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In the current labour market there are good oppoitigs for recruiting skilled professionals and
technical workers. However, to attract ‘the rigpeople is a critical challenge for Statistics Nagw

as the communication channels used by the comfreryycsbe more adapted to the needs of the
'digital society'. This paper aims to discuss haatiStics Norway is branding itseliow the company
is perceived in the eyes of the students and wieatha most attractive communication channels that
enable to reach prospective employees with this slald behaviours that are necessary for
organisation to succeed. Particularly, experienfresn building the new website of Statistics Norway
will be emphasized as well as other channels ssataeeer fairs and company presentations on
campuses will be overviewed, which believed aressary tools in strengthening employer brand.

1. Introduction

For the moment there is relatively good supplyatkptial candidates with relevant
competences for recruiting. However, to be viséid to attract ‘the right’ people is a critical
challenge Statistics Norway is facing. In relatjveear future this challenge might be even
more important as there might be stronger compatitor candidates with relevant
competences and background. In addition, due tetgeture of the present work force,
Statistics Norway will have to recruit and train mataff due to retirement of a significant
number of knowledgeable and experienced employaasently, around 40 per cent of the
employees in Statistics Norway are more than 5@syeld, whereas situation in the
Kongsvinger office is even more critical and hasuad 54 per cent employees in this age
group. In 10-15 years time there will be a notideatumber of employees who will retire.
Many of those employees were working in Statigosway for almost all their lives and are
competent in running various operations in diffé@meas. The challenge is not only finding
competent people to fill the needed positions,abed attracting the right candidates who are
willing to stay with the organisation for some tindd present, the turnover of employees in
Statistics Norway accounts around 6.5% (2009), lwewhigher among the newly recruited
(with less than five years length of service). Tdffects the stability of competences and
production capacity in some aréas
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Statistics Norway is continuously investing in satresearch, profiling, employer branding,
and definition of the competences that are neau#uki organisation. All these initiatives
contribute to make the organisation a more attracimployer and in creating interest in the
field of statistics as well as ensuring recruitmeastuding mathematicians, statisticians,
economists, engineers and others.

Statistics Norway is aware of the changing surrcugeland the challenges and opportunities
employing a new generation. ‘The digital sociesyaiunique group of people who were born
after 1980 and who is emerging in the workforcaedigp They have grown up with
technology like no any other generation, partidylaommunication technology and the
Internet. They constitute the majority of Statisthtorway’s new employees and in the near
future they will be a major part of the entire argation. There is a challenge finding
effective communication channels to reach themetouit them and to integrate them in the
current working environment.

This paper aims to discuss the necessary tookctait future staff with relevant

competences and different ways to become an ateaammployer. It will also discuss how

the company is currently perceived in the eyedefstudents and what are the most attractive
communication channels that enable to reach préigspeemployees with the skills and
behaviours that are necessary for the organistdisocceed.

2. The strategy for becoming an attractive employer

In 2007 Statistics Norway decided upon a strategynfiman resources as a sub strategy of
the overall strategy document “Strategy 2007”. ©hthe main headlines of this strategy
highlighted the importance of becoming an attracgmployer. Statistics Norway believes
that it is essential to meet growing competitiondoalified personnel by projecting the
organisation as an attractive employer.

This strategy is being implemented through variactsons in the annual work programmes,
and is a background for our work. Statistics Norwactivity Plan for 2009 emphasized that
skilled staff with an ability to adapt to changeiprerequisite for realising the plans that have
been adopted. Targeted and systematic effortharefore being made to develop the right
skill-set among employees to meet the requirenfeons a changing environment with new
user requirements. Statistics Norway meets the etitigm for labour by promoting the
organisation as an attractive place to work invaié specialist domains at universities and
colleges. A presence at universities and otherdnigducation institutions makes Statistics
Norway more visible to future employees.

In addition, the Strategy for Human Resources 2@phasizes that Statistics Norway shall
focus on recruiting and retaining well-qualifiedf$t Statistics Norway must offer
competitive salaries, particularly compared to ogheblic bodies. Opportunities for
professional development shall be emphasised.ditian, flexible working hours and the
opportunities for international contacts and tokvaibroad will be actively promoted in the
marketing.

Moreover, continuously enhancing satisfaction afent employees and encouraging them to
share their positive experience with potential ¢datets would contribute strengthening
employer brand and increasing the attractivenefiseobrganisation.



SSBs HR strategy underlines the importance of memagt, and emphasizes what to expect
from the leaders.
A leader in Statistics Norway:

* Implements the strategy

» Stimulates innovation and improvement

» Takes responsibility for the whole

» Develops expertise

» Treats employees as a whole

A management program has been developed, deepbdroothe organizations strategy and
written principles for management. During the &gt years four major themes have been
lectured, and each leader has carried out a 3G@eeyaluation. It's more likely that

qualified leaders are able to improve conditiongifieir employees, by stimulating

innovation and developing expertise. Satisfied eyge®s are good ambassadors on behalf of
the organization.

3. The importance of employer branding

Being an attractive employer requires a good siyawéth targeted interventions and
systematic work. Employer branding is a tool toifpas the organization as an attractive
employer to selected audiences. Employer brandilrgong-term work based on a deliberate
plan. The common branding practice shows that lsraadnot be built over night, they are
built over time. The purpose of employer brandm¢pi build a strong, attractive, true and
consistent picture of the employer that will suetéeattracting and retaining key talent.

Statistics Norway is continuously working on impiray the organization’s brand as an
employer. For two years Statistic Norway has endaggernal consultants for advising and
implementing a method for employer branding. Atshene time Statistics Norway has
continued its work on improving the image as a poed and as employer for existing staff.

The consultants suggested five steps to be follaweshsure efficient employer branding:

- Step 1: Research

- Step 2: Employer Value Proposition
- Step 3: Communication Plan

- Step 4: Communication Material

- Step 5: Action

3.1 Research

The first step refers to the research that an azgéan should perform to acquire knowledge
of the current position of the employer brand. Batkternal and internal researches are vital
for creating a sufficient starting point of the doyer branding strategy. Statistics Norway is
regularly conducting both internal and externaéegsh which helps to create an
understanding of internal and external target gsotgfind out their perception of the
organization and their needs. All this contributesreating a useful base for decision making
in later stages of the employer branding process.



3.1.1 External research

In 2008 Statistics Norway participated in a surgeypcerning students’ career preferences,
their employer preferences, the rankings of othapleyers, and the preferable
communication. The survey made visible potentigliapnts who are attracted to Statistics
Norway and how Statistics Norway is perceived ansbkigem.

The results of the Universum Student Survey (2@D8)ws that Statistics Norway scores
highly on the employer reputation and image (4.44h@ 5-point scale) while the most
attractive employers in Norway also obtain simitesults or even lower results on this
dimension (for example Statoil, Norges Bank andMii@istry of Finance score 4.29, 4.24

and 3.93 respectively on the 5-point scale). Thpleyer reputation and image is one of the
four main drivers which are critical for employetractiveness. The results also show that
Statistics Norway scores lower on the remuneraiwthadvancement opportunities. This
employer attractiveness driver includes dimensguth as prospects for high future earnings,
competitive benefits etc. The top findings of theimdrivers of employer attractiveness for
Statistics Norway are presented in the figure below

Figure 1. Employer Attractiveness — Statistics Noray. Universum Student Survey 2008

Top 3:
1. Good reputation
2. High ethical standards
3. Attractive/exciting products and services

Main weakness:
Is neither fast-growing nor entrepreneurial

Top 3:
1. Challenging work

Top 3:
1. Good reference for future career
2. Qvertime pay 3.04
s

3. Sponsorship of future education

Main weakness:

2_Secure employment
3. Professional training and
development
3,72
Main weakness:
Unattractive geographic location

Does not have good prospects for
high future eamings

Top 3:

1. Offers a friendly work environment

2. Has a culture that supports equality between
the sexes

3. Will enable me to have good work/life balance

Main weakness:
Does not offer interaction with international
clients or col




Statistics Norway is aware that there is a needhfiprovements in the remuneration and
advancement opportunities. As previously mentiamaeder the Strategy for Human
Resources 2007 Statistics Norway is planning terafbmpetitive salaries, opportunities for
career development, and benefits such as intenatweork challenges and further career
development. Statistics Norway is working on th@lementation of the strategy and
hopefully these possibilities offered to our emgey will contribute to strengthen
attractiveness of Statistics Norway as an employére eyes of current and future
employees.
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3.1.2 Internal research

In addition to the external professional surveytiStias Norway has an internal employee job
satisfaction survey. The purpose of this surveyp igrovide an indication of the employee's
perception of the work environment in the organ@atThe employee job satisfaction survey



provides the basis for implementing measures taongthe working environment in
Statistics Norway.

The results of the job satisfaction survey 2010nshtihat overall employee satisfaction is 78
per cent (this includes both very satisfied andewehat satisfied employees). There is a
slight improvement when comparing with the previgaars, where overall satisfaction in
2007 was 76 per cent.

Graph 1 Overall job satisfaction at Statistics Norvay 2010
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When looking at the results by seniority (numbeyedrs worked at Statistics Norway), it is
interesting to note that the highest number of waysfied employees lay among the newly
started employees, who mostly belong to the agepgod people under 35 years. Overall
satisfaction is highest among those that are gjayith organization the longest, above 10
years (82 — 83 per cent), and the less satisfie@m@ployees who are working in the
organization between 2 — 10 years (71 per cend.rébults about the overall job satisfaction
in Statistics Norway by seniority are presentetheagraph 2.

Graph 2 Overall job satisfactions at Statistics Noway by seniority 2010
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The deeper analyses of the survey show that emgdogee satisfied because they are working
in an academic environment (84 per cent) as weheg feel that the work tasks are useful.

Statistics Norway is also facing some challengeb@® are a quite significant number of
people (37 per cent) who plan to seek other wotkide Statistics Norway. This is one of the
major retention challenges which refer to a desireetter wages, career development and
new challenges. As mentioned previously, Statigticsvay is employing new strategies for
human resources and working on meeting these clgaie

Statistics Norway is planning to conduct a jobsfattion survey every two years. The survey
is a barometer and is intended to give an ideahaitvnain challenges Statistics Norway is
facing in terms of employee satisfaction.

3.2 Employee value proposition

Following the strategy suggested by the consultdetsecond step to be taken when working
with employer branding is employee value propositibhe objective of this stage is to define

a set of values, associations and offerings thatacherize the company as an employer. The

set must support the business strategy of the coymguad fit into the employer brand.

Statistics Norway Personnel Policy 2001 decidedalnes, goals and principles. This
document sets out goals and direction for furtleetbpment and practice of human resource
policy measures. Personnel policy defined valuasahe fundamental for Statistics Norway

to function as a knowledge organization, and tpéreeived as an attractive workplace.

Statistics Norway believes that employees sholdd tasponsibility for their own and the
organization’s development, and that they shoufdrdaute in creating a good working
environment. Statistics Norway demonstrates trugeiople by giving them individual
responsibility, support and freedom in their wdgkaployee competences and commitment
are considered as most important resource in &tatidorway. It is therefore essential that
all employees are given development opportuniBesh academic and social skills are
valued at Statistics Norway.

Statistics Norway expects that employees updataghlves about Statistics Norway
operations, engage themselves in the work andcpaate actively in the restructuring
process, so that Statistics Norway is well prepéwedeet new demands and challenges from
the environment.

The goal of the personnel policy 2001 is that mipeyees are familiar and deliver on
Statistics Norway values:

- Reliability

- Equality

- Cooperation
- Openness

- Loyalty



Statistics Norway decided on values nearly a deagde However, it should be better
communicated to both external and internal audigrae not all current and prospect
employees can easily recall them. Statistics Noe&lieves that in order to become an
attractive employer one of the critical steps islearly communicate about who we are, what
values are important in the organization and wipgbaotunities we offer to our employees.

3.3 Communication plan

A communication plan is the third step to be folkmmwwhen working with employer branding
as suggested by the consultants. The employer patyp®sition needs to be communicated in
a planned way in order to affect the candidateamdooking for at Statistics Norway. The
Student Universum Survey 2008 found out how thdesits prefer to gather information
about their potential future employers and howdtluglents who are attracted to Statistics
Norway have gathered information about the orgdinizaThe results from the survey about
the communication channels are presented below:

Top 5 - Preferred communication channels in Norway:
- Company Presentations on Campus

Company Websites

Career Fairs

Acquaintances employed by the company

Career Websites/Internet Job Boards

Top 5 - How the students attracted to Statisticerdy have learned about us:
- Articles in newspapers and magazines

Career Fairs

Company Websites

Advertisement in print media

- Don't know

Statistics Norway is using a variety of channelsstach the prospective candidates. The
organization is actively participating in differezdreer events such as company presentations
on campus, career fairs at the universities anerahents related to recruitment. Once a year
Statistics Norway is visiting different Universiisuch as Oslo University, NTNU in
Trondheim, Bergen University, Norwegian UniversifyLife Sciences in As, NHH in Bergen
and Karlstad University in Sweden.

Statistics Norway is actively providing presentasidor various primary, secondary and high
schools to make pupils familiar with the organiaatfrom their early age. Through
collaboration with schools, we may help giving te&rs and students an insight into the value
statistics is creating, strengthen students’ eduwcalt development and provide advices and
guidance on their education choices.



3.4 Communication material

Communications material is the fourth step to besttged when working with employer
branding, as suggested. In this section we wikk@né what communication material we are
planning to use in our new career website.

In addition to the company presentations on canapdscareer fairs, company websites are
considered to be as one of the most preferred conwation channels among students.
Corporate career websites is no longer a competidvantage, but instead the primary
source searching information about the work. Nowagdhlnternet penetration is very high (88
per cent in 2007 in Norway). This has changed thg @mployers focus their communication
towards potential employees. Statistics Norwayisantly taking initiative to become better
on promoting the organization online. At presematiStics Norway is building a new career
website and if this turns to be successful it ddliver the message to prospective audiences
about the different opportunities in Statistics Way, trainings and developments, the
possible career paths, the values of the organizatd other important information that is
useful to know for prospective candidates.

’ Statistisk sentralbyra
‘ Statistics Norway Sok Sok]  Avansert sok A-R Hjelp Kontakt Er
Statistikkomrader Publikasjoner Forskning Om SSB
« Mer om SSB
Jobb i SSB
Johbe | SSE? Dette er SSB
L 2 Om SSB . - Strategi for
SSB har hovedansvaret for & dekke behovet for statistikk om det ¢
norske samfunnet. Offisiell statistikk er nasjonens felles kompetanseutvikling (pdf)
faktagrunnlag og viktig for et levende demokrati. Strategi
Lederkriterier
Lesmer...... Organisasjonskart
¥ Ledige stillinger
Jobbmuligheter
Det finnes mange j i i SSB. Det er og
utviklende & jobbe hos oss.
Les mer.......
Mgt noen av vare medarbeidere
Her kan du lese intervjuer med noen av vare ansatte og ledere. De
forteller litt om hvordan det er & jobbe i SSB, bade sosialt og faglig.
Les mer....
& © Trusted sites

3.5 Action

Following the strategy suggested, the last stepe taken when working with employer
branding, is action, evaluation and adjustmentgesé&rsteps brings together all the previous
steps and helps to evaluate and adjust all aetsvitontinuously. Employer branding needs
specific measures in order to be successful.

The development of our brand will be evaluateddiipfving measures:



- Attractiveness among specific target groups

- Number of applications with right profile receivpdr position
- Percentage of satisfied employees

- Employee turnover

- The image of the organization as a producer oissitzg

Statistics Norway, looking at these measures, sheeil the targets on a realistic level and
attach a time scale to each of them

4. Conclusions

To conclude, there are many actions that Statibtarsvay is taking to become an attractive
employer. According to annual surveys, a very papsburce of information for graduates
and professionals is ‘acquaintances employed bgdhgany’. Satisfied and proud
employees communicates positive experiences toretteontacts, and the awareness and
attractiveness towards Statistics Norway will b&aeable.

Statistics Norway has a high profile in media asgburce for official statistics in Norway.
Delivering statistical information relevant for aat political issues gives the organization a
lot of “free publicity”.

One aspect to take into consideration, comparethier NSls, is that Statistics Norway also
include a relatively large research departmentignog substantive research in the fields of
economic and social statistics. For some studargslepartment is especially attractive. At
the same time many students get knowledge abotistiis Norway by using statistical
information in their studies. This give a broadiande wide knowledge of the organization
and its products. Statistics Norway benefits frows publicity as an employer. Thus for
future recruitment it is important to maintain ineage as a producer of high quality products
and at the same time continue to improve the inédimn channels concerning our products
and our organization.
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