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New Sweden: A Royal Tour

The celebrations of the “Year
of New Sweden” in the United
States got off to a flying start with
the royal tour in April when the
Swedish king and queen toured 14
American cities. Seminars, exhi-
bitions and cultutral events will
continue throughout the year.

The year 1988 marks the 350th
anniversary of the first Swedish
settlement in what has since be-
come Delaware, Pennsylvania
and New Jersey.

In 1638, two ships. the Kalmar
Nyckel (Key of Kalmar) and Fo-
gel Grip (Griffin Bird), landed in
today’s Wilmington, Del., where
the settlers formed the New Swe-
den colony.

When the Lenape Indians in
1642 met with the first Swedish
governor, Johan Printz, all 400

pounds of him, they immediately
nicknamed him Wallocksheah, or
Big Belly, and thereafter they got
along quite well.

But New Sweden did not last
for very long. It was just 15 years
before the Dutch conquered the
only Swedish colony on the
American continent.

The Swedes stayed on, though,
and many more arrived. Today
some four million Americans
claim Swedish ancestry, and many
Swedes were instrumental in
founding the United States. John
Morton of Pennsylvania signed
the Declaration of Independence,
and John Hanson of Maryland
presided over the Continental
Congress in 1781 and 1782.

President Ronald Reagan, who
has officially proclaimed 1988 as

King Carl XVI Gustaf and Queen Silvia at Ericsson headquar-

ters in Richardson, Texas, with Gunnar Eriksson, Director of

Development and Services, Network Systems.

the Year of New Sweden, met
with the Swedish royal couple at
the White House in April when
King Carl XVI Gustaf and Queen
Silvia started their 17-day tour of
the United States.

The Swedish influx in the Unit-
ed States did not stop with New
Sweden. More than one million
Swedes arrived in the United

Continued on page 4

MD 110 Network
For Phoenix, Ariz.

Ericsson has been awarded a
contract to provide the city of
Phoenix, Arizona, with an
MD110 intelligent Network, inte-
grated voice/data system. The
$7.6 million contract is the largest
ever received by Ericsson’s Com-
munications Systems division in
the U.S. The system will serve
over 8,000 municipal employees
and will be wired to accommodate
over 10,000 lines. The system will
consist of 40 LIMs at 20 locations,

Features to be provided include
telemanagement, broadband net-
working, voice mail and automa-
tic call distribution.

An important MD110 order has
also been received from the West
German airline Lufthansa. This
will be one of the largest digital
private telephone systems in West
Germany with its 5,500 exten-
sions.

A New 4X4 Channel Switch Matrix

Two years after it unveiled the
laboratory development of the
world’s first 8x 8 channel integrat-
ed optical switch, Ericsson has an-
nounced another new develop-
ment that brings the prospect of
commercially practical and viable
optical switching networks one
step nearer.

The company’s researchers in
Stockholm have successfully de-
veloped a new integrated optical
switching device that can be
interfaced directly to standard
single-mode optical fibers.

This polarization independence
is claimed by Ericsson to be an-
other world first, and represents a
significant advance on earlier
switching matrices.

Another interesting feature of
the new switch is that it can be
used as a non-blocking point-to-
point switch. The switch architec-
ture also means that it can be used

as a broadcast switch, with one in-
put channel able to broadcast to
all outputs.

The device, demonstrated as a
laboratory version by Ericsson, is

a 4x4 channel switch matrix, im-
plemented in lithium niobate and
operating at the telecom industry
standard wavelength of 1.3 mi-
crometers. The optical signals are
switched entirely in the optical
domain, with electronic signals
controlling the switching.

The new device uses a com-
pletely different switching mecha-
nism from the switch matrix unve-
iled by Ericsson two vears ago, al-
though that, too, was implement-
ed in lithium niobate.

The optical switch technique it
uses can be electronically tuned so
that high performance can be
achieved with lower fabrication
tolerances. This, coupled with an
extremely low crosstalk between
channels of less than —35dB
(optical), augurs well for the de-
velopment of more complex pho-
tonic switching networks.
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Senior Vice President Magnus Lemmel with officials of the Saudi
Ministry of Telecommunications.

$ 90 Million Saudi Expansion

Saudi Arabia has awarded
Ericsson an order worth approxi-
mately USD 90 million to supply
the kingdom with switching and
transmission equipment as well as
buildings. The order also includes
expansion of telecommunications
operations and maintainance cen-
ter equipment.

The order will expand on the
existing Saudi telephone network,
which was purchased in 1977 and
at the time was the largest order
in telecommunications history.

Ericsson has been a major part-
ner in the creation of the king-
dom’s telecommunications net-
work over a period of close to a
quarter of a century. At the
height of the oil boom in 1977, the
Saudi government awarded a con-
tract for expansion of its automat-
ic telephone network to an
international consortium compri-
sing Ericsson, N.V. Philips and
Bell Canada. The total -value of
the contract was estimated at
USD 3.1 billion.

Ericsson and Philips provided
equipment and installation, while
Bell Canada provided manage-
ment and maintenance training.
The project was designed to mo-
dernize the Saudi Arabian tele-
phone system and to add 470,000
new automatic switch lines.

The current phase of expansion
draws primarily on the Ericsson
AXE system, which is used in
many different types of applica-
tions throughout the Gulf in gene-
ral and Saudi Arabia in particular.
The unusual flexibility of the
AXE makes it ideally suited to
the kingdom’s needs for ordinary
local exchanges, metropolitan ex-
changes, rural remote switching
units, international exchanges,
combined local and trunk ex-
changes and tandem applications.

Magnus Lemmel, Ericsson Se-
nior Vice President for Corporate
Market Coordination, in a recent
visit to Riyadh. where he met with
government officials from the Mi-
nistry of Posts, Telegraphs and
Telecommunications, paid homa-
ge to the kingdom’s accomplish-
ments when he described it as one
of the world’s most advanced in
telecommunications technology.

Referring to the latest Ericsson
contract from the Saudis, Kjell

Continued on page 7

Fiber Optics
Divides Unit

The Board of Directors of
Ericsson Fiber Optics AB (EFO)
has determined that the activities
in EFO will be divided and will be
transferred to other companies
within Ericsson. All employees
will be offered continued employ-
ment, and changes will take place
as soon as feasible.

Since reorganization six months
ago, a number of factors have in-
fluenced the development for
EFO. Today, better possibilities
exist for the EFO products and
activities in other parts of the
Ericsson organization.

The most significant event in-
fluencing the decision was the sale
of EIS" Data Division to Nokia.
The data network activities of
EFO are a natural fit in the new
Business Area Business Commu-

nications, (EBC), and will be
transferred there.
The fiber splicing activities

within EFO will be transferred to
Ericsson Cables. Other products
within the network material area,
consisting primarily of deliveries
for Saudi Arabia, will be transfer-
red to Ericsson Network Engi-
neering AB (ENS).



Transcending Boundaries

Managing Information
And Telecom Technology

The following article, outli-
ning Ericsson’s business ap-
proach, is excerpted from a
speech given in Washington by
Chief Executive Officer Bjorn
Svedberg on “‘The Manage-
ment of Information and Tele-
com Technology.”

A European industrialist giving
a lecture in Washington on how to
manage information and telecom-
munications technology may seem
like a tortoise trying to teach a
rabbit how to win the race. The
more agile, active and homoge-
nous markets over here, the very
size of them and the fair climate
for innovation and business, all
this offers a great many advan-
tages over the Old World patc-
hwork of nation states.

On the other hand, different
conditions create different prob-
lems and advantages; and thus
foster their own, particular forms
of competence. And I am talking
about a business that transcends
all boundaries, a business where
cross-cultural aspects grow pro-
gressively more important. In
light of modern systems theory.
we can conclude that the more my
practical corporate experience
differs from that of my American
colleagues, the more information
I can transmit. (Since one of the
most clever definitions of in-
formation is that it's a difference
that makes a difference.

Not that Sweden can’t boast an
acceptable record. After all, it has
more telephones per capita than
any country in the world. And
after Norway, more cellular mo-
bile phones. In this field, the U.S.
and Japan have less than onetenth
of the Nordic density. Swedish te-
le tariffs rank among the lowest
anywhere. Furthermore, Sweden
stands out as one of the most hea-
vily computerized countries on
earth. Swedes have twice as many
computers per person as any
other Europeans.

Now, what cultural qualities
made Sweden, of all countries,
the cradle of so many internatio-
nal high-tech industries? I have
two favorite explanations; besides

We are tools.
The choice of
tools 1s a
strategic
decision for
management in
high-tech

companies.

the conventional references to the
Protestant heritage, with its ethics
of hard work and industriousness.

One is that Sweden in the early
19th century established a system
of schools for all, “*den svenska
folkskolan.” thus raising the gen-
eral level of education. Another is
the fact that our home market is
so small that Swedish industries
were virtually forced to go abroad
from the very start.

Thus, Lars Magnus Ericsson,
founder of the company [I'm
working for, set up shop in Stock-
holm in 1876, just three weeks
after Alexander Graham Bell got
his patent. He started Russian
subsidiaries in the nineties and did
business in the U.S. in 1904.

Well then, what’s the present
state of the art he pioneered, and
left for me and my colleagues to
manage?

First of all, it's rather mislead-
ing to talk about a “state”, it’s a

You must, however, always de-
velop by yourself your own key
capabilities.

Strategic cooperations must be
analyzed deeply. Such links may
block future arrangements that
could be more interesting.

At times strategic cooperation
without ownership links is the
only way to cooperate. One rea-
son could be national pride or
regulations that prohibit foreign
ownership.

With this background, the in-
formation industry needs mana-
gers who conduct orchestras rat-
her than lead armies. And they
must be able to play in concert
with bands other than their own.
Not even the giant transnationals
can afford to go forth alone any
longer. Mergers, structural re-
groupings, license agreements,
cooperative deals etc. have be-
come commonplace events. The
industry is evolving into a global

flowing process, and a dizzyingly
swift one at that.

For the last few decades, in-
formation technology has devel-
oped explosively.

Its progress is hard to under-
stand and handle, even for highly
qualified teams of professionals,
Moreover, its exponential curve
of growth is expected to go on ac-
celerating for no one knows how
long. It is highly likely that the pe-
riod of really fundamental change
is ahead of us.

How do we manage technology
and how do we plan to meet the
challenges created by the accele-
rating speed of change?

The quick changes of product
generation, new design tech-
niques and new technologies re-
quire more retraining of people
during their work life than before.

Managing technology means
dealing with the productivity of
people. This demands continuous
learning and education.

The width of the field, the in-
vestments and the risks lead to
strategic cooperations or rela-
tions.

We will see this increasing. A
spider’'s web of links that will
change the industrial structure.

Chief Executive Officer Bjorn Svedberg

web of mutual give-and-take nev-
er seen before. It represents a
new level of transnational inte-
gration.

In a world of constant change,
no set of data will serve you for
the rest of your life. Whether we
like it or not, the new technolo-
gies have turned us all into life-
long learners. Continual retrain-
ing has become indispensable.

Ericsson has responded to this
both by working more closely
with universities, and by estab-
lishing departments for continual
retraining within the company.
We have had to take the responsi-
bility for many activities that so-
ciety previously used to cater for.

To avoid the Peter’s Principle
trap that makes brilhant engineers
become lousy administrators for
reasons of hierarchy, we have also
established alternative  career
paths for technicians.

One of my junior colleagues re-
cently remarked that there is now
a generation gap between his 20-
year-old age group and school-
children he knows. Parents are

‘often taught the new skills by

their children. There is also a dis-
tinct generation gap between
younger and older executives.

- -

These trends open for new man-
agerial challenges. Managerial
work never ends.

Today, software productivity
lags far behind the progress in
hardware. Software is becoming
ever more complex, and usally
represents a much larger cost than
the hardware part. Parallel pro-
cessing and network solutions call
for new systems, standards. con-
versions and supervisory soft-
ware.,

Training and retraining will be
a key also in this area.

The projects are often very
large. This means that we have
developed management in project
organizations more than line
structures. Also emphasis is put

I do believe that many Swedish
industries in high tech have learn-
ed to be close to the market the
hard way. Volvo, ASEA and
Ericsson very early saw the small
size of the domestic market.

Getting involved in major tele-
communication projects in for-
eign countries requires more than
technology and standard market-
ing.

Large telecom projects require
a combination of long-term plan-
ning and patience on the one hand
and quick responsiveness on the
other.

One example is how Ericsson
came in as the second system sup-
plier in the U.K. It took us 13
years but when it happened we

The mformation industry needs
managers who conduct orchestras
rather than lead armies. And they
must be able to play in concert
with bands other than their own.

on generating profit conscious-
ness all the way down in groups of
thousands of people.

The choice of technology is no
longer a simple engineering or
purchasing matter. It affects all
functions and levels of manage-
ment. Not only the ways and
means, but the very structure and
styles. Lack of management in-
volvement and support of techno-
logical projects will almost cer-
tainly end in failures.

We must also learn better how
to manage creativity. This implies
more than an expanded R&D
budget and a relaxation of con-
trols. Management involvement
and thorough appraisal of con-
straints help to direct creativity
towards the relevant goals.

We are tools. The choice of
tools is a strategic decision for
management in high-tech compa-
nies.

The markets are gradually
adapting to this vigorous new
world of engineering, which of
course means they also are in flux.
So far, technology has been the
main force pushing things for-
ward. Now, the forces of the mar-
ket increasingly pull in their vari-
ous directions.

To plan for heavy expansions in
an accelerating technology devel-
opment and for almost unknown
customer requirements requires a
high level of flexibility and near-
ness to the marketplace.

expanded local production in a
very short time.

Locations for R/D should be
where you have a suitable cradle
of technology. Or where you can
see a leading market develop-
ment, such as for telecommunica-
tions now in the U.S.

Certainly the new market con-
ditions will require a quicker and
quicker response. We are organiz-
ing for this.

I opened my speech by compar-
ing Europe to a tortoise and the
U.S. to a rabbit. A growing num-
ber of Europeans realize that only
a unified Euromarket has the cri-
tical mass required to compete
successfully. But the road to that
goal is full of obstacles. Due to
national shortsightedness Europe
has already lost the worldwide
computer and space industries,

Almost by nature, the U.S.
manager of telecom is more alert
to market changes because of his
experience of a nonregulated
marketplace. This is normally also
more agressive in a positive way.

Let’s hope that the American
rabbit can teach the European
tortoise that it will make no real
progress unless it sticks its neck
out, even further out.

On the other hand, we Swedish
tortoises are known to be long-li-
ved. Maybe we can teach the rab-
bit something about the virtues of
flexibility and dedication.

STOCK QUOTATIONS
Stockholm
Stock Exchange NASDAQ
1988 SEK uUsD
Week of: HIGH LOW VOLUME HIGH LOW VOLUME
March 18 224 213 726,620 3TV 36V% 163,900
March 25 235 226 599 413 39% 3% 292,000
April 1 24] 226 294,600 4074 38% 340,600
April 8 254 236 308,548 41va 40% 442,100
April 15 249 222 827,103 41% 39% 236,200
April 22 232 228 179,994 39% 3814 139.400
April 29 241 226 294,600 41V I8k 223,000
May 6 246 235 188,000 41% 413% 83,600
May 13 241 235 241,500 4034 387 205,700




Ad Campaigns for MD 110 Reflect a Unified Image

The new advertising campaign
for the MD110 has been launch-
ed, and after thorough planning in
cooperation with field personnel,
the ads are ready to roll.

Plans include an international
“image-related” campaign, coor-
dinated out of Stockholm, comp-
lemented by national oriented
campaigns adapted to specific na-
tional requirements. Ads will be
appearing in the trade and busi-
ness press and are expected to
heighten support for the opera-
ting companies in their bid to atta-
in tough sales goals.

“With a limited advertising
budget and ambitious market
goals, we just could not go in the
same track as our competitors,”
says Nils Backman, Market Com-
munication Manager, the man be-
hind the international campaign.
“The MDI110 ads have to stand
out from the rest. That is why we
have chosen a very different angle
to create attention among our tar-
get group.”

Backman expounds on the phi-
losophy that has guided the
MD110  advertising  approach
“When you decide to increase
sales by 20 percent in a market
that is only growing by 5 to 7 per-
cent, you cannot achieve your tar-
get in your customer base: you
have to take market shares,” he
says.

For Backman, there is only one
way to make these prospects iden-
tify themselves to you, to make
them contact you, which is a much
faster and cheaper way than per-
sonal screening. And that is re-
sponse oriented media adverti-
sing.

The Sweden-generated interna-
tional campaign consists of three
advertisements based on unique
customer benefits for the MD110:
® |t handles both voice and data,

in systems of all sizes. And it is

already in operation at a large
number of installations.

If only all exchanges were expandable.

® |t offers networking possibili-
ties.

® [t offers complete flexibility
when it comes to expanding or
upgrading an existing system.

The American national-ori-
ented campaign, directed by Ro-
bert Kowynia, draws on research
findings from among U.S. em-
ployees representing Network,
Radio, Information Systems and
Corporate. “These people were
primary interfaces with our cus-
tomer and prospect base and rep-
resented sales, marketing and
technical services,” Kowynia said.

“The findings from research
were applied to advertising to
meet the needs of the divisions
and provide us with a flexible for-
mat to build our story while main-
taining continuity to enhance the
overall impact of the Ericsson
image.” he noted.

Much like the three unique
buying reasons. there were three
basic strategies behind the Ameri-
can campaign. First, to create a
unified image. then to emphasize
Ericsson’s commitment to North
America and, thirdly, to promote
Ericsson’s worldwide resources
and experience and to support the
objective to position Ericsson as a
major player and full line supplier

of telecommunication and in-

formation systems in North
America.
The international campaign’s

three ads will also communicate
the basic features as well as com-
mitment to the integrated Ser-
vices Digital Network (ISDN).
They also contain a corporate text
telling about Ericsson’s proven
success in public telecommunica-
tions, mobile/cellular radio and
private telecom.

The financial commitment to
the campaign is a key element in
its success. “All deals in business
are based on mutual interest, and
when there is a mutual interest, |
feel that both parties should pay
their share,” says Backman.

That explains why he has set up
two conditions for qualification
for the campaign: Each partici-
pant must set up a response hand-
ling system assuring prompt hand-
ling of all incoming leads and the
operating company. This must in-
clude the appointment of a local
campaign manager, to take re-
sponsibility for lead handling as
well as other practical matters.

“The other condition is accept-
ing media cost sharing. While
Business Area Business Commu-
nications pays all costs for the first

round of insertions. plus creation
and production costs, each opera-
ting company will pay costs for
media space for a second round of
insertions, which is about 70 per-
cent of the first round in number
of insertions.™

Speaking about the language
aspects of the ads, Gerd Neu-
mann, a key executive in the Ger-
man operations, said: “The copy
texts work out as well in German
as in English. Although market
conditions vary from country to
country, the major part of the
MD110 concept is universal.”

The campaign does not begin
and end with ads. Along with the
ads is a pamphlet specifically de-
signed for MD110 sales represen-
tatives. ““We believe that sales can

ads, the Backman team uses pho-
tographs of movie stars from the
forties and fifties, dramatic pho-
tos where the telephone plays a
leading role. The target group is
males between 45 and 64, and
these stars were their heroes
once. The attraction is increased
by the fact that the era of the for-
ties and fifties is in fashion these
days, as is evident from movie re-
runs, television and video.

“The target group is DP and
Telecom managers, MDs and top
management in companies that
realize a need to buy a communi-
cation system for voice and data,
Backman notes. ““By putting our-
selves in these people’s place. we
will be able to provide informa-
tion that will help them resolve

San Diego State University offers
avaluable lesson in PBX architecture.
With its Ericsson MDD,

SDSUwill save $3 million in 10 years.

be even more efficiently carried
out by having someone at the of-
fice filtering the leads and passing
on only the hot ones to the sales
representatives,’”’ Backman says.
“By doing so, you really get maxi-
mum payoff from your advertising
investment.”

The advertising campaign for
MD110 is the largest separate
sales promotion activity during
1988, he added.

To create the necessary atten-
tion to make prospects stop at the

On Display, From Rio to Singapore

With an exhibitors’ list of over
400 companies in the information
and communications technology
industries.  Communicasia/Info-
techasia will take place in Singa-
pore June 8—11.

The exhibition and conference,
the leading electronic communi-
cations show in Asia, will feature
a range of Ericsson products,
many of them being presented for
the first time in that part of the
world.

One of the newest additions to
the Ericsson range of mobile
phones to be launched at Commu-
nicasia is the Hotline combi. This
lightweight unit can be used either
as a permanent installation in a
vehicle or as a hand-held phone.
For vehicle use, a voice-activated,
hands-free unit is available.

Weighing a mere 2.7 kilos, the
Combi can be used on the NMT
450 mobile phone system. The
portable version has a battery
backup giving four hours’ use be-
tween charges. An optional batte-
ry giving up to 12 hours use is also
available.

In addition, the Combi has a
99-number autodial memory that
can store alphanumeric informa-
tion so that users can store names
and numbers and then access the
number via a fast name search.

Ake Lidstrom, project leader
for Communicasia said that the
range of Ericsson products at the
show will be part of an overall
presentation that covers all as-
pects of the group’s products and
systems for public and private
communication networks.

Among the exhibits will be a
new MD110 digital voice and data
switch. specifically tailored for
use in hotels: the DIALOG 2000
range of telephones: the Auto-
matic Call Distribution system for
smaller businesses; simultaneous
voice and data capabilities of the
MDI110 digital PBX; computeri-
zed management information sys-
tems for network development
and operation, and a cell voltage
equalizer, for use with both sealed
and vented cells.

-3 =

In line with the emergence of
Asia as a growing force in world
industrial and commercial affairs,
telecommunications are playing
an increasingly important role.

Ericsson’s link with the conti-
nent stretches back to the very
early days of telephone technolo-
gy. From that modest beginning.
It has become a major contributor
to communications progress in
Asia and the Pacific, helping
shape the networks and the ser-
vices that have played such a vital
role in national economic devel-
opment,

A continent away, in Rio de Ja-
neiro, Ericsson has participated in
*Americas Telecom.™

The Latin American exhibition
and forum, which took place May
16—21, featured exhibits from
Business Area Radio Communi-
cations and Business Area Public
Telecommunications. TIM, Erics-
son’s Mexican subsidiary, also
participated.

Among the products shown
were AXE, power supplies, mo-
bile communications and tele-
phones.

their problems and that would
lead them to look at Ericsson as a
qualified partner in business com-
munications matters.”

As for eventual results, Back-
man says that with the limitation
of the target group, a rather small
number of qualified leads is ex-
pected, developing into about 200
serious negotiations with new cus-
tomers.

Across the Atlantic, the U.S.
campaign employs an attention-
getting visual and a benefit-ori-

Continued on page 5

Telecom 'S7
Research Poll
Rates Ericsson

Research was conducted
during Telecom 87 regarding
the reputation and image of
the leading international tele-
communications companies.
Interviews were conducted
with 699 visitors who had re-
sponsibility for recommen-
ding, specifying or giving the
final word on purchases.

The market considered
AT&T, IBM, Siemens and
Ericsson as the current top
world-class manufacturers of
communications equipment.

When discussing the compa-
nies they expected to be the
most influential in ten years,
Ericsson was placed sixth on
the list after AT&T, IBM,
NEC, Siemens and Alcatel/
CIT Alcatel.




New Sweden: A Royal Tour in Texas

Continued from page 1
States in the late 19th and early
20th centuries, a quarter of Swe-
den’s total population.

Since then more than 200
Swedish companies have esta-
blished themselves in the United
States. While Alfa-Laval arrived
as early as 1885, most Swedish
companies did not begin opera-
tions here until after World War
II. Ericsson hasn't been here
more than eight years.

Ericsson has won four AXE
contracts so far. A breakthrough
could come with Nynex later this
year,

Ericsson arrived just in time for
the opening of the cellular phone
market.

The royal tour, of course. has

While visiting, the king told lo-
cal media that “Ericsson is a very
important company that shows
what we [Sweden] can do when it
comes to high tech.”

After the tour, Thomas said
that the king showed a genuine in-
terest in the technology and Erics-
son’s presence in Texas, adding
that the monarch was quite surpri-
sed to learn that more than 200
Swedes work there.

The king and queen, Count
Withelm  Wachtmeister,  the
Swedish ambassador to the Unit-
ed States, and other dignitaries
went on to shake hands with more
than 150 of Ericsson’s employees
in Richardson.

Thomas, who is the chairman
of the local Dallas New Sweden

At the Princeton University symposium, Kjell Sorme, VP, Tech-
nology, Ericsson Telecom speaks on Telecom speaks on Tele-
communications in the '90s. Sunnar Svala, center, of the Ameri-
can Society of Swedish Engineers, and Manfred Buchmayer,
right, head of Ericsson Radio in the U.S., also participated.

dominated the New Sweden agen-
da so far. Ericsson got its share of
the excitement April 22 when the
King and Queen visited the Erics-
son headquarters in Richardson,
Texas.

The couple toured the AXE
laboratories, guided by Peter
Thomas, President and CEO,
Ericsson, Inc. They later held a
press conference in the headquar-
ter’'s museum and attended an
outdoor reception.

committee, had prepared an ex-
tensive program for the royal cou-
ple’s one-day visit. The only night
the king and queen spent in Dal-
las, he had arranged for them to
visit a “‘Barbecue and Rodeo™ at
the nearby Mesquite Rodeo
Arena.

King Carl Gustaf in jeans and
Queen Silvia in the Stetson hat
she received earlier at Ericsson
truly enjoyed this exciting eve-

the U.S..

Delaware.

reasons for participation.

Ericsson Participation

During this year a number of Swedish activities will take place in
as 1988 has been proclaimed “*The New Sweden Year,”
marking the founding of the first Swedish colony 350 years ago in

All major Swedish companies are participating through the Fede-
ration of Swedish Industry (Industriférbundet), which is paying a
substantial share of the costs. This is financed by extra taxes levied
on member companies, including Ericsson. We are paying at total
sum of approximately | million SEK over three years.

In order to get as much return as possible, we have been active in
the planning committees in order to increase promotion of industrial
activities within the official program. Also, we have tried to get
Ericsson participation in the most important industrial and technolo-
gical activities, especially those that provide good publicity. We
have submitted articles and photos to joint publications and brochu-
res. Bjorn Svedberg has been a member of the project group "Swe-
den Works — industry in Transition.™

We have rejected activities requiring additional payments, such as
sponsorship and advertising. unless there have been very specific

Most of the preparations have been made in Stockholm, where
corporate Relations has coordinated Ericsson activities in coopera-
tion with Ericsson in Richardson, Texas, and in New York.

ning, which made front-page
headlines in the local newspapers.

One purpose of New Sweden
"88 is to increase the understand-
ing between the two nations in in-
dustry, technology, the arts and
education.

In order to do so, an extensive
seminar program has been sched-
uled.

The Swedish Academy of Engi-
neering Sciences has organized a
series of five seminars in conjunc-
tion with the royal tour.

In Washington, D.C., the the-
me was ‘“Cooperation in Science
and Technology for the Future,”
where Bjorn Svedberg, president
and CEO, Ericsson, lectured on
“Management of Information and
Telecommunication Techno-
logy.™

In Chicago, a week later, the
theme was slightly changed to
“Information and Communica-
tion Technology — Tools for the
Future.” This time Ericsson was
represented by Lars Ramgvist,
Executive Vice President.

Other themes were ‘‘Molecular
Biology — Potentials for the Fu-
ture,” in Princeton, N.J.; “The
Availability of Risk Capital,” in
New York City; and “Sweden
—Science and Technology for the
Future,” in Los Angeles.

John Meurling, Vice President,
Ericsson Telecom, spoke at an-
other seminar, one of more than
100 in a series called “‘Sweden
Works —Industry in Transition.”
It was hosted by the Center for
Telecommunications Manage-
ment in Dallas and the title was
“International Competition in
Telecommunication Products and
Services.”

In the same series of seminars,
Ericsson’s Orjan Mattsson, Gen-
eral manager, lectured on “Opto
Electronics Devices and Applica-
tions,” at the Massachusetts Insti-
tute of Technology (MIT) in
Cambrige, Mass.

Ericsson supplies  high-tech
products to the Swedish aviation
and space industry, and at the se-
minar it was noted that the new
multi-role combat aircraft JAS 39
Gripen is being equipped with an
entirely new computer concept by
Ericsson.

Other events under the New
Sweden umbrella include a num-
ber of exhibitions, from the Royal
Swedish Armory to “It's Swed-
ish,” an exhibition of Swedish in-
ventions, including the Ericsson
telephone receiver.

All in all, New Sweden 88,
sponsored in part by Swedish cor-
porations through the Swedish
Federation of Industries, is a
chance to enhance the Swedish
presence in both the past and pre-
sent United States.

And in a country with such tre-
mendous protectionist pressures
as the United States, because of
the enormous trade deficit, Erics-
son can point to the fact that the
company’s trade balance between
America and Sweden generates a
surplus for the United States.

Bjérn Anders Olsson is a
correspondent for affairsvirl-
den based in New York.

.

Customer Service Center, com-
puters and applications, Right,
Bernt Malmkvist, President of
EDS.

Circling the Globe With EDS

It may be the modest size of
Ericsson Data Service with its 530
employees, or its Stockholm loca-
tion in the shadow of other Erics-
son companies, or its singular po-
sition outside the business area
structure, but whatever the cause,
it’s a shame to hear this vital com-
pany described as “the best kept
secret in the corporation.”

Ericsson Data Service (EDS) is
small by corporate standards, but
manages one of Europe’s largest
computer centers and a data com-
munication network stretching
from Melbourne to Madrid to
Mexico City.

The “applications™ written and
supported by Ericsson Data are
the mind and memory of the cor-
poration, keeping track of every-
thing from the weight of micro-
components to the proper se-
quence of documentation for an
entire AXE installation.

Ericsson Data is the only pri-
vate company in Sweden allowed
to install and run its own tele-
phone network. EDS supplies the
telephone services for giant Erics-
son Telecom.

EDS rates impressively high in
number of installed MIPS (mil-
lions of instructions per second)
available. MIPS are an inexact
measure of processing capacity;
the amount of “real work™ done
depends on such factors as the ef-
ficiency of the programs used,
Nevertheless, computers and
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computer centers are often rated
in MIPS, inviting comparison.

The people at Ericsson Data
Services think that sufficient ca-
pacity and availability are better
ways to judge a computer center.
Your programs and systems re-
quire a certain amount of pro-
cessing power. As long as suffi-
cient capacity is guaranteed, addi-
tional MIPS are a wasted and ex-
pensive resource.

EDS has been working toward
this philosophy: the highest effi-
ciency and lowest unit cost should
be available from the computer
center that can best adapt its stor-
age and processing capacity to the
ebb and flow of customer require-
ments and business cycles.

Availability means that your
terminal works, that the network
is intact and that programs you
need are running when you want
them. The Customer Service Cen-
ter at EDS is now manned on a 24
hour basis and can monitor ma-
chines, systems and network from
the same central location. The
telephone number in Sweden,
+468-276 2700.

EDS started marketing Memo
internally a little more than 4
years ago and the ensuing period
has seen unparalleled growth.
Memo today serves more than
13,000  Ericsson users, and

through EDS’ subsidiary Scandi-
navian Info Link we anticipate the
interconnection of numerous cor-
porate Memo systems.

Leased lines to major manufacturing and development facilities.



Business Cordless Telephone

BCT, an Offshoot From Paging

In the town of Lund in southern
Sweden, a team of Dutchmen and
Swedes are busy working on the
new wireless telephone BCT.
Fundamentally, this telephone is
an offshoot from our paging sys-
tem; the letters BCT stand for
Business Cordless Telephones. A
network of strategically located
base stations on a company’s
premises or an exhibition hall will
enable those phoning to walk
about in the area while engaged in
a telephone conversation.

“Our customers are primarily
small and medium-sized compa-
nies that want ten to thirty porta-
ble units,” says Michael Kornby,
who has been on the project since
it started just over a year ago.
This means about 70 percent of all
companies.

On the other hand, there will
be no sales drive focusing on
households; the system is too ex-
pensive so far for individual users.
But it will be further developed
and expanded.

“We've secured a relatively
strong foothold in countries that
have shown a keen interest in our
system, says Kornby, adding that
ours is more sophisticated than

our competitors’ systems.

Concurrently with the Lund de-
velopment work, Dag Akerberg,
operating in Stockholm, is calling
on Telecommunications Adminis-
trations and CEPT, the European
PTT association, to obtain accep-
tance for our systems and permis-
sion to market it in different
countries.

Akerberg is a member of some
CEPT working parties, coopera-
ting with other representatives of
European Telecom Administra-
tions and private enterprises. ““At
a demonstration last fall, we
showed that our BCT version is a
well functioning one, which has
led to CEPT recommending a sys-
tem built on our technology,”
Kornby says.

“Let’s imagine a medium-sized
company with a local exchange.
Today, wires are run from the ex-
change to each extension — and in
the opposite direction, towards
the telecommunications network.

The BCT system means that
the exchange wires are run to a
central unit, from which lines are
extended to a number of base sta-
tions. A base station, in this case,
is about the size of a fire detector;

it may be mounted in a corridor,
for example, having a coverage of
20 to 30 meters. It’s estimated
that three or four base stations
will be capable of coping with
about 30 portable phones. Com-
munication is by radio, 900 MHz.

The normal broadcasting pro-
cedure is that of each call using its
own frequency, or a radio channel
(the FDMA, Frequency Division
Multiple Access) system. BCT
operates on only one frequency,
but those engaged in conversation
are allotted a “time slot” within
this frequency. A time slot recurs
at regular intervals; typically each
tenth millisecond. This is the
TDMA system.

The principle of TDMA, Time
Division Multiple Access, means
that a number of conversations
are allowed to go on simultaneo-
usly. If the base stations — and
those phoning — are properly dis-
tributed, the system should be ef-
ficient. But it would be overloa-
ded if all the portable phones
were kept going in some sort of a
cluster.

The BCT telephone will hardly
mean that today’s paging systems
go out of use; they will rather be a
supplement.

Ad Campaigns for MD 110
Reflect a Unified Image

Continued from page 3

ented headline based on U.S.
references. The body copy tells
the Ericsson story by division, by
product line, emphasizing cus-
tomer benefits while retaining the
theme line from previous cam-
paigns, “we're here when you
need us.” In some cases it has in-
cluded a *“call to action™ and free
offer of more information.

The media schedule for 1988 in-
cludes 10 publications, 9 trade
books and 1 general business
book, Business Week, for a total
of 113 insertions, generating over
36.4 million gross impressions in
national U.S. media.

According to Kowynia, the in-

formation collected will not only
be used for advertising but also
for collateral materials, internal
communications, trade shows,
press relations, investor relations,
community relations and special
events and promotions.

Summing up the marketing
communications campaign from
the U.S., Kowynia said “it was
designed to provide a cohesive
framework and a unifying sense of
direction to continue building our
awareness, enhancing our image
and creating a preference for reli-
able quality products, a full line
offering and responsive service
orientation.”

Teradyne
To Link 4TEL
And AXE System

Ericsson and Teradyne have
agreed to jointly develop an
interface of the Teradyne 4TEL
Automated Subscriber Line Test
System to the Ericsson AXE fam-
ily of digital switches. This
interface meets today's require-
ments and is designed to enhance
forward compatibility with future
generations of both 4TEL and the
AXE.

A field trial of the interface is
planned for the third quarter of
1989; commercial availability is

scheduled for the fourth quarter
of 1989.

Teradyne 4TEL automatically
performs nightly tests of subscrib-
er loops and executes a wide
range of on-demand tests and
computer-guided fault location
sequences. These tests provide
telephone companies with fast,
accurate information for main-
taining and controlling the quality
of outside plant equipment.

The 4TEL, with 28 million lines
under test, is a leading commer-
cial line test system. It is used ex-
tensively in independent tele-
phone companies in the United
States and in major telephone
networks in Canada, Europe, the
United Kingdom and the Far
East.

Tocksfors
Seat Heaters
For Porsche

Porsche has selected Erics-
son Cables’ subsidiary Tocks-
fors Verkstads AB as their
supplier for car seat heaters,
an order worth approximately
SEK 5 million annually, in the
first stage.

This news comes during the
same month as a major break-
through in the German market
when Opel decided to equip
more than 165,000 cars with
Tocksfors” seat heaters. The
Opel order is valued at SEK 20
million.

Porsche buys their car seats
from the well-known producer
Recaro which supplies most of
the luxury cars’ seats. The or-
der will be an important refer-
ence in the demanding luxury
car market. Técksfors now has
50 percent of the world market
for seat heaters.

Mobile Contract
From Tijuana

Ericsson Radio Systems has
been awarded a Cellular Mobile
Telephone System contract for Ti-
juana in Mexico at 6 million USD.

The order was signed with
TELMEX., the telecom adminis-
tration of Mexico and includes 1
AXE mobile telephone exchange
and 5 radio base stations and will
serve 3,000 subscribers.

Mexico is the 28th country to
choose Ericsson's mobile tele-
phone system, and the second
country in Latin America.
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Mohlin Retires After 40 Years

Arne Mohlin

Arne Mohlin, Executive
Vice President, retired from
Ericsson April 30, after a long
and versatile career spanning
close to 40 years,

Mr. Mohlin, a member of
the Corporate Executive Com-
mittee and of the Board of Di-
rectors of Telefonaktiebolaget
LM Ericsson, joined the com-
pany in 1949 in the Work Stu-
dy Department, shortly after
graduating from the Royal In-

stitute of Technology in Stock-
holm.

During his tenure at Erics-
son, he has been a key link in
the progression from electro-
mechanic to electronic sys-
tems, including production of
the AXE. He has been a dri-
ving force in the development
of equipment and in the train-
ing of personnel, guiding pro-
grams that prepared them for
the changing professional en-
vironment.

His  engineering  back-
ground, coupled with a flair
for management, endeared
Mr. Mohlin to the technicians
and others that came under his
charge, from his days as head
of the Transmission Factory to
his role as manager of Erics-
son’s main production facility.

Mr. Mohlin, who is current-
ly serving as Chairman of the
Swedish Standards Institution,
is a member of the Royal
Swedish Academy of Engi-
neering Sciences.

He will continue to serve as
a member of eight Ericsson
boards of directors.

Taking Over From Consultants

For many years the Swedish Di-
vision of Ericsson Network Engi-
neering has supplied and installed
tele-signalling networks in new
buildings.

Much of this work has been
done to specifications issued by
consultants working for the prin-
cipal. These networks have often
been a subcontracted part of the
electrical installation.

“This is not an ideal situation,”
says Jan Lofberg. General Man-
ager, Swedish Division. “The
specifications were not always up
to date or suited to our products.
A lot of re-engineering took
place. And being a subcontractor
to the electrical installer meant
our margins got squeezed.”

How could Ericsson take over
the role of the consultant? After
all, it usually has a much broader
technical knowledge of all the
various systems that make up an
in-house tele-signalling network
than most consultants. Therefore,
it should be able to produce a
better specification the first time
around. This should save the
client both time and money.

However, Ericsson doing the
“consultancy™ should not in any
way preclude us from supplying
the network,” Lofberg says.

“If we reach our goal we can
provide and get paid for the engi-
neering of the total network,” he
says. “We can also supply and in-
stall the network at good margins
as we have cut out the middle man
and have already had the cost of
preparing the offer paid for.”

*“The client can have any prod-
uct he wants, but we always pro-
pose Ericsson products as the first
choice,” “Products that Ericsson
knows best, that will add strength
to our installed base. In this way
we can include products EDS and

so on from the very beginning.”

A number of activities had to
be carried out to achieve this goal.

Obviously, Ericsson looked at
our present customer base first.
Those customers with whom it has
had a long business relationship
were its main target.

Special “key account™ type se-
minars and training programs
were divised for sales people, in-
stallation and service technicians
as well as seminars for clients.

The internal training programs
were aimed at becoming business
oriented and at identifying busi-
ness opportunities, making sure
that everybody in the whole orga-
nization participated in this pro-
cess. The programs also included
training in new technology, for
example data networks.

“Our existing customer base is
our most valuable asset,” Lofberg
says. “Some of our Swedish
branches are dependent on a few
major accounts. A special pack-
age of activities were designed
with this in mind.”

The program is now being used
at branches in Gothenburg and
Malmé. The aim is to strengthen
Ericssons position and to give it a
profile as “experts in new techno-
logy,” for example datacom net-
works.

Apart from special technical
and applications training, both
sales staff and technicians have at-
tended seminars in business ori-
ented subjects. Much attention
has also been given to the special
requirements in dealing with large
key accounts,

“All these efforts strengthen
the bond to our main customers,
who now should see us as an es-
sential partner for establishing
modern up to date tele and data
communications,” says Lofberg.



Siemens

Thriving on an Image
Of Aggressive Activity

Combine ASEA (before its
merger with Switzerland's Brown
Boveri), Electrolux and Ericsson,
and you will get a rough picture of
Siemens — Ericsson’s long-stand-
ing competitor and now also part-
ner within mobile telephony.

For the last two years, Ericsson
has been actively seeking to
strengthen its position on the
world’s telecommunications mar-
kets with a wider network of col-
laboration ventures. One of the
most recent in the line of partners
in collaboration is West Ger-
many’s Siemens, with vearly sales
of 180 billion SEK and 360,000
employees.

This article is one in a series
on Ericsson’s competitors and
partners.

Siemens is one of Europe’s
largest companies — “‘a bank”
that deals in electronics on the si-
de, according to some West Ger-
mans. Siemens is awash with
money, with between 60 and 70
billion SEK in its coffers. It has
long been considered rather undy-
namic in style.

But Karl Heinz Kaske, presi-
dent since 1981, is working to
change the group’s image. More
agressive activity in the world
market (which even Ericsson has
felt). investments in spectacular
research projects, and a series of
company acquisitions have all
played a part,

For many years and in many
markets around the world, Erics-
son has met Siemens as a competi-
tor for the sale of public telepho-
ny systems. Nowadays, Ericsson’s
AXE switch fights with Siemens
ESWD switch — a product that is
respected for its highly advanced
technology.

Especially exciting is the battle
in the U.S., where Ericsson and
Siemens. together with the Japa-
nese NEC, stand in the first rank
as suppliers after the two esta-
blished North American compa-
nies AT&T and Northern Tele-
com.

It is a fight with high stakes.
Both companies are investing bil-

Bridging communications.

lions to adapt their systems to the
American market. Both have re-
ceived several test orders. Both
hope to take up to 10 percent of
delivered public lines.

Despite this grinding competi-
tion in the U.S. and in other mar-
kets around the world, Ericsson
and Siemens have agreed to work
together. Together with, among
others, the French Matra, they
have formed a consortium to de-
velop and market the next genera-
tion mobile telephone system for
the European market.

Ericsson is alredy the world
leading developer and manu-
facturer of mobile telephone sys-
tems, thanks in large part to the
rapid development of the Nordic
network, NMT. Their total share
of the world market is estimated
at 40 percent.

Authorities and manufacturers
in West Germany were late out,
which meant that development
has dragged. Siemens has a long
way to go before it can boast
Ericsson’s experience and sales
volumes,

However, the enormous devel-
opment potential of mobile te-
lephony is evident everywhere. It
is, therefore, no accident that the
leading countries in the Common
Market intend to start a Pan-Eu-
ropean digital mobile telephone
network in 1991, with the expec-
tation that the network can really
take shape in 1992 and 1993 when
the Common Market’s far-reach-
ing project for one common mar-
ket for goods and services will be
completed.

Several different consortiums
will be competing for this market,
of which Siemens and Ericsson
count among the foremost. Erics-
son has already been active with
providing technical advice, which
was probably decisive in determi-
ning that the Pan-European net-
work will be narrow instead of
wide band.

With the enormous develop-
ment resources they have in com-
mon, Ericsson and Siemens have
excellent chances for delivering to
the Pan-European network in a
few years.

What does this giant of a colla-
borator and competitor look like,
anyway?

Both Ericsson and Siemens be-
long to the generation of compa-
nies that were born with the in-
dustrial revolution in their home
countries.

While Ericsson developed into
a telecommunications specialist,
Siemens has expanded into a
number of different business
areas so that the company today
can be most nearly compared to a
combined Ericsson, ASEA (now
fused with Brown Boveri) and
Electrolux. The three Swedish gi-
ants’ combined sales is still, how-
ever, not up to the level of Sie-
mens 180 billion SEK. Within the
Munich-based company, there is,
among others. a large business

area for medical technology and
another for car electronics.

Siemens has eight different
business areas, of which at least
two correspond to strategic main
activities for Ericsson: communi-
cations and data technology with
approximately 19 percent of total
sales, and telecommunications
with approximately 18 percent.

The largest sector is energy and
automation technology, which,
with its 24 percent of sales, com-
pares most closely to ASEA's
areas of activity. Siemens house-
hold products, which compete
with Electrolux, are in a company
jointly owned with Bosch.

Siemens communications and
data technology develop, manu-
facture and sell a quite complete
line of computers, as well as com-
munication systems for private
markets.

This is one of the fastest grow-
ing business areas within Siemens,
with a doubling of invoicing dur-
ing the 1980s to approximately 35
billion SEK today. Siemens is es-
pecially proud of its Hicom sys-
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A breakthrough in Chinese characters.

SEK. This area would have hardly
shown any growth for the fiscal
year 1986/87 (Siemens has a
broken fiscal year) if it were not
for the purchase of the American
GTE’s activities in Belgium, Italy
and Taiwan.

The year before, Siemens
bought 80 percent of GTE’s for-
eign holdings for 430 million USD
and thereby received an extra
sales volume of approximately a
half billion USD per year. The
purchase is part of Siemens strate-
gy of building a wider internatio-
nal base for its sales of public
switches,

This strategy has been in focus
during the whole of the 1980s, and
its background is that the large,

tem, the counterpart to Ericsson’s
MD110. According to Siemens
advertising, Hicom was one of the
first in the world with [SDN (Inte-
grated Service Digital Network),
the new integrated user possibili-
tise for speech and data.

Siemens invests large amounts
in the research and development
of data technology and participa-
tes in a number of spectacular
projects like the development of
superchips in competition with
the very successful Japanese. De-
velopment of this so-called Me-
gaproject takes place in the Com-
ponent Group a business area
similar to Ericsson’s unit of the
same name. In this group Siemens
manufactures circuits both for its
own use and for sale outside the
company.

The Telecomunications busi-
ness area has a sales volume of
about as much as Comunications
and Data Technology 35 billion

s

The HF 2301 Mini Fax machine

secure homemarket in West Ger-
many, which Siemens splits fairly
evenly with the French-domina-
ted Alcatel, soon will not be so
secure. Many expect that the mar-
ket will be opened for outside ten-
ders before 1990,

Siemens has gone out into the
world and has had no small suc-
cess with its installations in 30
countries. In total they supply ap-
proximately 1.6 million lines per
year and have about 7 million on
order.

Above all, Siemens’ efforts to
get a foot in the giant American
market for public switches must
be admired. Despite the fact that
the D-mark has risen considerably
in value in relation to the dollar,
the company has invested ada-
mantly in the U.S.

Siemens management has had
to suffer large losses within this
sector in the U.S.. American busi-
ness analysts estimate them to be

in the range of billions of SEK.
But deliveries to five of the seven
largest telecommunications buy-
ers in the U.S. have given Sie-
mens hope. The management has
now decided to build a factory in
the U.S,

But even if it’s a question of bil-
lions in losses, these are absorbed
rather easily into the large re-
sources Siemens has at its dispo-
sal, Last year's profits, after tax-
es, declined by 13 percent, but
still reached 4.5 billion SEK. Ac-
cording to management, this was
primarily due to unfavorable de-
velopments on the money market.

This means that Siemens’ pro-
fits, from a high level, have decli-
ned two years in a row. Even sales
have stagnated. But nothing indi-
cates that the company is in any
danger. Siemens financial posi-
tion is secure, to say the least very
solvent and with cash reserves of
nearly 70 billion SEK.

This can also be seen in the
company's rate of investment,
which, even if it declined by 22
percent, still reached 18.5 billion
SEK. Over and above this come
the research and development ef-
forts, which rose by 13 percent to
nearly 22 billion SEK.

These figures bear witness to
the seriousness with which Sie-
mens works to retain and better
its position as one of the world’s
largest telecom suppliers. Erics-
son will be keeping company with
a competitor and partner with
large resources and staying
power.

Both Ericsson
and Siemens
belong to the
generation of
companies that
were born with
the industrial
revolution 1n
their home
countries.
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The following materials are
now or will soon be available:

® Ericsson in Sweden. Brochu-
re to be available for distri-
bution in June by Corporate
Relations, Stockholm.

® Ericsson in Asia and the Pa-
cific. Brochure to be avail-
able for distribution in June
by Corporate Relations,
Stockholm.

® OQur North American Pre-
sence. Brochure to be avail-
able for distribution in June
by Corporate Relations.

® Quality — The Ericsson Ap-
proach. Describes our quali-
ty culture and its impact on
our functions, marketing,
design and production as
well as specific information
on our products and ser-
vices. The book is available
in Swedish (in June) and
English by contacting the
Corporate Quality Depart-
ment, Stockholm.

® Pocket Facts. Will be avail-
able during May. Copies
may be obtained by contac-
ting Corporate Relations
Telefonplan, HF/LME/DI.
Booklet available in both
Swedish and English.

® Ericsson Presentation. The
presentation materials have
been completed and are be-
ing distributed to members
of the EEC group without
charge.

® Annual Report. Published in
mid-April, has been distrib-
uted to all shareholders au-
tomatically, including those
who have purchased conver-
tible debentures.

® Qur Corporate Name and
Our Corporate Logotype.
Provides details on the pro-
per use of our corporate lo-
gotype. To be distributed in
May by Corporate Rela-
tions, Stockholm.

$ 90 Million Saudi Expansion

Continued from page I
contract from the Saudis, Kjell
Nilsson, Manager for Africa and
Middle East Operations for Erics-
son Telecom, said it was a major
breakthrough, strengthening
Ericsson’s position as a leading
supplier of communications
equipment to the Middle East.

“This is a vote of satisfaction
and of confidence,” Nilsson said.
“We are optimistic that this will
open the door for further orders
over the next few years, not only
in Saudi Arabia but also in neigh-
boring Gulf countries.”

“The AXE system has given us

a base in Saudi telecommunica-
tions, which had the potential to
expand as the kingdom embarks
on development planning over the
next decade,” Nilsson said, ad-
ding that the versatility of the
AXE system was very much in
keeping with Saudi plans for a di-
versified telecommunications net-
work.

All AXE equipment for the
latest Saudi order will be supplied
by Ericsson from Sweden, and in-
stallation is scheduled to be com-
pleted over the next two and a
half years.

Telefonaktiebolaget L M
Ericsson held its Annual Ge-
neral Meeting in Stockholm on
Thursday, May 19, 1988.

The income statement and
balance sheet were approved
and the Board of Directors
and the President were dis-
charged from liability for their
administration during the fi-
scal year ended December 31,
1987.

A dividend of SEK 9.00 per
share was approved. The divi-
dend is payable to sharehold-
ers who on May 25, 1988, are
recorded in the share register
kept by Vardepapperscentra-
len VPC AB (Swedish Securi-
ties Register Center), which is
expected to pay the dividends
on June 1, 1988.

The members of the Board
of Directors were re-elected
except for the Board Member
Sten Rudholm, who declined
re-election.

The auditors wee re-elected
with the exeption of Jorgen
Eskilson, who declined re-
election. Olof Herolf, former
deputy auditor, was elected
new auditor and Stefan Tols-
toy, new deputy auditor.

In his speech to the Annual
General Meeting, Chief Exe-
cutive Officer Bjorn Svedberg

Annual General Meeting

stated that a total of SEK 16
billion has been invested in
Ericsson’s future during the
past three years, of which SEK
9 billion in research and devel-
opment, SEK 6 billion in fixed
assets and SEK 1.5 billion for
company acquisitions. In addi-
tion, the Company has made
major market investments.

Despite the serious conse-
quences of the labor market
conflict at the beginning of the
year, Svedberg could confirm
the forecast of continued im-
proved income.

“We expect a continued im-
provement in income during
1988." he said. “*Profits should
be favorably affected by im-
proved operating income and
better net financial items.”

“I make this statement with
the knowledge that order
bookings for comparable units
rose 20 percent during the first
four months of the year, and
that income improved distinc-
tly during the first quarter of
this year, compared with the
same period in 1987."

“l am confident that all
Ericsson employees now feel
increased optimism for the fu-
ture, which in the long-term
should benefit our sharehold-

.
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On Dealing With the Media

“Don’t wait for the journalists
to call before you do your
homework™ says Nils Ingvar Lun-
din, the man behind the Mass Me-
dia Seminars that Ericsson spon-
sors for its managers. The better
we as business people understand
how journalists think and operate
and where their responsibility
stops the better able we are to
handle those contacts,” Lundin
says.

“Whether we are in a crisis situ-
ation or just want to get a message
out on our new product, we must
be prepared to respond.

“We must prepare ourselves
well to paint the most appropriate
picture of Ericsson in the media as
possible and that is the rationale
behind the more than fifteen Mass
Media Seminars offered for Erics-
son’s top executives over the last
two years.”

“l have participated in two
mass media seminars, and besides
the fact that I found them ex-
tremely fun, I found them very
useful,” notes Jan Stenberg, head
of Public Telecommunications.

“First of all I think we all have
to consider why there is an inter-
est for good and sometimes for
bad about our company and our
activities. Secondly, I think we
need to understand better how
the journalists are actually work-
ing in order to understand how to
serve them in the best way and
also how to avoid possible misun-
derstandings and wrongly concei-
ved attitudes. Thirdly, as the mass

media seminars include a substan-
tial part of training in how to ma-
ke public appearances, I think it is
very good for everyone having the
responsibility to communicate
internally or externally,” contin-
ues Stenberg.

“1 believe these seminars
should be compulsory for every-
one who has to meet the press,
from our CEO down,” concludes
Stenberg.

Participants at a recent mass media seminar in Richardson,
Texas.

Mobitex Terminals
For Sweden Post

Ericsson Radio Systems AB,
has received an order for 1,500
“Mobitex” mobile radio terminals
for installation in vehicles of the
Swedish post office administra-
tion, Sweden Post.

Sweden Post is planning to
equip most of its vehicles with
Mobitex terminals for voice and
data communications, as well as
alarm transmission. Ericsson will
also supply mobile printers and
text displays, as well as provide
installation and service.

Mobitex is the first voice, data
and alarm communications net-
work of its type in the world. Be-
cause interest in the system is
growing outside Sweden, Ericsson
Radio Systems and the Swedish
telecom administration recently
formed a jointly owned company,
Eritel, to further develop Mobitex
technology for application outside
Sweden. Ericsson Radio Systems
is responsible for the marketing of
the Mobitex concept internatio-
nally.

EIS Becomes EBC

As of April 15, 1988, Ericsson
Information Systems AB changed
its name to Ericsson Business
Communications AB.

After the divestiture of the of-
fice equipment division and the
data division, EBC will be con-
centrating resources to communi-
cation of voice and data for the
business communication field.

Ericsson, Nokia
Sign Final Accord

Ericsson and Nokia have now
signed the final agreement on the
divestiture of Ericsson Informa-
tion Systems’ data division. Nokia
is paying SEK 1.3 billion for the
units involved. Final government
approval has also been received.
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Eficsson Updates

4.8 Million AXE Lines

The total number of AXE lines
ordered last year reached 4.8 mil-
lion, an increase of 50 percent
over 1986 figures.

During 1987. 3.5 million lines
of AXE were installed worldwide,
compared with 3.1 million during
1986. This total included 325 new
AXE exchanges. Most of the lines
(about 2.7 million) were for local
exchanges.

Greece Plans AXE Order

The Greek Telephone Ad-
ministration is to use AXE in the
modernization of their national
telecommunications network,
making it the 7lst country to
choose the AXE. The initial or-
der, for approximately SEK 166
million (USD 28 million). is for
nine transit and local AXE ex-
changes for the Athens area. The
order includes the APZ 212 pro-
cessor and the AOM 101 network
management system.

Transfer of technology and lo-
cal manufacture of the AXE sys-
tem are an important part of the
contract. First deliveries are
scheduled this year for service in
early 1989,

“We are well placed to win
about 50 percent of the future
Greek public exchange business.
With the new expansion program,
the Greek PTT’s future needs are
estimated to be at least 200,000

lines per vear.” says Ingemar
Gryth, Regional Manager for
Southern Europe. Ericsson Tele-
com.

Ericsson, Matra Bid
For Mobile System

Ericsson and Matra have
jointly released bids to twelve ma-
jor European operators of mobile
telephone systems for digital mo-
bile communications systems.

These bids, released on May
16, come after a request by these
operating companies for offers
based on the previously establish-
ed joint European specifications,
GSM (Groupe Speciale Mobile).

The commercial launching of
this extensive system is scheduled
for mid-1991. At that time. it will
be possible to use the same porta-
ble mobile radio telephone termi-
nals everywhere in Europe.

“We are well prepared for this
major project after the establish-
ment of specialized technical and
marketing teams.” says Ulf J. Jo-
hansson, head of Business Unit
Mobile Telephones. “We're con-
fident about the competitiveness
of our proposed solutions.”

This project is being managed
as part of a joint effort with Matra
Communications of France, fol-
lowing our April 1987 agreement.
The operating companies’ dici-
sions are expected prior to August
1988.

A corporate advertising
campaign is scheduled for re-
lease in early June in all major
Swedish newspapers.

The objective is to enhance
employees corporate commit-
ment and to position Ericsson
as one of the leading interna-
tional companies in Sweden.

Corporate Ad Campaign

“All employees are ambas-
sadors for Ericsson,” says Nils
Ingvar Lundin, who is respon-
sible for the campaign's imple-
mentation.

Possibilities are being con-
sidered for similar campaigns
in other countries.




[Latin American Outlook

Restructuring for Growth
To Cope With the Nineties

One of the most enduring prin-
ciples of world commerce is that
investors place their bets on the
countries that look most promis-
ing for growth and for a return on
investment. In the simplest terms,
the potential for a good invest-
ment is judged by the countries’
government, with political stabil-
ity as a primary factor, by the ge-
neral environment for business,
the market potential, and by the
quality of the work force. Inves-
tors will go where the highest pro-
mise, lowest risk ratio prevails.

- Ericsson placed its bets on
Latin America quite a few years
ago, as early as 1897 to be exact.
That year, Ericsson’s sales in
Latin America were already
greater than its sales to such next
door countries as Holland, Ger-
many or Spain. By 1905, the com-
pany was working not merely as a
supplier to Latin America but as a
network operator (as it still is in
Argentina). In Mexico a tele-
phone was often referred to as an
“Ericsson.”

Ericsson’s practice has always
been to achieve maximum inte-
gration into the host country. This
also meant integration in terms of
its scope of activities, with a sales
and service organization and as
extensive production facilities as
the market potential would allow.

This kind of national organiza-
tion integration is ideally suited to
Latin America. The strong na-
tionalism of these countries per-
mit few alternatives to this kind of
business approach.

Today, in the face of an aggra-
vated debt burden, the approach
to business in the hemisphere
must inevitably undergo some
change.

As far as Ericsson is concerned,
each investment is being scrutini-
zed much more now, says Alfred
Svensson, Director of Corporate
Market  Coordination, Latin
America. However, Ericsson’s
presence in the market is seen on
a long-term basis and does require
certain investments, he added.

Ericsson’s penetration of mar-

kets — and a rather successful one
at that — in a region where Amer-
ican companies have always had a
ready access because of its proxi-
mity can be attributed to several
factors. First among these is the
Viking spirit, Svensson says., no-
ting that Swedes like to travel to
distant shores. Another contribu-
tory element to Ericsson’s success
is the fact that markets close to
Sweden were already saturated,
he says, thereby compelling the
company to seek out new mar-
kets.

Equalliy important, Svensson
notes, is that Ericsson equipment
is designed to adapt to a variety of
environments.

The American equipment was
designed for the huge U.S. mar-
ket, and not for some small far
away market in its early stages of

Thereisa
general
restructuring
going on in the
region, and
Ericsson 1s
shaping its
policy to ride
with this

change.

development, he points out.
“Moreover, the U.S. companies
did not know how to sell outside
its borders and were not very in-
terested in doing so0.”

The major markets for Ericsson
in the region are Brazil and Mexi-
co. In both countries. Ericsson

has huge factories that supply the
domestic market and export to
other countries within the region,
and to Africa as well. In some
cases, they also export to Sweden.

There is a general restructuring
going on in the region aimed at
growth in the 1990s, which has
been called the decisive decade
for a Latin American economic
takeoff. Naturally. Ericsson is
shaping its policy to ride with this
change.

“We are approaching this in
several ways,” Svensson says.
“Most companies in the region
have been trimmed and restructu-
red to better fit into the new tech-
nology and in their role as sup-
pliers. New investments to in-
crease efficiency in production
and handling are on the way. Al-
ternative sources for financing are
explored and applied with regard
to suppliers both inside and out-
side the region.”

Pointing to Brazil's recent en-
actment of information laws to
protect home industries from for-
eign competition. Svensson says
that Ericsson is not adversely af-
fected by this form of protectio-
nism.

“We have been able to adapt to
the new condition,” he says.
Moreover, Brazil has eased its
stance on the matter since the is-
sue was very heavily criticized, es-
pecially by the U.S.”

The standard manner of hand-
ling the Latin American debt
problem — austerity measures
and muddling through — has co-
me to an end. The political reality
of extreme costs is one reason;
global trade problems are an-
other.

In their bid to overcome the
current deadlock, Latin American
debtor countries and the lending
institutions are mapping strategies
that would keep political stability
intact and at the same time give
industry a boost.

Overall the indebted countries,
from Mexico to Argentina, have
improved their current-account
and trade positions. They also

Alfred Svensson

have cut their public sector defi-
cits and have resumed growth.

No doubt there will be chal-
lenges ahead for industry in Latin
America, especially with the un-
certain macroeconomic outlook.

Still, Latin America, with its
vast natural resources and grow-
ing population, continues to have
the bloom of promise about it.
The natural resources, dynamism,
demand for infrastructure and the
GNP growth are strong positive
factors in its favor. There is the
potential, given these factors, for
Latin America to develop into a
key player in world economic af-
fairs.

Peter Drucker, the well-known
American management expert,
recently put forward an interest-
ing theory. He sates that traditio-
nally investment has followed tra-
de. But now trade is increasingly
following investment. He also no-
tes that at least one-third of all
world trade in manufactured
goods may now be intracompany
trade.

Progress in perspective. Left, Central Victoria system, set up in Mexico, 1912; right, an AXE system, Tijuana, in 1980.

If Drucker is correct — and
there are many in the business
world who believe he is — Latin
America has to plug in to the
world trading circle. It will need
outside investment to do so.
Today is not too soon for Latin
America to tackle the obstacles
standing in the way of the invest-
ments foreigners would like to
make there.

In the process of revitalization,
foreign investment will be called
upon to play a major dual role: as
a source of additional capital to
expand productive capacity and as
a vehicle to enhance technological
capability. Both aspects attain
particular relevance at a time
when the availability of external
credit, and countries’ ability to
absorb it, are seriously constrain-
ed, and when important processes
of industrial redeployment on a
global scale are under way.

The nations of Latin America
are beginning to recognize that
only by following their mutual in-
terests will their separate interests
be served, which is to resolve
their debt problem and to secure
renewed growth.
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