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It's never too early to meet your future employees!

77N onsumer-article
K’\‘ keting experts have ob-

+ served that brand
names to which you are exposed
during your childhood or adoles-
cence tend to have a stronger
long-term impact than those you
encounter when you are an adult.
Just think about Coca-Cola or
LEGO!

Well, we firmly believe that
the same applies to employer
branding. Companies have in fact
discovered over the last decade
that it is useless to try to establish
an employer brand at graduate
level, and have shifted their per-
sonnel marketing efforts to ad-

mar-

dress students in their first years.
EADS is no exception in this re-
spect, and we have had a great
deal of success! In terms of its at-
tractiveness to engineering stu-
dents, EADS is placed first in
both national (France & Gcrnmn_v}
and European rankings. One of
the keys to that success is the phi-
losophy of using internships as
the backbone of graduate recruit-
ment. A large proportion of our
young engineers and managers
are former interns. This principle
is deeply embedded in the compa-
ny's culture, since it was common
practice in the French and Ger-
man EADS founder companies.

Today, EADS has an annual in-
take of 5,000 interns.

Employer branding is a long-
term issue and must not be al-
lowed to be dictated by fluctua-
tions in recruiting demand. Sep-
tember 11, for example, had a pro-
found negative impact on many
sectors of the job market.

Nevertheless, the battle for tal-
ent goes on, and a strong employ-
er brand is the most powerful
weapon a company can have to
face it. “We must be prepared for
the next cyclic upturn. This im-
plies the necessity of keeping up
employer branding efforts during
the downturn, regardless of the

actual recruitment level,” s
Jussi Itivuor, head of EADS |
man Resources, recently appoi
ed Executive Committee meml
“Of course, this is by no me:
restricted to the aerospace ind
try”.

These considerations g
birth to the expression “earma
ing”, which basically mean:
very early employer brand
awareness approach; you co
call it a sort of “pre-brandin
Many competitors have opted
focus their efforts on schoals.

The underlying idea is sm:
but it is very hard to focus on 1
right demographic groups anc

Group portrait with aeroplane: The EADS Aero Club event attracted more than 300 young participants with a keen interest in flying and aircraft. Altogether, aero clubs in Europe
have over 50,000 junior members in the under-26 age group
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ties up an enormous amount of
resources.

Observing this phenomenon,
we at EADS decided to take a
more targeted approach. Its key
feature is that it is closely inter-
linked to the company's USP
(unique selling peint) as an em-
ployer.

The basic idea is to address
young people who already have a
keen interest in flying and air-
craft. An excellent channel to
reach them is through the youth
sections of aero clubs and the
youth associations of general avia-
tion organisations. A pilot project
has been started by personnel
marketing in cooperation with the
EADS Aero Club in Augsburg,

In September, EADS spon-
sored a gliding contest for young
pilots to coincide with the annual
meeting of the Bavarian aero club
youth associations, which attract-
ed more than 300 participants.
EADS contributed to the events
with a static display of historic
aircraft and various attractions. A
presentation on the company and
career opportunities encouraged
young people to wvisit an HR
booth and meet company repre-
sentatives ranging from trainees
to recrulters.

Karl-Heinz Mai, a jet-fighter
test pilot for EADS Military Air-
craft who took part in the event
4s 2 company representative, says:
“l started flying gliders when I
was 15: today my daughters are
following suit! I'm convinced
that there is a high degree of cor-
relation between the soft skills
needed for gliding and EADS re-

cruitment profiles. Young stu-

sl I

There's nathing like starting young if you want to become a pilot: Those who weren't

dent glider pilots are accustomed
to teamwork, cooperation and
perseverance, and learn to assume
a high level of responsibility for
their age. A 15-year-old who
does not even have a driver's li-
cense is perfectly capable of mas-
tering the controls of a high-per-
formance glider in the €100,000-
plus price range.”

Mattias Schmidt, Augsburg
Aero Club youth president, says:
“This meeting represented a clas-
sical win-win situation. EADS
helped us with the logistics and
provided many of the highlights
of the event.

In exchange, they were able to
put across their image as an em-
ployer in a friendly and informal
way. It’s so easy; there are so
many enthusiastic young people
here. It’s all just a matter of com-
municating their possible em-
ployment prospects!”

Only in Germany they are
more than 18,000 junior aero club
members within ages below 26
and about half as much below 17
and a least as many in France.
They all are potential multiplica-
tors of EADS employer messages
an represent as well an excellent
platform for future recruitment.

Pablo Salame Fischer ©

If you are member of an aero
club working with young peo-
ple and would like to support
us by helping to promote the
image of EADS as a preferred
employer for the younger gen-
eration, please do not hesitate
to contact us at jobs@eads.net

i

eligible for the gliding contest were able to experience the sensation of flying an aircraft

in the flight simulator.
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DEVELOPMENT
& TESTING

Etudes et Essais
Entwicklung & Tests
Estudios y Tests

T

KID GmbH
Buxtehude

Hardware-Entwickler
Erstellung von Funktionsanaly-
sen und Blockdiagrammen(En-
twicklung der Schaltbilder, Test
und Qualifikation der Geriite, Er-
stellung der zugehérigen Doku-
mentation, Entwicklung von
Software).Sie priisentieren das
Unternehmen KID. Im Umgang
mit Kunden, Lieferanten und Un-
terauftragnehmern besitzen Sie
die nétige Souverinitit. Analytis-
ches Denken und Durchset-
zungsfihigkeit gehdren ebenso zu
[hrem Profil wie Einsatzbere-
itschaft. Wir erwarten weiterhin
teamorientiertes Arbeiten, Belast-
barkeit und Eigeninitiative

Ref: 543769

EADS Launch Vehicles
Les Mureaux

Responsable Cohérence /
Qualification SYMILO
Ingénieur Généraliste, vous serez
chargé de piloter pour le compte
du Chef de projet de I"équipe «
Cohérence Qualification » ainsi
que de définir et de maitriser |'ar-
chitecture, les interfaces, la ges-
tion technique et la logique de
développement du SYMILO.
Ref : SIU-03-001-AQ
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Airbus France
Toulouse

Procurement Project
Manager

Support A380 CDBT IMA activi-
ties in the field of Procurement
process, scope of which being
Equipment suppliers (internal as
well as external); Procurement
process shall be understood as
covering all activities performed
by different Airbus functions in
relation with external suppliers (
all functions being represented in
procurement MFT's - Mulno
Functional Teams); Ensure the ap-
propriate links with the Procure-
ment directorate and the various
procurement MFI’s which are in
charge of conducting the suppli-
ers selection, the contract follow-
up and the supply of the pur-
chased equipment; Procurement
Support to supplier review &
maint event. Provide consistency
in dealing with suppliers

Ref: TO/BNDY/3001

rasEmETam

W '

EADS Launch Vehicles
Aquitaine

Préparation de nouveaux
programmes

Rattaché directement au Chef de
Filiére SI/U ingéniérie de sites. Le
titulaire sera responsable de la
préparation de programmes et de
leur management. Il coordonnera
les fonctions techniques, com-
merciales et achat dans le cadre
des responsabilités qui lui sont
confiées.

Ref : SIU-02-016-AQ



