl u 
pandemic and following 
World Health organiza-
tion (WHo) recommen-
dations. There are no 
current company travel 
restrictions related to 
the pandemic.

  HEAlTH�w“We have 
established crisis man-
agement teams for each 
country at market unit 
(mU) level, and a Group 
level task force to moni-
tor the development of 
the H1N1 virus and pro-
vide information,” says 
John McKay, director 
for Health and Safety at 
Group Function hR & 
Organization.

In accordance with 
Ericsson’s global Busi-
ness Continuity Man-
agement (BCm) frame-
work, every manager is 
in charge of ensuring 
that proper business 

continuity is in place for 
operations within their 
area of responsibility. 
Business and market 
units must guarantee 
that Ericsson operations 
are prepared to properly 

implement the BCm 
policies to handle any 
situation – including a 
pandemic fl u – which 
threatens to disrupt 
critical operations.

“Although some mUs 
have progressed further 
in terms of information 
availability and plan-
ning than others, the 
company as a whole is 
well ahead with its busi-
ness continuity plans,” 
McKay says.

According to McKay, 
Ericsson is following the 
precautions and recom-
mendations on a coun-
try-to-country basis, 
and will not get involved 
with vaccinations.
■ Julie De Angelis

Good hand hygiene decreases the risk of virus transmis-
sion.
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6.6
comScore indicates that 
russia has the most 
engaged social media 
audience in the world 
with visitors spending 
6.6 hours and viewing 
1,0 pages per visitor 
per month.

search surge
  INTErNET�wThere were 
more than  billion 
search-
es 
carried 
out using internet search 
engines during July . 
That is up  percent on 
the same month last year. 
Google takes the No. spot, 
with . billion searches 
in July, giving it a market 
share of . percent. Most 
searches, regardless of 
search engine, are done by 
Europeans.

Source: Comscore
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Global RECRuItmENt tool IN plaCE

ericsson compo-
nents in veteran 
computer 
  rETro�wThe world’s oldest 
complete computer, built 
in , is to be restored to 
working order at Bletchley 
Park National Codes Cen-
tre in the UK. The computer, 
which has memory compo-
nents made by Ericsson, 
was in operation between 
 and  at the Atomic 
Energy Reseach Establish-
ment in Oxfordshire and, 
later Wolverhampton and 
Staff ordshire Technical 
College. That makes it the 
longest-serving computer 
in the UK. 

Source: NyTeknik
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How do you and your 
 colleagues normally 
get information about 
Ericsson’s strategy?  

▶ Felicia laing, opera-
tional Excellence manager, 
Malaysia

 I normally 
get this 
information 
from my 
manager (the 

head of GSDC Malaysia) in 
the regular management 
team meetings, or from 
one of our quarterly 
meetings. The information 
is also available on the 
intranet. This year I 
received this information 
from my head of GSDC 
Malaysia immediately 
aft er he returned from the 
GMC.

▶ lamia Bouzari, account 
manager, Morocco

I’m still new 
at Ericsson, 
and not re-
ally familiar 
with the GMC 

yet. But I get the informa-
tion through weekly meet-
ings with my manager or 
through the all-employee 
meetings that take place 
every quarter.

▶ Peter Hemmingsen, Hr, 
Egypt

I believe 
the best 
way to learn 
more about 
Ericsson’s 

strategy is through our 
intranet, and articles on 
this topic also give you a 
bett er understanding of 
our way forward. I have 
already att ended several 
meetings where the key 
messages from the GMC 
were presented and 
discussed.  
■ Jenz Nilsson

Benny Iguchi-Eppstein 
is Ericsson’s program 
manager for the Millen-
nium Villages Project 
(MVP). His job requires 
constant travel to diff er-
ent countries. He says 
that the use of Erics-
son’s core technology 
for social, economic and 
environmental benefi ts 
is what most att racts him 
to his work. 
 

 06:00  I wake up and 
get ready for 

the long journey to the 
North Eastern Province 
of Kenya.

 07:00  Transportation 
arrives, picks up 

the team, and we move on 
to Garissa, where the Unit-
ed Nations Development 
Programme (Undp)/mVp 
local offi  ces are located.  

 11.00  Upon arrival, we 
have a brief meet-

ing with the local team 
leader and the ICt coor-
dinator and then contin-
ue the journey to the Dertu 
Millennium Village.

 13.00  We pass by our re-
peater site, check-

ing on the workers’ prog-
ress. A repeater works like 
an amplifi er in a digital 
network.

 14:00  Finally, we arrive 
at the village and 

meet with the local chief 
and village elders. To sup-
port local health workers, 
clinics and schools, we 
supply them with some 
sIm cards, Sony Ericsson 
phones and Ericsson fi xed 
wireless terminals. 

 15:00  We visit a few clin-
ics and the village 

school, checking that the 
operator settings are con-
fi gured properly. For ex-
ample, we make sure the 

emergency toll free num-
ber and the free sms service 
for various applications are 
functioning properly. 

 16:30  The team passes 
by Ericsson’s e-

site – a radio site powered 
by wind and solar energy – 
to ensure that work is pro-
gressing and that our vac-
cination fridge, powered by 
the radio base station, is still 
supplying the local village 
with snake bite, cholera and 
malaria vaccinations.   

 17:30  We head back 
to the hotel in 

 Garissa.

 20:00  We arrive at the 
hotel.

 20:45  I take a quick 
shower and have 

dinner at the hotel. 

 21:30  We cross the road 
to the only bar 

in Garissa for a couple of 
chilled local beers. 

 22:30  I am back in my 
room. 

Good night! 
■ As told to Carmen López-Clavero

onE DAY WITh BEnnY IGUChI-EPPsTEIn

This is Benny Iguchi-eppstein 

City      Countryside
Books      Morning paper
Evenings at home      Evenings out
Individual sports      Team sports
Culture       sport

Title:   Program Manager, 
Millennium Villages Project  
Years at Ericsson:   5
Family:   Married, with two 
children, Mika, 6, and Aki, .    
Hobbies:   Playing guitar, 
music and hiking. 

    Benny prefers:






Benny Iguchi-Eppstein spends almost all his days traveling to meet colleagues and 
people connected to the Millennium Village Project.

Long days traveling 
in rural Africa 

Västra Afrika

Indonesien
Sydamerika

Afrika

Ryssland
Asien

Centralamerika

Framifrån

"Lite mer än snett från vänster och mer ovanifrån"

Bakifrån

Snett framifrån

Från vänster

Isometrisk

Snett bakifrån

Europa

Snett från vänster

 gArISSA ,
 kENYA 



As part of the Millennium Villages  ▶
Project, Ericsson, in partnership with 
Columbia University’s Earth Institute, 
is bringing mobile connectivity to 
more than 500,000 people in 11 African 
 countries. 

mIllENNIum VIllaGEs
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Västra Afrika

Indonesien
Sydamerika

Afrika

Ryssland
Asien

Centralamerika

Framifrån

"Lite mer än snett från vänster och mer ovanifrån"

Bakifrån

Snett framifrån

Från vänster

Isometrisk

Snett bakifrån

Europa

Snett från vänster
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 Dialog – a “child” of the 1960s 
  lookINg BACk�wWhen Ericsson and the Swedish PTT 
Televerket developed the new Dialog phone in the early 
1960s, the aim was to create a modern phone with a sturdy 
design, and one that would not break if dropped on the 
floor. The casing and handset were made of thermoplastic 
so the new phone could be produced in many colors: white, 
grey and black. The task of designing the Dialog went 
to architects Ahlgren-Olsson-Silow (AOS), who were to 
ensure that the handset matched the size of a human face 
and was as light as possible. This model also had a built-in 
handle so it could easily be moved to another location in 
the home. You could also adjust the volume of the ringtone 
on the bottom of the phone. Thanks to its design, all 
components could easily be mounted or replaced, which 
helped speed up production. The case was attached with a 
single screw. The Dialog became very popular, and in 1969, 
it was introduced as a standard phone for Televerket’s 
network, which meant it was the model that subscribers 
were given when they signed up for a new subscription or 
moved to a new address.
          Source: www.ericssonhistory.com

 

coMpeTe And WIn A prIZe

“Marconi invented the radio and that is ... the reason we are 
here today”carl-henric svanberg commenting on the merger with Marconi in  .

  CoNTEST�wHow care-
fully do you read 
Contact? The an-
swers to the three 
questions below can 
be found in this issue 
of the magazine. 

1. When was 
shanghai Erics-

son Electronics Co., ltd. 
established ?  

2. What percent of 
a base station’s 

total package cost repre-
sents shipping costs?   

3. What product re-
cently passed the 

 production-mark 
at Ericsson’s factory in 
Katrineholm, sweden ?   

Write your answer 
aft er each question, 
put “competition” in the 
subject fi eld and send 
your answers to contact.
comments@ericsson.com 
no later than november 
1. The winner will receive 
a luxury Ericsson racing 
Team beach towel. If more 
than one person answers 
all the questions correctly, 
the name of the winner 
will be drawn from a hat. 

The winner of the last 
competition was Zsolt 
szalai in hungary.

Answers to last month’s 
quiz:
1. 20 years
2. Machine-to-Machine
. 199

Twingly finds 
your news
  INTErNET�wTwingly fi nds 
the news you want. You cre-
ate your 
own news 
channels 
and the in-
ternet fi lter tracks 
down everything writt en 
about your chosen topics in 
news articles, blogs, tweets 
and so on. It then presents 
the results on your person-
alized web page on Twingly.
com, in real time. You don’t 
fi nd the news, the news 
fi nds you. A beta version 
of Twingly was released on 
October .

Source: Micco.se
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... million articles are now 
available on the free 
encyclopedia Wikipedia. 
of these articles,  
percent are in languages 
other than English. 

Source: Wikipedia.org

the news you want. You cre-

and the in-
ternet fi lter tracks 

pauli takes 
phone-throw 
throne  
  CoNTEST�wPauli Kosunen 
won this year’s world cham-
pionship in mobile 
phone throwing in 
Savonlinna, Fin-
land. His winning 
throw measured 
. m. Suvi 
Torikka won 
the women’s 
competition 
with .m in 
this unusual contest that 
was fi rst held in . 
The phones used for the 
championship are do-
nated by local retailers and 
collected aft erwards to 
comply with environmental 
regulations. 

Source: NyTeknik

won this year’s world cham-
pionship in mobile 
phone throwing in 

land. His winning 

What was happening 
this time…
… 25 years ago
   �w In the uK, Bt embarked on a program of 
modernizing and expanding its network. Three 
international contenders were in the fi nal run-
ning for a tender. Ericsson (in the name of tel, 
a cooperation with UK-based Thorn Electrical 
Industries) won the contract – a two year deal 
with an estimated value of gBp 120 million, cov-
ering 100,000 lines of aXe in the fi rst year and a 
minimum of 300,000 in the second. 

… 10 years ago
   �wericsson acquired Us operator Qual-
comm’s infrastructure division. Strategic 
cooperation was established with Microsoft 
and Juniper. The fi rst mobile phone with an 
epOC operating system was introduced. In 
July, Sven-Christer Nilsson stepped down as 
president and CeO.

… 5 years ago
   �wIn Sri Lanka, Ericsson was awarded the 
contract for the major portion of national opera-
tor Dialog Telekom’s gsm network expansion 
and introduced edge into the network.
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The largest operator in India and the world’s third-largest  ▶
single-market operator
Profi t in 200: UsD .4 billion ▶
number of subscribers: 105 million ▶
subscriber growth in 200-2009: 50 percent ▶
In 200, the Wall street Journal named the company  ▶
India’s most innovative company. 

FaCts bHaRtI aIRtEl

”

It’s critical for us that 
service deliveries work.
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 Bharti Airtel is one of Ericsson’s most 
important customers. And because 
it is the largest single-market oper-
ator in India – with an investment 

budget of up to US 2.7 billion for 2009 
and 2010 – its annual visit to Ericsson’s 
headquarters is not only a courtesy call but 
areas for improvement and possible future 
projects are also discussed.  

Within the next few months, Bharti will 
be one among many private operators in In-
dia to receive a coveted 3G license, bringing 
new opportunities for growth as well as some  
challenges. Ericsson supplies two-thirds of 
Bharti’s network and therefore plays an im-
portant role in helping Bharti fi nd eff ective 
ways of supplying 2G technology – which is 
continuing to grow at a fast pace in India – 
while introducing 3G at the same time.

“It’s important to sit down for a couple of 
days, talk about the past year and discuss 
things from a one-to-three-year perspective 
during our meeting with Ericsson manage-
ment,” Bindal says. “The discussions are 
about how we can ensure that we’re opti-
mally positioned to benefi t from the pos-
sibilities of 3G in a market that is constantly 

changing and, which in coming times, will 
be even more competitive.” 

Bharti is the world’s third-largest single-
market operator and India’s biggest opera-
tor with 105 million of the country’s 479 
million subscribers, a fi gure that is quickly 
growing. In the country’s sparsely popu-
lated areas, the emphasis is on getting good 
coverage for voice calls, while subscribers 
in highly-populated areas are demanding 
more capacity for mobile services, such as 
downloading music, fi lm and B2B. More 
services are expected to take off  with 3G.

Bindal says: “3G will revolutionize India in 
the same way that mobile telephony has. 
New customer segments are appearing, and 
we need to fi nd ways of supplying value-
added services to the customer in a profi t-
able way. Our partnership with Ericsson is 
entering a new phase. 

“We need to understand the end users 
and their need to benefi t from the possibili-
ties of data communication, online shop-
ping and entertainment more than before, 
while at the same time focusing on keeping 
the customers we already have.” 

As the enormous Indian market devel-

ops, many telecom companies want to be 
part of the action. In the near future, 13 
or 14 new players are expected to try and 
gain a foothold in the country’s harshly 
competitive market.

The major managed services contract with 
Bharti that Ericsson won in 2004 will soon 
be renegotiated, and Ericsson can expect 
more players to compete for that order. 
Earlier this year, Bharti’s CeO Sunil Mit-
tal outlined several improvement areas he 
would like to see for managed services and 
for the operator’s relationship with Erics-
son. Bindal also confi rms that improve-
ments need to be continually reviewed.

“It’s critical for us that service deliveries 
work across the board, that we feel con-
fi dent in handling them and that it is an 
issue that we always have up for discus-
sion,” he says. “It’s particularly important 
for our users in rural areas that the service 
deliveries are comprehensive. But we have 
a strong partnership with Ericsson and a 
good relationship, which we’re defi nitely 
going to continue to develop.”
■ Lena Widegren

“3g will 
revolutionize India”
How can Ericsson support Bharti Airtel in its 3G transformation 
and what improvements does the operator want to see within 
services? Atul Bindal, head of Bharti’s mobile services off ering, 
was at Ericsson’s headquarters in Stockholm for a yearly meet-
ing and Contact Magazine sat down and talked with him.

THE INTErVIEW: ATUL BINDAL

15
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Ericsson aims to infl uence the 
world around us in a clearer way 
and to become a driving force in 
improving society. Behdad Banian 
is responsible for making sure that 
Ericsson’s new brand strategy 
becomes reality.
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The increasingly intelligent societies of 

the future will be driven almost entirely 

by services within voice, broadband and 

multimedia. The world economy is expected 

to triple by 2050, while global carbon-dioxide 

emissions are to be reduced by 50 percent.  

This presents a huge opportunity for Ericsson 

to get involved and to in� uence events. But 

it also requires a new way of thinking – a new 

brand strategy.

A new voice
“What is happening at Ericsson right 
now is something big. With a new 
brand strategy, Ericsson will no 
longer simply adapt to the condi-
tions created by the market and 
society. Ericsson will now be clearer 
in its ambitions and try to infl uence 
– and improve – the world around us.     

 

The new strategy includes the 
statement: “innovating to 
empower people, business 
and society in order to shape 

lives and shape worlds.” This implies 
a whole new role for Ericsson, where 
the company to a much bigger extent 
sees the possibilities that its solutions 
create. The company is going to be 

a leader in changing the telecoms 
industry and improving society, 
together with its customers, partners 
and vendors. Also, Ericsson will be 
involved in in� uencing major political 
issues – such as sustainability, energy, 
security and education. 

This, in turn, requires Ericsson and 
its employees to think through what 
the company can do for the customer. 
Ericsson employees must talk more 
about what the company’s solutions 
can do for the world that the customer 
is actually living in.

Vital to success here is that every 
single employee becomes an ambas-
sador for the brand, according to 

■ ■ ■ ■ ■

▶
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Behdad Banian, director brand 
management.

“We’re defi nitely not going to de-
viate from our technical leadership. 
That is one of our central strengths. 
We’ll keep this strength and become 
even better. 

“Also we will more clearly put for-
ward our unique strength in profes-
sional services. We will become even 
better at talking about the customer’s 
market and reality and explaning what 
our customers can use our solutions for 
and the result that it creates. The rest 
of the world will see Ericsson as a more 
dynamic, perhaps slightly younger, 
company with a stronger pulse.” 

The main aim of the new strategy is to 
earn more money from the core busi-
ness, while at the same time leading the 
company’s business through change, 
renovation and long-term growth. 

“We need to become much more 

aware of the world outside,” Banian 
says. “This means we’ll continue to 
concentrate on the operators, but we 
will also show them a broader world 
view in terms of our solutions and how 
they shape every part of people’s daily 
lives. And in the future, we could also 
have new types of customers.”

ericsson will be clearer in explaining 
what it does, summed up in the fi rst 
few words of the new brand idea: “in-
novating to empower people, business 
and society.” But, and perhaps even 
more importantly, it will show the 
eff ects of Ericsson’s work to the rest 
of the world – illustrated by the phrase 
“shaping lives and shaping worlds.” 
Banian says that the foundation of the 
new brand strategy is built on Erics-
son’s core values: “professionalism,” 
“respect” and “perseverance.”

Visually, employees and the outside 
world will see an Ericsson that is more 

colorful, emotional and open, accord-
ing to Banian. The company has a new 
version of its logo and on September 
14, the introduction to the changes 
began for all Ericsson employees. 

So why is this being done now?
The time is precisely right, says Ba-

nian. In the last 10 years, penetration 
for voice has increased enormously, 
and today more than 4 billion people 
use voice services. But until very re-
cently, these services have mainly been 
accessible only to the wealthier parts 
of the world. 

“We’ve been driving the develop-
ment towards all people having access 
to, and the opportunity for, communi-
cation – and within a couple of years, 
everyone on earth will have that op-
portunity,” Banian says.

At the same time, broadband has really 
taken off  – both in terms of quality and 
number of users. Today, there are more 

▶

“The rest of the world will see Ericsson as a more 
dynamic, perhaps slightly younger, company with 
a stronger pulse” Behdad Banian

More variation – Ericsson’s new brand consists of more colors and more tones. Also, the language is more daring. The company is simply 
becoming more dynamic, says Behdad Banian.

did you 
know ... 
... that if a word 
that was origi-
nally a brand 
has become so 
colloquial that 
it can no longer 
be regarded as 
enjoying brand 
protection, 
you say that 
the brand has 
“genericized.” A 
court oft en has 
to rule whether 
a brand has 
genericized.
Source: Wikipedia

    

BRAND NEW

CO509.indd   18 09-10-14   10.15.43



19

than 400 million broadband users; by 
2013 the gsm Association predicts that 
more than 2 billion people will have 
access to broadband, and 80 percent 
of these connections are expected to 
be over mobile broadband using hspa 
and lte technologies.

“This means we’re extremely well posi-
tioned, not just on the technical side,” 
Banian says. “Few others can measure 
up to us within professional services 
and multimedia, and this gives us an 
important springboard.”

In addition, Ericsson’s competitors 
are going through tough times, while 
operators are under pressure from 
conditions in the market. Meanwhile 

Ericsson has managed to maintain its 
market leadership through this eco-
nomic crisis. 

Banian says that what Ericsson is ac-
tually doing is building a nerve system 
for society – more and more of what 
people do every day is connected to 
an information and communication 
infrastructure. 

“This is when it starts getting really 
interesting,” he says. “Now that we 
have voice and broadband services in 
place, there are endless possibilities 
for us to have influence.”

According to Banian, all employees are 
facing a cultural change; they need to 
understand their responsibility and 

become ambassadors for the new 
brand.

On the other hand, the company 
cannot implement a new brand strat-
egy in one quick step.

“This doesn’t work like some ‘big 
bang’ theory,” Banian says. “The 
strategy places demands on all of us, 
and the implementation will be done 
over a couple of years. Such a change 
requires time, and we’re building the 
brand from the inside, which means 
that our focus will be on our employ-
ees. It’s down to us to implement this 
change together.”

In many units, employees have already 
begun noticing the new strategy.

Göran Klang is line 
manager at Access Tech-
nologies at Ericsson Re-
search. He says that em-
ployees at the unit have 
received information 
about the new brand and 
held workshops to discuss what the 
strategy means. But more importantly, 
he says, he has noticed a change in at-
titude, not just by the other functions 
with which he has close cooperation, ▶

Göran Klang

“I ensure ThAT The BrAnd sTrATegy Is puT InTo prAcTIce”
Doris Sdogati is head of Communi-
cation at Market Unit South East 
Europe and one of the brand drivers 
within Ericsson.

What does a brand driver do?
My assignment is to prepare and 

plan the tactics for the implementa-
tion of the brand strategy in our 
region, in close cooperation with the 
global brand team and the head of our 
market unit, Cesare Avenia.

That means I have to ensure that the 
brand strategy is put into practice. At 
this initial stage, a lot of my work has 
to do with sharing information with all 
other parts of our organization so that 
everyone is on board and engaged. 
It’s like making sure everything is in 

place before we set off on an exciting 
journey. But it is also about being a 
role model and a brand ambassador 
for my unit. 

What plans do you have as a brand 
driver?

The planning focuses on laying the 
ground for 2010 now. We aim to make 
a positive impression and draw every 
employee’s attention to the brand 
strategy. We are looking at several 
activities to complement the global 
launch and give every employee a 
chance to participate in and gain a 
better understanding of the brand 
strategy. We will have internal unit 
brand drivers to create discussion on 
the brand and the strategy – everyone 

needs to know the brand and be on 
board. 

What will the brand strategy mean 
for individual employees?

It means a new way of thinking. We 
want to drive change from within, 
focusing on making all our employees 
true brand ambassadors who carry 
the strategy forward. That is why our 
employees are the primary focus in 
the initial phase. For the strategy to 
work, everyone needs to be involved. 
Therefore, we want everyone to feel 
part of the strategy and brand and to 
get involved – and we will be looking 
for the ‘early believers’ among our 
employees – those who best live and 
promote the new Ericsson brand. 

Doris Sdogati

ERICssoN’s NEW bRaND – tHE staRt oF tHE JouRNEY
June 2009: ▶  Implementing the brand strategy be-
gan at the gmc, when it was communicated to the 
organization’s top managers.
September 2009: ▶  The launch took place with tools 
and support functions presented to the entire  
company.

All new messages ▶  and visual material will now be 
used to highlight the new brand.
November 2009: ▶  Ericsson’s new website (ericsson.
com) will be launched.
February 2010:  ▶ The change will be fully noticeable 
at the Mobile World Congress in Barcelona.

Read all about the new brand strategy here: http://brandportal.internal.ericsson.com/brandportal

“We’ve been driving the development towards all 

people having access to, and the opportunity for, 

communication”           Behdad Banian
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such as product management, but by 
the entire company. 

“There is a new openness in the 
company,” Klang says. “First, I’ve 
noticed that we’re getting better at 
realizing the importance of what we’re 
doing, and how we’re contributing to 
society on a global scale. I also sense a 
stronger desire within the company to 
adopt the culture of innovation that we 
in the unit have always stood for – in 
terms of creating new business pos-
sibilities that are sustainable and that 
improve people’s daily lives.” 

Klang says that this is particularly 
important for a unit that is based on 
innovative strength and that has regu-
lar contact with customers, politicians 
and academics. The unit is dependent 
on Ericsson’s brand in terms of how it 
is regarded externally – whether it is 
seen as being trustworthy, innovative 
and a technical leader. 

At Ericsson Research, the em-
ployees will, in the short term, 
notice an even stronger focus on cus-
tomer requirements and on developing 
new solutions for increased sustain-
ability and life quality. A detailed dis-

cussion will also be started about why 
the new brand strategy is so important 
– for the company and the unit.

In the long term, there will be more 
regular contact with the customer, 
Ericsson’s product management, de-
velopment units and the managed 
services organization. This is so that 
knowledge about the consumer, sus-
tainability and the rest of the com-
pany’s operations will reach deeper 
into the unit’s projects.

Klang sees some challenges in this 
respect.

“I believe that the understanding of 
a brand generally can be quite low, 
even when it comes to what a brand 
strategy implies,” he says. “You have 
to create an understanding of it for it 
to stick. But on the other hand, it isn’t 
nuclear physics – it’s about common 
sense, about thinking how we want 
to be regarded and about actively 
representing our values. But it places 
demands on the employees.” 

Klang says he believes that this is 
where the success lies; that through 
Ericsson’s innovation and culture, 
every employee can maintain and ex-
pand customers’ trust and belief that 
Ericsson is a technological leader – not 
just within mobile infrastructure but 
also within professional services and 
multimedia. The customers will see 
that Ericsson is best when it comes to 
supplying cost-eff ective solutions for 
their business – and their situation. 

or as ericsson’s President and CeO 
Carl-Henric Svanberg puts it when 
he is talking about the new brand: 
“We’ve begun a journey that every 
individual employee will be a part of 
every day. We’re a company that essen-
tially changes and improves lives. That 
is why everyone within the company 
must understand the brand strategy. 
And if you do, I think that you’ll feel 
great pride in what we do.” 
■ Text: Staff an J Thorsell  Photo: Stefan Borgius

“We’ve begun a journey that every individual 

employee will be a part of every day”           carl-henric svanberg

WHat DoEs a 
stRoNG bRaND 
mEaN to You?

Muhammad Maulana, 
opex and service 
delivery controller, 
Indonesia  
For me a strong brand 

means a good image, that every-
body knows and trusts the prod-
uct or service, but also that when 
people look to buy a product or 
service they will ask for the brand 
and not only the product. In short, 
a strong brand is the advantage 
or value added in relation to the 
brand strategy. 

Christian Babonich, 
customer project 
manager, Austria
In my opinion a 
strong brand stands 

for quality, performance and inno-
vation. That people are willing to 
pay an appropriate price for these 
characteristics. This leads to satis-
fi ed consumers and customers 
and a positive att itude towards 
the brand.

Fida kibbi, head 
of Communication, 
United Arab 
Emirates
A strong brand 

means knowing who we are as a 
company and what we stand for, 
and using that knowledge at every 
internal and external opportunity 
to represent our values. For me, 
the secret of a strong brand is 
to act simultaneously, internally 
and externally, to deliver what we 
promise when communicating 
internally with our colleagues and 
externally with our customers. 

New fonts and 
new color scales 
are part of 
the new brand 
platform.

▶

BRAND NEW
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> > >  A brand expert ´s opinion  > > >  

Göran Klang, line manager at Ericsson Research thinks 
that employees’ understanding of a brand generally can 
be quite low. But also adds: “it’s about common sense, 
about thinking of how we want to be regarded.”
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Branding is not just something that 
happens at events or in advertising; it 
is what represents your company. The 
key is to be aware of the company’s 
reputation, says Lisa Fortini-Campbell, 
branding expert at Kellogg School of 
Management, Northwestern University, 
outside Chicago, US.

BRAND NEW
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”be prepared for  
uncomfortable questions”
Imagine you woke up one morning 
as a world-famous superstar. You 
would no longer be just you. You 
would also inevitably be a brand. 
Now everything you do will be 
monitored and judged. How would 
you act? 

Whether you are a famous 
rock star or a well-known 
global company this 
works the same. There 

will always be opinions about your 
brand and the directions you choose 
for it.  

Lisa Fortini-Campbell is a lecturer 
and branding expert at the Kellogg 
School of Management, Northwestern 
University, outside Chicago, US. She 
has a strong opinion about the best 
way to understand a brand.

“To really meet a company and its 
brand there’s only one true way: be a 
customer,” Fortini-Campbell says.

she ought to know. In addition to her 
academic work, Fortini-Campbell has 
her own consulting practice, where she 
is involved with customer-centered 
marketing and developing popular 
executive education programs. She is 
also the author of the book “Hitting the 
Sweet Spot: How Consumer Insights 
Can Inspire Better Marketing and Ad-
vertising.” She therefore has several 
years of experience on the subject.

Fortini-Campbell quotes from Mo-
ments of Truth, written in 1985 by the 
then president of Scandinavian Air-
lines (sas), Jan Carlzon, who defined 
the way brands are formed: “Anytime 
a customer comes into contact with 
any aspect of a business, however re-
mote, is an opportunity to form an 
impression.” 

According to Fortini-Campbell, this 
still applies. 

“Companies that do this well are 
mostly companies in the service busi-
ness,” she says. “They have constant 
interaction with the customers. It also 
works well for retail companies that 
sell something that has a physical com-
ponent, such as furniture. 

“The classic example of a company 
that works everyday with its brand is 
Disney. At its theme parks, the staff 
members are trained to always be alert. 
If a child drops his ice cream cone, a 
staff member will be there immediately 
to give him a new one, for free.”

By paying that extra attention to 
their customers, both sas and Dis-
ney achieve trust. Methods such as 
greeting the customers in a friendly 
and professional way, something that 
seems obvious, add the credibility that 
is needed to survive and expand. Car-
lzon was one of the early adopters of 
this approach. 

But what about non-service compa-
nies, such as technology or manufac-
turing businesses? How do they avoid 
missing out on customer contact and 
losing credibility as a consequence?

Fortini-Campbell stresses the im-
portance of finding ways to reach 
out.

“Generally, companies in technol-
ogy businesses are very committed 
to their research and manufacturing, 
but we see that the risk of eroding the 
brand is bigger here simply due to the 
lack of direct contact with the custom-
ers,” she says. “For a brand to survive, 
every employee must ask themselves: 
‘Did I live up to the brand today?’ every 
now and then.

“Branding is not just something that 
happens at events or in advertising; it’s 
how you represent your company.”

The key word is awareness – 

 particularly awareness of the com-
pany’s own reputation.

“Companies are generally aware 
of the brand they think they’ve cre-
ated,” Fortini-Campbell says. “When 
they think branding, they think of 
things they’ve done deliberately: 
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1. Disney Theme Parks – The 
goal is to create “memories 

that last a lifetime” and Disney does 
this by turning the negative experi-
ences of a theme-park vacation, such 
as standing in lines, into positive ones. 

2. Google – The web giant has 
resisted the temptation to 

make its interface the “star of the 
show” and does nothing that inter-
feres with the user’s ability to get the 
most relevant search results as fast 
as possible. 

3. Singapore Airlines – This air-
line has placed extraordinary 

emphasis on excellence in customer 
service, both in the air and on the 
ground, so that customers feel they 
are personally attended to.    

4. Lexus – In marketing its 
luxury brand, Toyota focuses 

on the total automobile ownership 
experience and places a great deal 
of emphasis on sales and customer 
service.

5. Zara – This clothing chain puts 
resources into supply chain 

management so that it can design and 
manufacture in response to cus-
tomer purchase patterns, delivering 
new designs much quicker than any 
competitor.

suCCEssFul bRaNDs
Lisa Fortini-Campbell picks five  ▶

global brands with winning strategies

CO509.indd   23 09-10-14   10.15.56



24

 presentations, positioning and 
statements. But they think less of 
the real brand, the one that is in the 
minds of people. That is the challenge 
of branding.”

According to Fortini-Campbell, 
when it comes to rebranding a global 
company there have been too many 
examples of management missing 
the core issue: ‘What do we want to 
achieve?’

“First, rebranding takes self-exami-
nation and an understanding of what 
the world wants from you,” she says. 
“Second, it requires the ability to trans-
late that vision into reality. And third, 
every employee needs to be aware of 
the implications of rebranding. The 
process takes strong leadership and 
immense discipline.”

Having employees participating in 
the branding work can help measure 
the strengths and weaknesses within 

a company. Managed correctly, staff  
involvement can be a valuable asset, 
Fortini-Campbell points out. 

“Staff  at all levels should be allowed 
some kind of input, but the manage-
ment must then be prepared for and 
willing to answer uncomfortable ques-
tions,” she says.

As an example of less fortunate ways 
to proceed, Fortini-Campbell says 
one mistake is when employees are 
encouraged to share their opinions 
about the brand and the management 
is then not clear in communicating 
which road they have decided to take. 
In other words, if management makes 
a decision that is not in line with em-
ployees’ suggestions without clearly 
explaining why these suggestions have 
been discarded, the employees may 
feel neglected.

“If the management decides not to 
consider these opinions, they should 

at least give the employees a rational 
explanation,” Fortini-Campbell says. 
“We’ve seen that this is especially 
important at technology companies. 
Their employees are generally very 
sharp, independent thinkers who 
must be rewarded – at least with an 
explanation.”

external threats to a brand iden-
tity include a failure to move with 
the times. As the market changes, a 
company has to do the same, Fortini-
Campbell says. 

“Statements such as: ‘But this brand 
has been the same for 100 years, we 
can’t change now’ are not excuses. As 
the demands of the fi eld grow, you have 
to grow with them,” she says.

“Flexibility is something to strive 
for. Allow the brand to move forward. 
Your brand might one day have some-
thing more to its identity than was 
fi rst planned. 

“Take Budweiser, for example. They 
know they don’t make the best beer in 
the world, but their brand has come to 
stand for events, socializing and fun. 
That makes Bud a positive brand in 
people’s minds.”

Fortini-Campbell stresses that it is 
important to stay close to the custom-
ers and never overrate the product or 
technique.

“If Ericsson loves operators more 
than the actual radio waves, there will 
be no problems,” she says.
■ Text: Sofi a Falk  Photo: gett y Images

“If Ericsson loves operators more than the actual 

radio waves, there will be no problems”           Lisa Fortini-campbell

did you 
know ... 
... that Sony 
Ericsson is 
number  on 
the Millward 
Brown Opti-
mor’s Brandz 
Top  – 
Most Valuable 
Brands  
(measured by 
their value in 
US dollars).

Lisa Fortini-Campbell’s offi  ce is full of brand related literature.

Coca-Cola  ▶
IBM ▶
Microsoft  ▶
 General Electric ▶
Nokia ▶

Toyota ▶
Intel ▶
McDonald’s ▶
Disney ▶
Google ▶

The world’s top 10 
brands in 2008

Source: The BusinessWeek/Interbrand
Read more: Interbrand.com

▶

BRAND NEW
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“This is an important 
step for ericsson”

 David Christopher, CMO 
Mobility and Consumer 

Markets, AT&T.

Between 2004 and 2006, AT&T  
experienced a journey with its 
brand similar to the one that  
Ericsson has recently begun.  
David Christopher, CMo Mobility 
and Consumer Markets, AT&T,  
gives his views on how you should 
implement and manage your  
brand. 

How did the transfer from Cingular 
to AT&T work in terms of the brand? 
What were the challenges and how did 
you deal with them?

The most important thing was 
to get everyone to adopt the brand 
internally. A brand will never be 
successful if you don’t place at least 
as much importance on establishing 
it internally as externally. How the 
brand is regarded and, actually, the 
entire road that a company takes 
externally, depends on how well the 
employees have adopted the brand. 
Internally, you should see the brand 
as a call-to-action, a plan for how 
the entire company will be driven 
forward and how to map out the 
needs required to succeed.

How do you get the employees on board? 
My conviction is that a brand 

strategy should be communicated 
from the top down, but lived from 
the bottom up – or from the bottom 
out. Internal communication is an 
important part of this, but it is still 
just one part of the overall work. 
The company must behave in line 
with the brand and that requires a 
lot. Many years ago, before Federal 
Express became FedEx, the brand 
was totally built on not arriving 
late. The company was based in 
Memphis, Tennessee, but it was well 
known that Federal Express had as 
much snow removal equipment as 
Chicago’s O’Hare Airport – one 
of the world’s busiest airports. It 
simply showed that the company 
really invested resources in being 
on time. This is a perfect example 
of how a company lives its brand in 
operational terms. 

What do you think your customers think 
of your new brand and how well do you 
think AT&T has succeeded with its 
targets regarding the new brand?

We are doing extremely well in de-
livering on our targets for the brand. 
Our vision is to connect people to 
their world, everywhere they live and 
work, and do it better than anyone 
else. Our successes with, for example, 
iPhone and U-verse TV, have shown 
that we’re doing that. On the other 
hand, a brand is a journey that never 
ends. The brand is the entire com-
pany and the company is constantly 
developing while you’re operating 
in the market. The brand is like the 
company’s dna.

What are the biggest challenges 
in today’s unstable, global 
climate in terms of companies 
and their branding work?

Delivering what the 
brand says. If you can’t 
do that, you face an 
enormous strategic 
risk. 

Ericsson is now estab-
lishing a new brand 
strategy, where it wants 
to show more clearly 
that it understands the 
customer’s situation and 
wants to influence the world 
around it. Is this a good direc-
tion at a well-chosen time?

It’s a very good direction 
to take right now. As a matter 
of fact, Ericsson has been living its 
new brand here with AT&T for over 
five years. They have partnered 
extensively with us on consumer 
market research and marketing 
support to understand our custom-
ers in the marketplace. We think 
that it’s enormously valuable that 
Ericsson wants to go further and 
longer and in the future sees its so-
lutions as more integrated with the 
customer’s world. This is definitely 
an important step for Ericsson. 
■ Text: Staffan J Thorsell   Photo: getty Images
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“Things now happen very 
quickly when we’re going 
to improve something 
because those of us who 
work here know that our 
views are taken seriously.”

Åsa hedin
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 The heads of the different sec-
tions in the delivery chain at the  
Ericsson factory in Katrine-
holm are standing in front 

of four whiteboards, going through 
risks, improvement opportunities and 
customer orders. There is an informal 
and quiet atmosphere as figures are 
rubbed off and new ones are written 
with whiteboard pens. It all looks al-
most strangely simple. 

On the factory floor, the change that 
Katrineholm has gone through is clear 
and it is obvious that the factory is 
now an important part of Ericsson’s 
delivery organization.  

Anders Persson, who is responsible 
for the operational excellence work 

at the factory in Katrine-
holm, says: “In 2005, we 
realized that we needed to 
change and modernize to 
be able to be a good as-
set to Ericsson in the fu-
ture.”  

And the site has succeded in chang-
ing. In June 2009, the employees in Ka-
trineholm celebrated the milestone of 
having sold 5,000 nodes for two Erics-
son solutions – Mobile Softswitch and 
Media Gateway for Mobile Networks, 
which make it possible to handle com-
munication between different devices 
and networks.  

And in 2008, the factory came 
second on the list of Sweden’s Lean 

Back on track
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ErICsson In KATrInEholM

▶

Five years ago, the factory in Katrineholm in 
central Sweden was running at a loss, sick  
leave was high and its future was uncertain. 
Today, things are completely different. Lead 
times have fallen from 14 days to 72 hours – 
and you cannot fail to notice the confidence  
in the air here. 

Anders 
Persson
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Forum – an organization that 
trains and promotes organizations in 
“maximizing their value.” This annual 
list contains organizations that think 
“lean,”and eliminate the waste of re-
sources, focus on their employees and 
constantly look for improvements.  

The run-through by the whiteboards 
is done every day and goes by sec-
tions – nodes, modules, materials and 
miscellaneous – and is split into four 
categories: safety, quality, deliveries 
and finances. The person responsible 
for each section is given time to high-
light any problems or risks, needs and 
targets. 

“In this way, everyone gets the same 
picture of the operations every day,” 
Persson says. 

He says that before, the world was 
moving quicker than briefings were 
being held. Now, they establish activ-
ity plans and brief each other every 
day. Every Monday, the employees are 
e-mailed a summary called “Monday 
morning news,” covering overall tar-
gets, planned activities for the coming 
week and any problems that must be 
solved.

“The entire operation must keep in 
step,” Persson says. “If the briefing 
isn’t done as often, there is a risk that 
problems will escalate and that the 
links in the production chain will be-

come less and less synchronized. We’ve 
been pioneers when it comes to run-
ning the operation, all the way between 
factory management and employees, 
from day to day, and we can handle 
staffing, cost and results much more 
effectively.”

And this is obvious on the factory 
floor. There is one catchword here: 
flow. In the area where nodes are put 
together, the various stations are ar-
ranged in straight lines, and on every 
station the different components are 
mounted in a standardized way of 
working and in synchronized time. 
Components and material are taken 
from the factory’s “supermarket,” 

where one person puts the material on 
shopping carts that are taken to every 
work station. The material is placed 
in the carts in the order that they will 
be mounted in the node.  

Hans Nilsson, the factory’s head of 
production for nodes, says: “We’ve also 
trained our employees so 
that they can work on all 
of the different stations. 
This makes us flexible 
when it comes to staff-
ing issues and makes the 
employees’ tasks more 
varied and interesting. 

“We’ve increased our flexibility 
more by manufacturing different sorts 
of nodes in the same production line 
because we know that many basic 
components are the same in differ-
ent products.”

right next to the production line – and 
not in some far-away office – employees 
in support functions and several man-
agers sit at their work stations. 

“This means we can solve any 
problems immediately,” Nilsson says. 
“And those who sit here can also carry 
out the jobs in the production line if 
 required.”  

Nilsson says that communication 
has been a decisive factor in reducing 
lead times. Having the management 
and support functions closer to the 
manufacturing reduces distances. This 
leads to shorter communication routes, 
which means that all information 

“ Instead of pushing out as many nodes as we guessed that we’d 

need, we now base the operations around the customer’s order”
hans nilsson

Hans Nilsson 
and Johanna 
Fridsén dur-
ing the daily 
briefing by the 
whiteboards.

▶

Hans Nilsson

FaCts about KatRINEHolm
The factory ▶  in Katrineholm manufac-
tures nodes and modules for systems 
and solutions within fixed and mobile 
networks, and for services and applica-
tions within multimedia. 
The losses ▶  around 2005 were largely 
the result of there being too many 
employees in proportion to what was 
produced. At that time, the factory had 
464 employees. In 2009, after consoli-
dating with the factory in Östersund, 
Katrineholm has about 500 employees, 
including consultants. 
The emphasis ▶  has constantly been on 

improving the ways of working, and to 
support this they hold seminars for all 
employees, as well as using material 
about company management, such as 
“The Toyota Way,” “The seven habits of 
highly Effective People” and “Good to 
Great.” 
The Katrineholm factory ▶  is a part of Er-
icsson’s supply. other units within the 
organization are in Borås, Kumla, Gävle, 
Kista, linköping (sweden), Jaipur (India), 
nanjing (China), sâo José dos Campos 
(Brazil), Marcianise (Italy) and Tallinn 
(Estonia).

▶
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“ Instead of pushing out as many nodes as we guessed that we’d 

need, we now base the operations around the customer’s order”
hans nilsson

> > >  Floor space has been reduced by two football fi elds   > > >  

Rabin Jaber is rolling 
out another node 
onto the loading 

platform.
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“All employees here have played a part in the effi  ciency 

work and that is the key to all of our success” Åsa hedin

reaches everyone much quicker.
And lead times have fallen. For 

standard products, the lead time has 
dropped from 14 days a couple of years 
ago to 72 hours today. Nilsson says 
that they changed their way of thinking 
to achieve today’s results; they went 
from what they call a “pushing” fl ow, 
where they built large inventories, to a 
“pulling” fl ow, which avoids stockpil-
ing and delays.

“so instead of pushing out as many 
nodes as we guessed that we’d need, 
we now base the operations around 
the customer’s order,” Nilsson says. 
“When we get the signal about an 
incoming order we “pull” out the 
products instead, which means that 
we don’t have products just sitting on 
the loading platform.” 

It is also about having standardized 
ways of working and fl exible employees 
with broader competence to create the 
condition for higher volumes, more 
variation and shorter lead times.

“And of course it’s about common 
sense,” Nilsson says.

One example of this, he explains, 
is how they use the fl oor space in 
Katrineholm. 

In December 2006, they were us-
ing 22,540sq m. In the same month in 
2008, they had reduced the need for 
space by about one-third – about the 
size of two football fi elds. At the same 
time, they have consolidated opera-
tions in Östersund to the premises in 
Katrineholm. So while the production 
has doubled, they have continued to re-
duce the fl oor space. In practice, this is 
particularly noticeable from one aspect 
– almost everything is on wheels. To 
save space, stations and components 
can be moved easily according to needs 
instead of having stations that are tem-
porarily empty. 

“space costs money,” Nilsson says. 
“And through our employees’ commit-
ment and desire to constantly change 
and improve, we’ve managed to reduce 
our need for fl oor space.” 

Åsa Hedin is one of the employees 
in Katrineholm. Her title is “water 
spider” – she keeps a check on all the 

material, make sure all 
components are in order  
and “runs around on top 
of the whole operation” 
to support those who pick 
up material from the “su-
permarket.” 

“All employees here have played a part 
in the effi  ciency work and that is the 
key to all of our success,” she says. 

Hedin explains that the entire 
 approach at Ericsson has changed in 
recent years. Those who work at the 
factory have been able to give their 
views to an increasingly large extent 
and the top management at the unit 
has listened. If that does not happen, 
she says, most people feel a certain op-
position to changes.

“Things now happen very quickly 
when we’re going to improve some-
thing because those of us who work 
here know that our views are taken 
seriously, and that in turn leads to us 
constantly and actively looking for 
change and improvement,” she says.
■ Text: Staff an J Thorsell  Photo: gunnar Ask

did you 
know ... 
…that the 
factory in 
Katrineholm 
was founded 
in , that 
it was the 
fi rst Ericsson 
factory outside 
Stockholm, and 
that it has been 
at its current 
address since 
?

Caisa-Stina Heribertsson and Carlos Andersson at one of the workstations in Katrineholm.

▶

Åsa Hedin
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perez, professor of Technology 
and socioeconomic Develop-
ment at Tallinn University of 
Technology in Estonia, says that 
by studying the patt erns of diff u-
sion of technological revolutions 
in the past 250 years, we can ex-
pect a new “Golden Age” of productive growth 
aft er the current economic crisis.

Perez stresses that the recession is not the 
result of an accidental fi nancial crisis, but rather 
a phenomenon that has happened before with 
every technological revolution.

“We are not living through a fi nancial crisis as 
much as through a structural shift ,” she says. 
“We are moving from one period to another 
marked by the collapse of a major fi nancial 
bubble, such as what happened in 1929. This 
happens because once the revolutionary new 
technologies –this time information technolo-
gies, the previous time the automobile, plastics 
and mass production – have diff used enough, 
they transform not only the economy, but also 
the way we live and work.”

Perez says that the sequence has been regu-
lar since the end of the 1th century. “We’ve seen 
this happen time and time again,” she says. “First, 
there is a period of what I call ‘installation.’ This 
period is led by fi nancial capital, and is char-
acterized by the concentration of investment 
in the new technologies, especially the new 
infrastructures, such as computers, telecoms 
and internet now; electricity, radio, automobiles 
and airplanes in the late 1920s. It is an unstable 
time with the accent on individual wealth and 
a breakdown of collective values, both social 
and economic. This happened in the roaring 
Twenties as much as in the 1990s and 2000s. 
Then, the bubbles burst.”

The burst is followed by a time of uncertainty, 
Perez says. “This is where we are at the moment. 
We are at a turning point where it is possible to 
begin to move towards more sustainable deploy-
ment and growth. This depends on reforms in 
fi nance to favor investment in production rather 
than in a sort of fi nancial casino. There are also 
changes in consumption patt erns which this time 
will probably have to involve policies that focus 
on environmentally sustainable growth.”

The road to the next ‘Golden Age’ 
Examining historical patterns, Professor Carlota Perez says 
that the way out of the economic crisis is to realize the po-
tential of full globalization, sustainability and information 
and communications technologies (ICT).

▶

cArLoTA pereZ
Name: Carlota Perez

Nationality: Venezuelan

lives: UK 

Hobbies: Bird-watching and dancing 

Book: Technological revolutions and 
Financial Capital. The Dynamics of Bubbles 
and Golden Ages.

Current positions: 

Visiting senior research Fellow at CFAP  ▶
(Centre for Financial Analysis and Policy), 
Judge Business school, Cambridge Univer-
sity, UK 

Professor of Technology and socio- ▶
economic Development at the Tallinn 
University of Technology in Estonia

honorary research Fellow at sPrU,  ▶
science and Technology Policy research, 
University of sussex, UK

Carlota 
Perez
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These periods can be easily recognized 
throughout history. The Victorian boom in the 
150s and 160s followed the railway Panic 
of 14. The Belle Époque, the period of peace 
and prosperity that began during the late 19th 
century and lasted until World War 1, followed 
the crashes of the 190s. The post-war “Golden 
Age” followed the Wall street Crash of 1929 
(but only aft er the Great Depression and World 
War 2). The length and depth of the recession 
aft er the major collapse depend on how eff ec-
tive government policies are in creating the 
conditions for the growth of production and 
employment.

In such a transition, the control of invest-
ment in the economy shifts from financial 
capital to production capital. Perez explains: 
“Financial capital is very fl exible and mobile and 
has a short-term focus. This is very good for 
moving money around fast, for leaving behind 
the dinosaurs and experimenting with young 
entrepreneurs and new technologies in free 
markets. But it is not good for carrying growth 
and expansion aft er those technologies are 
widely available. 

“Production capital is much bett er for that. 
The leaders of the companies that provide 
the goods and services in the economy need 
to think about investing in expansion and in 
technology for the long-term and to take their 

decisions without the stock market demanding 
quick profi ts.”

Perez says that we must work to shift  the fo-
cus from fi nancial capital to production capital 
to achieve the next “Golden Age.” To do this, we 
must harness the power of three movements: 
globalization, sustainability and IcT.

she explains: “These three movements are in-
terconnected. Internet access provided by the 
ICT community is the social and geographical 
frontier of the global market. Full globalization 
is only possible through sustainable produc-
tion and consumption patt erns, and ICTs are the 
main enabling instruments of sustainability.”
With this, Perez says we will move into the 
second half of this historical patt ern, where 
we can realize the full economic and social po-
tential installed during the technological boom. 
however, at this period, it is important to have 
the help of the state at both local and national 
government levels.

“The state – the local and national govern-
ments – is needed to create the conditions for 
reaping the full benefi ts of ICT,“ Perez says. “This 
means that it is of crucial importance to have 
low-cost internet access for everybody. Get-
ting everyone connected is really key to mak-
ing this new ‘Golden Age’ a reality. If everybody 
has access to the exchange of information, this 

creates the most gigantic space for market ac-
tion – all sorts of companies can grow on the 
basis of this.”

 “It is important to realize that lifestyles may 
have to change radically. We would need several 
planets if the populations of China, India and 
russia were to adopt the consumerist mode 
of life that has been typical up to now. The ac-
cent will have to move to health, entertainment, 
information, the creative industries and other 
elements of the quality of life that are more 
intangible and based on the power of ICT and 
on human relations. Products will have to be 
durable, beautiful and of very high quality.” 

And she adds: “nowadays, you get an ap-
pliance, and you have to replace it every few 
years – the time is even shorter for smaller 
devices such as electronics. Products should 
be so valued that we wouldn’t want to throw 
them away. otherwise there won’t be enough 
natural resources for us all. 

For Perez, it is up to us to make the next 
“Golden Age” possible. “The technological 
stage is set today for the global ‘Golden Age’ 
of the 21st century,” she says. “now, we must 
make it happen.”
■ Text: Christine luby  Illustration: Ebba Berggren

“Getting everyone connected is key to 
making this new ‘Golden Age’ a reality”

carlota perez

▶

Footnote: Carlota Perez was one of the external speakers at 
this year’s GMC (Global Management Conference).
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Sweden, 1934
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Sigrid Sommar was a 
typist and stenographer 
at Ericsson between 
 and . 
In the s, typists at 
Ericsson earned SEK 
 per month, which 
was reduced to SEK  
following the Kreuger 
Crash in . Almost 
everyone at the com-
pany had their wages 
cut during this economic 
crisis. This picture was 
taken in February , 
and it was Sommar’s 
last day at work. Her 
desk is adorned with 
fl owers, in honor of her 
fi nal day.
Photo: www.ericssonhistory.com
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Point to Point
Communication  Communication  

Actress Jennifer An-
iston and Formula  
driver Michael Schu-
macher were born in 
this year.

History
Which year? 

LM Ericsson intro-
duced its first push-
button telephone 
this year.

Concorde made its 
maiden flight on 
March  this year.

In Roman numerals, 
this year is written 
as MCMLXIX.

Astronaut Neil Arm-
strong took a giant 
leap for mankind 
on the moon in this 
year.

Subject  / Points 5  points 4  points 3  points 2  points 1  points

Instructions: Read the subject category and question. Start with the fi ve-point question and continue to the right until you have an answer. When 
you have gone through all six categories and guessed a year for the picture below, calculate your total score and compare it with the maximum tally, which is .

This fictitious hero 
made his first ap-
pearance in  in a 
short story.

Culture
Which action hero?  

The first film about 
him premiered in 
London on October 
, .

Since then,  films 
have been made 
about this man.

In the latest film 
featuring this man, 
he uses a Sony Eric-
sson C phone.

The character is also 
called  and has a 
“Licence to Kill.”

Ericsson began do-
ing business in this 
country in  
when it was still a 
Dutch colony.

Geography
Which country? 

The Barisan moun-
tains are on this 
country’s largest is-
land, which lies on 
the equator.

The world’s most pop-
ulous Muslim state; 
 million of its 
. million people 
identify with Islam. 

Its islands are pop-
ular tourist desti-
nations, several of 
which were hit by a 
tsunami in .

This republic con-
sists of more than 
, islands. The 
capital, Jakarta, is 
situated on Java.

He was born on May 
,  in Saginaw, 
Michigan, US.

Music
Which musician? 

He has recorded 
more than  top- 
hits and has won  
Grammy awards.

In , he sang and 
played together with 
Andrea Bocelli on 
his Amore album.

His real name is 
Stevland Hardaway 
Morris.  

In , this blind 
singer released the 
single, “I Just Called 
to Say I Love You.”

This material can ap-
pear in several vari-
ants, such as no-
volac.

Chemistry
Which material? 

The material is pro-
duced from phenol 
and formaldehyde.

It is named after its 
inventor LH Baeke-
land, who patented 
the material in .

It can withstand very 
high temperatures 
and was previous-
ly used for handles 
on pans.

The DBH  tele-
phone was produced 
from this materi-
al for more than  
years.

A modern version 
was invented by Ni-
colas-Jacques Conté 
in .

Communication
Which object? 

Cedar is tradition-
ally the best type of 
wood for this object.

This object is used 
by writers, archi-
tects and carpen-
ters.

Its grades of hard-
ness are determined 
on a scale from 
B (softest) to H 
(hardest).

Often has an eraser 
on the top, which is 
appreciated by those 
who do crossword 
and Sudoku puzzles.

Which year?
 points for the right year
 points for the year +/-  year
 points for the year +/-  years
 points for the year +/-  years 
 point for the year +/-  years 

TURN THE PAGE FOR 
THE RIGHT ANSWER.

History: . Culture: James bond. geography: Indo-
nesia. Music: stevie Wonder. Chemistry: bakelite. Com-
munication: pencil. Picture: , Ericsson’s former 
headquarter at telefonplan in stockholm. 
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