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Employer Branding
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Employer Brand Research

Student Surveys

A5 continents

A 31 countries

A 800 educational institutions
A 230,000 respondents

Professional Surveys
A 10 countries
A 80,000 respondents
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Consulting

Brand Image Redefinition
Communication plan creation

IPI Analysis

ustom Research
Case studies

Intercept interviews

To oo Too To Po () o To To Do o

Communication material creation
Employer value proposition alignment
Global adaptation of employer brand
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External brand image perception study
Focus groups i Online and in person

On campus recruitment material testing

Communication
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Media Solutions

Print and Online

Fremtidsbedriftene
KarriereKompasset
Traineeguiden

Jobba i Norge

Jungle i Etikk/CSR

Jungle T Kvinner i Karriere
Jungle T Internasjonal Karriere
Jungle - Mangfold
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mployer Branding i New Fast Growing Discipline

AOver the last 5 years the interest for
Employer Branding has grown

340 000
tremendously.

AOver 60 % of leading international 240 000
employers name talent attraction as

part of top management priorities.

AThe sophistication of the market

place increases rapidly with

investments and practices copied

from corporate communication and 0 5000 15000

marketing. - —
2001 2003 2004 2007 2008

I Google search results for Employer Branding
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Universum i A Global Overview -

Austria Netherlands
Belgium Norway
Czech Poland
Republic Portugal
Denmark Romania
Finland Slovakia
France Spain
Germany Sweden
Greece Switzerland
Hungary United
Ireland Kingdom
Italy

North
America

Canada
United States

Africa
South Africa
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Asia
China
Hong Kong
India
NETET
Singapore

Oceania
Australia
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Generation X and Y

Universum Surveys
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Generation Y ‘ I

Who are these Anew young peopl eo?

What forces have shaped them?
What expectations do they have to life and the nature of the work world?

What expectations do you have about them?

Nei | Howe & William Strauss, #fAMillennials Go to College, 0 AACRAO and LifeCourse Associates, 2003
Understand Millennial Generation To Manage Them Successfully, , Kenneth Judd

Bob Filipczak, Claire Raines, and Ron Zemke. Generations at Work: Managing the Clash of Veterans, Boomers, Xers, and Nexters in Your Workplace. American Management Association, 1999.

Connecting Generations: The Sourcebook, Claire Raines
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Millennials (Y- generation) ‘ I

Born around 1980 and until today
Products of a societal shift from an adult-centric to a child-centric society

Be smartd you are special Optimism

Leave no one behind Confidence

Connect 24/7 Morality

Achieve now! Savvy (rather than

Achievement
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GenXers vs. The Millennials

Generation X  (born 1965 -1980)

AStrive for work/life balance

AVi ew work as fAjust a

AAdoptive and responsive to change

AMe attitude
AStreet Smart

APessimistic and critical of Government
and Public Institutions

ALook to their peers for advice

The Millennials (born 1980 -2000)

AAssume they will have work/life balance

j &Believe that through their work they can

make a difference and value creativity in
their work

AUsed to plan everything and are not as
comfortable with change and uncertainly

AWe attitude
ASavvy

AHopeful about the future and eager to take
on the world through the public sector

ALook to their parents for advice
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How Wi ll the ARul eso Change?

Expectation of personal attention
Need for lots of positive feedback

Strong dislike of ambiguity
Ability to scale the bar but prefer for others to set the course




What Will Attract Them ' I

Teamwork

Fairness (equal treatment across broad categories of workers)
Fewer job definitions

Protection against risk

Solid work-life balance

Longer career plans

Nearness to mom & dad

What Will Maintain Them

It wi | | be about the wor k, how Al mport
colleagues (other Millennials). They will not engage in work they deem to
be Ameni al o

So, the big question is:
NnAre you prepared and able to provide
mentoring?o
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Universum Student and Professional Survey 2009
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Ideal Employer ranking (1-30) - Energy and environment

students
Employer Percent Employer Rank Percent Rank
2009 2009 2009 2008
Statkraft 1 36,79% 2 Siemens 15 7,55% 13
StatoilHydro 2 32,55% 1 Elkem 17 6,60% 28
Institutt for energiteknikk 3 17,45% 8 Schlumberger 17 6,60% 30
Sintef 3 17,45% 4 Norad 19 5,19% 16
Aker Solutions 5 15,57% 3 AF Gruppen 20 4,72% 26
Norconsult 6 14,62% 5 Cowi 20 4,72% 14
Hydro 7 12,74% 6 Hafslund 20 4,72% 44
Multiconsult 8 11,79% 10 Lyse 20 4,72% 18
Det Norske Veritas 9 11,32% 12 Statsbygg 24 4,25% 34
Rambgll 10 10,85% 7 Alstom 25 3,77% 39
REC Group 10 10,85% 11 BKK 25 3,77% 34
Statnett 12 9,43% 22 Kongsberg Gruppen 25 3,77% 17
Sweco 12 9,43% 9 Esso/ExxonMobil 28 3,30% 39
Agder energi 14 8,49% 22 Forsvarets forskningsinstitutt 28 3,30% 18
ABB 15 7,55% 14 Skanska Norge 28 3,30% 22

SURVEY QUESTION:

Please select five employers from the list below for which you would most like to work i your five Ideal Employers.
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Ideal Employer ranking (31-60) - Energy and environment

students

Employer Rank Percent Rank Employer Rank Percent Rank
2009 2009 2008 2009 2009 2008
Vattenfall 28 3,30% - Mesta 41 1,89% 49
Veidekke 28 3,30% 44 National Oilwell 41 1,89% 53
Norges Vassdrags- o
Enegr’gi direktorat%NVEg) 33 2,83% 22 Orkla 41 1,89% 63
Rolls Royce 33 2,83% 28 Oslo Kommune 41 1,89% 63
Shell 33 2,83% 26 Reinertsen 41 1,89% 31
ConocoPhillips Norge 36 2,36% 18 Schibsted 41 1,89% 63
FMC Technologies 36 2,36% 31 The Boston Consulting Group 41 1,89% -
Manpower 36 2,36% 78 Forsvaret 53 1,42% 18
ScandPower AS 36 2,36% 49 Microsoft 53 1,42% 53
Volvo Aero 36 2,36% 63 Nexans 53 1,42% 49
Asplan Viak 41 1,89% 44 Statens vegvesen 53 1,42% 34
Bekk Consulting 41 1,89% - Vetco Grey (GE Oil&Gas) 53 1,42% 78
BP 41 1,89% 34 YARA 53 1,42% 44
Grenland Group 41 1,89% 31 AF Consult 53 1,42% 53
McKinsey & Company 41 1,89% - Accenture 60 0,94% 39

SURVEY QUESTION:
Please select five employers from the list below for which you would most like to work i your five Ideal Employers.
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The Drivers of Employer Attractiveness 3

Remuneration &
Advancement

Opportunities
The content and demands of S —— PP

Employer Reputation Job Characteristics People & Culture
& Image

The attributes of the the job, including the learning and attributes of the
employer as an opportunities provided work place
organisation by the job

The monetary compensation
and other benefits, now and in
the future
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