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CONTEXT AND OBIJECTIVES

Objectives

= The objective of the research is to understand what could attract young people between 15 and 25 to the
transport sector (e.g. passion, travel, IT, have flexible hours, etc), what kind of information they would need to
decide whether to pursue a transport career and where would they look for information.

= The main focus is on secondary level students still at school or following vocational educational training and

on low to medium level qualified workers rather than the highly qualified workforce who has already access to
a certain amount of information.

= Particular attention needs to be paid to the gender dimension and to national specificities.

4 © 2017 Ipsos. GAME CHANGERS &
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CONTEXT AND OBIJECTIVES

Research questions

= The research will have to provide answers to the following questions :

=  What does the target group expect when applying for a job?
= What is the image of the transport sector in general? And as an employer? What are the drivers of this
image?
=  What is the specific image of the road transport?
=  What is the specific image of the rail transport?
=  What is the image of the air transport?
=  What is the image of the water transport and ports?
=  What is the image of the urban transport sector?
= What is the image of the logistics sector?
= What are the messages that could be addressed to the target group to motivate them to apply for a job in
the transport sector?

=  What kind of communication does the target group expect? What dimensions need to be expressed to
convince them to apply for a job in the transport sector? What media need to be used? -E
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RESEARCH METHOD
Research locations

\ Barents Sea (‘2‘({'
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» The research was conducted in the
following countries :

= Spain

= |taly

=  Germany
= France

= Bulgaria
= Sweden

= Poland

= UK

GAME CHANGERS E



RESEARCH METHOD
Group sessions

= N=2 group sessions were conducted in each location

= Session 1 :secondary level students still at school (2 last years
—aged 16-18) or following vocational educational training. No
rejecters of the transport business.

= Session 2 : low to medium level qualified workers — aged 18-
25. No rejecters of the transport business.

= Each session last about 2 hours

= Each session was attended by N=8 respondents

= All sessions were conducted in central location with
observation facilities. Deloitte observed the sessions in
France and in the UK.

= N=2 pilot sessions were conducted in France. The
moderation guide was slightly adapted on basis of these.

7 © 2017 Ipsos.
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RESEARCH METHOD

Group sessions attendance in each country

France - Ages: 16-18 years old - Ages: 19-25 years old
- Lille - 4 women, 4 men - 4 women, 4 men
- All secondary school or vocational training - Jobs: waiter; sales; programmer, installation technician, ...
Germany - Ages: 16-20 years old* - Ages: 19-24 years old
- Berlin - 4 women, 4 men - 3 women, 4 men
- 4 vocational training / 4 secondary school - Jobs: sales, catering, HR, call center, zoo keeper, construction
UK - Ages: 16-18 years old - Ages: 19-24 years old
- London - 4 women, 4 men - 4 women, 4 men
- 4 vocational training, 4 secondary school - All of them currently working
Sweden - Ages: 17-19 years old - Ages: 19-24
- Stockholm - 4 women, 4 men - 5 males, 2 females
- All secondary school or vocational training - Jobs: nanny, cleaning, model, janitor, military, ...

(*) As a result of the German education system a lot of young people only graduate at age 18 — 20. It was

made sure however that respondents would only be students/in educational training and not workers.
8 © 2017 Ipsos. GAME CHANGERS
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RESEARCH METHOD

Group sessions attendance in each country
Location | Group1-students  |Growp2-workers

Poland - Ages: 16 to 18 years old - Ages: 19 to 25 year old
- Warsaw - 4 women, 4 men - 4 women, 4 men
- All secondary school or vocational training - All working, low to medium level qualified workers
Spain - Ages: 16-18 years old - Ages: 19-25 years old
- Madrid - 4 women, 4 men - 4 women, 4 men
- All studying: 5 secondary school; 3 of them on - Jobs: waiter; administrative employee; shop employee;
vocational training casino employese, ...
Italy - Ages: 16-18 years old - Ages: 19-25 years old
- Milan - 4 women, 4 men - 3 women, 5 men
- All secondary school or vocational training - All working, low to medium level qualified
Bulgaria - Ages: 16 to 18 years old - Ages: 19-25 years old
- Sofia - 4 women, 4 men - 4 women, 4 men
- All secondary school or vocational training - All working, low to medium level qualified

9 © 2017 Ipsos. GAME CHANGERS E



RESEARCH METHOD
Group sessions

10

The group sessions were moderated by an experienced qualitative
moderator. All sessions were moderated in the native language of the
respondents and by a native speaker.

The sessions were moderated on basis of an interview guide which has been
validated by Deloitte prior to the start of the fiel[dwork. The interview guide
is a repertoire of all the topics that need to be discussed. It contains all the
questions that need to be asked, the timing and the instructions for the
moderator.

Individual written exercises were included in the group sessions to capture
each individual’s opinion, without influence of the group dynamics.

Projective techniques were used to get access to the deeper lying and
harder to verbalize needs and perceptions of the participants.

© 2017 Ipsos.
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Mandatory: a secure, fairly paid, motivating and fun job that allows

for personal time
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Money is top of mind with young people when it comes to
employment

Basic necessity of a fair wage: not a high amount above minimum wage, but it
should also feel like a right compensation for the performed tasks.

There are no differences between men and women, but slight differences
between students and young employees. Some students who are not yet
acquainted with the job market expect a higher amount in order to
travel/support hobbies.

“I would not accept to work for 10
hours per day at 5 Euros per hour.”
- Young employee, Spain

“The idea is not to feel exploited,
that you consider the salary fair for
the things you do.”

- Young employee, Spain

“I'really love doing cosmetics, but it is more
like a hobby. You do not earn enough if you
do an apprenticeship.”

- Student, Germany

GAME CHANGERS &
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Across gender a good work life balance is important in
looking for a job: the motto is “work to live!”

* Enjoying life is central in young peoples’ lives.
* In general it means that private life (hobbies, traveling, starting a family,
etc.) should not be hampered by work.
* |t can mean standard working hours, without overtime or with clear
regulations on overtime.
* |t can also mean flexible working hours to fit around family life or
hobbies.
* The autonomy to choose one’s working hours.
e Discontinuous shift work is perceived as hard and inconvenient.

“We’re young people, we need free

time to be with family and friends.
e T — Wf.lat’s the point of working if you can’t
enjoy your life?”

and asked to do something S G
- Student, Spain

after worktime.”
- Young employee, Bulgaria

GAME CHANGERS &
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Fair working conditions are necessary

* Labor protection to ensure vacations, maternity leave, working hours,
pension and retributions (particularly top of mind with young employees).

* Extra benefits are welcomed, particularly by the young employees.

* Working conditions also refer to the physical working environment:
canteen, air condition, etc.

* Particularly in economic weaker countries (and UK) the type of contracts is
important: students who have experience working student jobs and young
employees aim for secure types of contracts with mid-term commitments
(6 months minimum)

“It is important the
contract... | am fed up with
those term contracts which
do not let me plan my

“All I need is social security. |
don‘t want to be a millionaire,
it is not worth it, working so

much.”
. . ”
- Young employee, Germany “Your benefits can override future.

your salary to be honest — it - Young employee, Italy
is where you are in your life
stage.”

- Young employee, UK GAME CHANGERS &
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Young people are looking for variety in their job, they do not
want to get bored

* Fun on the job: satisfaction and pleasure from work.

* For young people that are less aspirational, ‘variety’ is associated with the
day-to-day experiences of the job, not monotone or mundane.

* For those who are more aspirational, this additionally relates to travel

opportunities.
 However young people in economic unstable countries are aware that

chances to find their dream-job are very slim.

“It is better to have variety — if

you were doing the same thing

every day you would get bored.” “I want to work with people,

- Student, UK because this makes for a
friendly atmosphere and the
job doesn’t feel mundane.”
- Student, Poland

“You got to have fun as
well“
- Young employee, Sweden

GAME CHANGERS &
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Desirable elements in a job

* Earning a lot of money: have an attractive salary.

* Getting a fixed contract is perceived as desirable (more students than
young employees) but in some countries with an unstable job market
very hard to get.

* Team spirit: is about the people one works with, helping and polite
coworkers, team spirit. This is not found important by all (across
countries & target groups).

* Proximity to home: a bearable commute is desirable but not a necessity.
Facilitates a better work/life balanvce.

* Career opportunities: Training, promotions and growth potential.

* Travel opportunities: only for some profiles travelling is seen as an
enriching experience.

“I’d love to work in a place where “Obviously | would aspire for a warm
“For me it is all over the world, | you can grow, learn new things, and nice environment, but it does not
would fike to travel everywhere.” get a better salary.” depend on me... there are too many
- Student, UK - Student, Spain different personalities.”

- Young employee, Italy
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oNS/g,
B <, .
Y @ - Responsibility is a source of stress

* Responsibility is a key issue detected when thinking about jobs.
* Two aspects of responsibility play but in their opposites:

* Responsibility means that you have to face consequences. Young
people are unsure of their own experience and skills: they are
afraid of failure, afraid of being in charge of solving conflicts or of
being responsible of protecting peoples’ lives.

* But it also means that your efforts are significant: you are
contributing to a greater good, your job is not pointless. This
intrigues young people.

“I’m scared of responsibilities right now
as my experience is so low.”
- Student, ltaly “It's important that you may improve things. Not

just for you but for the world also.”
- Student, Bulgaria

GAME CHANGERS &



EXPLORATION OF JOB EXPECTATIONS
Employees have a more realistic view of the job market, while

finding a job is still far from students everyday reality

19

\/
AlA EMPLOYEES
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STUDENTS v;

* Young employees who have entered the job
market lower their expectations.

* A fair wage, assumable working hours and
enough spare time is enough to consider a job
suitable.

* Young employees are more self-confident.

* Fun on the job is important: having a good
team-spirit and fun colleagues.

* Contribute to a greater good: be proud of your
job (even though it is a small job).

Vocational preferences are still the main factor:
they think of professions they like over realistic
market possibilities.

Day jobs (no shift work), free weekends and
fair wages are crucial when choosing a job.

Students are insecure about their skills and
experience: they feel they lack the expertise &
are not aware of employers providing training
on the job.

Some students who do weekend work are
aware of the job market tendencies and types
of contracts. This informs their demand for
stable contracts (n short term contracts or 0-
hour contract.
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EXPLORATION OF JOB EXPECTATIONS
Slight gender differences, but both groups find work-life balance

important: no interference with personal & family life

[ [
@ WOMEN MEN 'nl
* Customer service and social interaction are | * For male students, earning money is the
more preferred by women. priority and they sometimes think of wages
« Some women are more ambitious than their over vocational preferences.
male counterparts. * More than across women, other work fields
* Female employees rather tend to stability come into mind: mechanics, urban transport
and settling with the conditions they have. and manufacturing were mentioned as
potentially profitable professions.
* Male employees more tend to look for new
opportunities and better wages.

20 © 2017 Ipsos. GAME CHANGERS &
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EXPLORATION OF JOB EXPECTATIONS

Economic context of countries influences how young people
approach job opportunities

Unstable job market - Stable job market -
=" “any job is good enough” “my job defines my identity”ﬁ
* Students are realistic that they will start at the *  Young people want a job matching their
bottom of the ladder. education & skills. A job expressing status,
* Young people look for stability: importance is success, a good social position.
more on secure contract and minimum wage * Adventure: try out many different things, travel
(with assurance that wages are paid monthly). before settling down & choosing a career.
*  Proximity from home is also important: a lot of
young people stay with their family as arent is a
heavy burden on the wages of young people in
these countries.

VCow a@sE0
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4. UNDERSTANDING
THE TRANSPORT
SECTOR
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UNDERSTANDING OF THE TRANSPORT SECTOR
SPONTANEOUS ASSOCIATIONS )
meeting people

accidents boring goods transport

routine bus driver
responsibility  train monotonous
socializing cguriers metro
cars truck driver
taxi driver pilot  stress

tra Vel d i rty GAME CHANGERS E
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SPONTANEOUS ASSOCIATIONS - VERBATIMS

“This is heavy, you are on the road and don’t see
“When | think transport sector | see this your family, especially on official holidays.”
stereotypical truck driver.” - Young employee, Germany
- Young employee, Poland
“I' think it is no fun at all. You are driving the
highway for hours — 14 hours of asphalt.

And driving a train is even more boring.“
“Water transport? Well, you can be a sea

- student, Germany
captain, but we’re in Madrid, it is difficult
to imagine a job like that.”

- Young employee, Spain

“Transport for me is busses. We know the road
transport best because we use it everyday.“

- Student, France

“Smell of gasoline, nervous drivers... ”

. . .. . -Y I , Bulgari
“I think working on a plane is incredible. OHNE SMPIOYEE, SHiGdNd “You do the same thing over and over,
You see it all the time on TV.” transport stuff from A to B”
- Student, Sweden

- Student, Spain

First associations with road transport are very cliché : older, male truck driver, not well paid.

Second association is air transport: fun & adventure!
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UNDERSTANDING OF THE TRANSPORT SECTOR
The image of the transport sector is driven by daily experience

Young peoples’ awareness and expectations of roles within the transport sector is generally limited to
drivers and public facing roles because these are the roles they are confronted with. There is generally a
lack of knowledge about what job opportunities there are outside the more top of mind roles.

* Road transport & urban public transport (which includes courier services & light rail transport) are top of
mind. Followed by air transport (awareness is raised through popular ‘Airport’ tv-shows), which is more
aspirational. Water transport sector is the least top of mind.

* Top of mind: drivers of varying modes of transport (taxi, bus, truck, tram, etc.) and visible support staff
(controllers, check-in staff, baggage handlers, etc.).

* Roles often conform to stereotypes, e.g. male dominated and often ‘dirty’ work, hard physical work
(goods).

* Often seen to lack aspiration and provide limited opportunities for career progression

Perceived as a male sector, hard physical work, boring & monotone but also stressful situations (deadlines &
unhappy customers).

25 © 2017 Ipsos. GAME CHANGERS &



Ipsos U(
UNDERSTANDING OF TRANSPORT SECTOR
The image of the transport sector is driven by daily experience

LORRY DRIVERS & DELIVERY MEN
" o - = (l "~. g

DRIVERS IN PUBLIC TRANSPORT
N B ¥ = M Ry

Road Lorry driver, express courier, mail man, bus driver

Rail Ticket officer, train officer, train driver

Air Pilot, flight attendants, baggage assistance, staffs at the check in/ticket desk
Sea Cargo ship driver, ferryboats

o Visible jobs are top of mind, only after probing mentioning of logistics, administration, engineers, etc.
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The poor image of public transport companies and events have an
impact on the image of the transport sector

* The poor reputation and image of public transport companies influences the image of the transport

sector:

* e.g. unfriendly image of bus drivers extends to the transport sector

» e.g.faded glory of rail company in Bulgaria

* In countries with public companies (particularly Italy, Spain, Bulgaria, Poland): difficult process
to get a job, there is a perception that one can only get a job through knowing somebody. On
the other hand it is a job for life.

* Events involving transport subsectors influence the perception of the sector
* Unrelenting strikes in public transport create the impression that it is a horrible job
* Train crashes & terrorism attacks on airports

“2 cm of snow falls and the

“Taxy drivers, Trenitalia, bus in Rome and so “Railway here is state-owned and the state ; late.”
on have been often on strike in the last won't spend money to fix the infrastructure, the trY ains are alte. S
period... so probably they are not so happy.” salaries are low, it's not a pleasant job to do.” - Young employee, sweden

- Young employee, Italy - Student, Bulgaria GAME CHANGERS
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UNDERSTANDING OF THE TRANSPORT SECTOR

Diversity as an opportunity for the transport sector

Spontaneous: truck drivers >< pilots. Neither of them create connection

e Truck driver is a lonely, dirty and low paid job.
e While being a pilot is too far out of reach: demands skill and years of training.

After probing a variety of jobs in transport sector was identified: ranging from technical roles to administrative jobs,

logistics, engineering, etc. This creates a diverse image of the transport sector

e Variety in wages: pilot versus truck driver
e Variety in skills: baggage handler airport versus engineer

28 © 2017 Ipsos. GAME CHANGERS E
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UNDERSTANDING OF THE TRANSPORT SECTOR
Transport of persons add emotional value to the transport sector

Transport sector is mostly seen as a functional sector. The transport of people adds an emotional dimension, which

can either be negative or fun.

* Transport of goods: Perceived as monotonous, boring, physical hard work and not suitable for all personalities.
e Transport of people:

e FUN - It is variable, fun and different, but entails a great responsibility. E.g. air transport, international trains,
cruises.

e DEMANDING — Having to deal with complaining customers, drunkards, aggressive and stressed people.

29 © 2017 Ipsos. GAME CHANGERS E
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Air transport adds emotional added value to the transport sector

Main dimension of the image of the
transport sector : Road transport.

.

greyness of
reality
(‘A bread & butter job’)

¥

",

~

Poorly paid
Very limited

Monotony Low holidays

recognition

Unfavorable restrictions

working hours
Physical strain
30 © 2017 Ipsos.

Secondary dimension of the image of
the transport sector : Air transport.

dramatic
dream world

(‘My dream profession’)

Adventure

Well-paid
Movement Trav.ellmg
Very good (national /
iti ldwid
Variety recognition worldwide)

GAME CHANGERS &
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UNDERSTANDING THE TRANSPORT SECTOR AS EMPLOYER
Working in the transport sector?

The negative and male-oriented image of the transport sector intimidates young people. In thinking about
working in the transport sector, young people are insecure about:

* Lack of experience: perception that experience is expected for certain jobs in the transport sector

* Fear of responsibility: specifically in the transport of people, but also in the transport of goods (delays,
accidents, theft, etc.)

* Security and safety: accidents, currently terrorism and fear of driving alone at night (women).

*  Skills: unaware of what skills are needed and how to access training

“There is a need for education, you are not told to go into the transport sector and you have quite a negative aspect of
the transport system growing up and then bad experiences of delays and so forth. If you educate people that it is not
just a bus driver, it is not just a tube driver, that there are so many different jobs that you could do that you don’t
know about, then | think people would be more open minded.”

- Student, UK

Once the diversity of jobs becomes clear young people are more positive towards the transport
sector.
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Fear of not having the skills: ranging from technical to personality

skills

CONDITIONS TO WORK IN TRANSPORT

» Skills: Transport jobs are regarded as highly vocational. Pilots,
drivers and mechanics are believed to have an early desire to enter
this world.

* Training: Perceived as jobs with specific and special qualification. A
lack of awareness of professional training in transport is detected.

* Personality: Specially for goods transport, people who need little
social and family contact, who like to be alone. In contrast to
people transport that calls for open, sociable and stress-resistant
employees.

~
For the more aspirational jobs (air & international transport):

“Those are qualified jobs. I’'m not sure where you get

training to, for example, drive a metro train.”

- Young employee, Spain

* Languages: English and other languages are believed to be
mandatory to work in international transport (strong barrier).

* Physical requirements: Height, appearance and physical strength
are needed for certain jobs (f.e. flight attendants and pilots).

© 2017 Ipsos.
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UNDERSTANDING OF THE TRANSPORT SECTOR
Employees have a broader understanding of the transport sector

¢
AlA EMPLOYEES STUDENTS *;

* Workers have a broader understanding of the transport * Immediate association with public transport sector,

sector: including administration, logistics, coordinators, transport of people is top of mind.
technicians, etc. * Negative associations are linked with their daily
« Both transport of goods as people mentioned. experiences with conflict, stress, moody people,

thankless customers.

* Role of the transport sector in linking other sectors is o . . .
* City-life: package delivery & courier services.

recognized, as well as its increasing role in a globalizing
world. (meaningful sector).

“Many different things are connected, the transport sector is the
link between all other sectors — trade, production, construction.
None of them could exist without transport.”

33 © 2017 Ipsos. - Young employees, Bulgaria GAME CHANGERS &
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UNDERSTANDING OF THE TRANSPORT SECTOR

Adventure and freedom appeal to boys

[ ]
@ WOMEN MEN 'm

* Security risks and family conciliation are

* Adventure and freedom are more appealing to

regarded as obstacles for female participants. male participants.
* Driving jobs are considered boring, lonesome * Long working hours and distance from home
and unappealing. are balanced out by the perception of higher
income.

34 © 2017 Ipsos.
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER

Drivers and barriers

a globalized world of growing

-> still seen as a growing sector
(environmental aspect was also
mentioned)

* Attractive pay (in international
transport)

After probing:
* Variety of job profiles

people, visiting new places

N

* Transport sector plays a central role in
economy & future oriented, since
transportation will always be needed in

* Changing surroundings — variety

industries, business relations and trade

* Adventure & freedom — meeting new

%

vccidents, drunken/violent passengery

Little time for family life — always on
the road, away from home

Hard working conditions — long hours
behind the wheel, irregular meals,
physical hard work, etc.

Monotonous & mundane — same,
repetitive tasks.

Perception of poor career growth and
development — same job description
every time (spontaneous).

Always open — working 365days,
having to also work on holidays.
Unpredictable — road accidents,
congestions, delays, etc.

Lonely — as a driver being alone on the
road

Great responsibility — solving conflicts,
responsible for peoples’ lives

Security threats — terrorism, rail/road

Ipsos U(

“It’s exhausting. You might spend
5-10 hours in the cockpit, just
sitting there all the time.”

- Young employee, Poland

“I do not like the fact that you
won’t have festivities... it is like
working in a hospital.”

- Student, Italy

“Moving goods would be quite
lonely, but moving people would
be more rewarding — you are
with different people all day.”

- Young employee, UK

GAME CHANGERS E
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Transport sector — Brand mandala

Dominated by the road transport (truck)
Secondary air transport
Negative impact of public transport image
Image determined by personal experiences
Confirmation of gender stereotypes
Diversity of jobs
Variety in wages and skills
Impact on family life

Mainly defined by the image of the road
trucker : older unappealing male.
Disconnected of the universe of
youngsters

Lacks relevance for the target group
Being part of a world in movement
Peace of mind : transport always needed

GAME CHANGERS &
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER

Transport sector — SWOT

Strengths

Potential attractive compensation, also
opportunities to meet new people and
travel.

Meaningful sector: transport sector is
crucial in everyday life.

Opportunities

Potential emotional added value through
air transport and transport of persons.
Break stereotypical division of jobs (only
customer service jobs for women).
Highlight technical innovations within the
sector.

37 © 2017 Ipsos.

Weaknesses

Dominant association with road transport
(goods and public transport): hard physical
work, great responsibility, stressful
situations, boring & monotone.

Poor work-life balance & security concerns.

Threats

Immediate association with truck drivers,
colors perception of the entire transport
sector.

GAME CHANGERS
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Transport sector — Positioning in the Censydiam frame

Emotional added value

Status Belonging

38 © 2017 Ipsos. Functionality GAME CHANGERS M
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5. DEEP DIVE SUB
SECTORS
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DEEP DIVE ROAD TRANSPORT
Road transport sector: spontaneous associations

Monotdfioiis D rii‘i“ﬁ' F§ tressfuls,..

Bll Deliver
Lones Uldermale  yo'Carger Progression Mooty atwork  pin cabys
Patlent Calm personality

G&EZE[ Time pressare
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Road transport sector: monotonous and stressful, lack of career
opportunities but a stable sector

* Overall image: strongly connected to an overall negative image of truck drivers - low education & low wages, male
sector, physically demanding, limited skill set => not very prestigious

* Perception of an easy, temporary job instead of a career job with growth opportunities. It is not a planned career
choice.

* A job without much variety, lonely and stressful but a stable sector as the road transport sector will not disappear
(central to many other economic activities and growing with the rise in online purchases).

“When they get back to base they “I don’t think you admit to
have company, but when you are
out you are by yourself.”

- Young employee, UK

“If you drive a vehicle, there is
always the risk of an accident.”
- Young employee, Spain

working in the road
transport sector. Maybe you
are ashamed of it.”

- Student, Sweden

GAME CHANGERS &
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Associated jobs

® Truck drivers e Accounting

® Bus drivers + intercity bus drivers e Administration

® Tram & metro drivers e Forwarding agent

e Taxi drivers e Logistics specialist

* Food delivery e Warehouse workers

* Post delivery e Station personnel (tram/bus)

e Couriers (car/bike) e Cleaning staff

e Long distance transport (goods & e Military transport units
people) e Traffic police

e Car mechanics, garages ® Road and motorway maintenance

staff

GAME CHANGERS &



DEEP DIVE ROAD TRANSPORT
At closer look: greater diversity

*More diversity of images among subsectors e.g. sociable bus drivers, taxi drivers are more
independent, couriers & food delivery as student jobs/young people. In urban context also light
rail (tram etc.).

*Transport of goods for loners, being on the road alone. Sometimes a bit of a
romantic view: adventure & fun.

*Transport of people for communicative people, lively but also stressful with
traffic jams, unhappy customers, and great responsibility.

*National versus international transport: with international truck transport being
too demanding on personal time, but better paid and adventurous travel.
National transport is stable in work hours (shift work) but can be boring and
monotone (always the same route).




DEEP DIVE ROAD TRANSPORT
Drivers and barriers

Drivers

Variety — meeting new people, visiting new placeA

* Attractive salaries (in international transport)

* Importance of sector — lot of economic activities
depend on road transport, with online shopping
more and more dependence on road transport to
deliver goods.-> potential to make the sector more
attractive for young people.

» Stability — safe job, always there, always necessary

* Regulated — mandatory breaks by law

* Short distance transport — defined working hours

KAutonomy - self management in day-to-day dutiey

* Most appealing: Jobs within logistic administration / organization /
fleet management (more demanding)

* Least appealing: warehouse workers (low skilled job), mechanics (low
wages compared to necessary competencies)

45 © 2017 Ipsos.
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Barriers

* Hard working conditions — long hours behind the wheel,
irregular meals, having to work on holidays

* Monotonous —involves sitting behind the wheel
continuously, sometimes always the same route

* Lonely job — not being able to chat with colleagues,
crammed in a small space

* Lack of career development/ advancement — same job
scope

» Stressful — tight deadlines, traffic, weather conditions,
complaining passengers, etc.

* Dangerous — road accidents, cargo stolen, attacks on public
transport drivers, ...

* Many abilities and skills necessary for office jobs (linguistic

skills, logistic, controlling, planning, numbers...)

* Lack of prestige
kor international transport: little time for family life —
GAME CHANGERS g

always on the road, away from home
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DEEP DIVE ROAD TRANSPORT
Students fear risk and responsibility in jobs in road transport

.
“ EMPLOYEES STUDENTS V ;

* Possibility of a stable career in urban road * Risk and amount of responsibility make this an
transport. unappealing career choice.

* More spontaneous focus on transport of people
(public urban transport).

* Awareness of both road transport of people &
goods.

GAME CHANGERS &
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DEEP DIVE ROAD TRANSPORT
Customer service is more attractive to women

® ®
@ WOMEN MEN 'nl
* Security risks (f.e. drunken customers) and * Adventure and freedom of long distance
family conciliation (shift work and long road transport are more appealing to male
distance transport) are regarded as obstacles participants.
for female participants. * Long working hours and distance from home
* Driving jobs are considered boring, are balanced out by the perception of higher
lonesome and unappealing. income.
* They see themselves rather working in * More willing to consider road transport as a
customer service, sales or administrative career choice.
jobs in the transport sector.

47 © 2017 Ipsos. GAME CHANGERS &
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DEEP DIVE ROAD TRANSPORT
Road transport is perceived as similar across countries beside

following differentiations:

Bulgaria: perception that experience is needed. Only low-level professions require no or little
experience while better positions seem unavailable.

-
. Germany: experience of unkind bus drivers makes public urban transport an unpopular career
choice.

Spain: perception that it is a skills sector: technical and personality skills are necessary. Also
unawareness of on the job training.

)

“In the transport they always
require previous experience. And
we don’t have it.”

- Young employee, Bulgaria

48 © 2017 Ipsos. GAME CHANGERS a



DEEP DIVE ROAD TRANSPORT

Typical worker : Road transport is emotionally disconnected from

K 40-50 y.0. male

young people

49 © 2017 Ipsos.
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Truck driver

Quite scruffy (beer belly) because if
his sedentary job (behind the
wheel, tough working conditions)
No life outside of work (no family)
because he’s always on the road
Likes to watch soccer games and
drink beer in his time off

Someone who loves to be alone

Lot of self-control and patience

Flexible for shiftwork /

GAME CHANGERS

~
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Road transport sector — Brand mandala

Low wages
Physically demanding
Hard working conditions
Low education needed
Low career development opportunities
Stable sector

Older male
Truck driver

Easy temporary job
Low emotional added value
Loner, not a family man Low prestige
Loves soccer games and drinking beer Secondary : valorizing through its
Big belly economical importance

50 © 2017 Ipsos. GAME CHANGERS &



DEEP DIVE ROAD TRANSPORT

Road transport sector - SWOT

Strengths

Purpose: the road transport sector plays a
central (economic) role.

Autonomy in the job & regulated working
conditions.

Opportunities

Potential to break preconceptions of the
road transport sector through the variety
of sub-sectors, the central (economical)
role of the sector as well as the client
service components of the road transport
sector.

Highlight innovation in the sector.
51 © 2017 Ipsos.
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Weaknesses

Work-life balance is questioned: a stressful
job that makes you be on the road for long
times.

Monotonous, boring.

Security concerns.

Threats

Seen as not a very prestigious sector. Also
perception that it is only a temporary job &
hesitation if companies take care of their
employees.

GAME CHANGERS



Ipsos U(
UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Road transport sector — Positioning in the Censydiam frame

Emotional added value

Status Belonging

Road transport

v
52 © 2017 Ipsos. Fu nctionality GAME CHANGERS E
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DEEP DIVE RAIL TRANSPORT
Spontaneous associations

54
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DEEP DIVE RAIL TRANSPORT
A stable job, however boring and negatively influenced by strikes

and delays

National strikes, frequent delays & unfriendly staff create a negative image of the

rail sector.

Ipsos U(

Across countries (except Spain) seen as a male dominated world.

Routine, boring and monotonous: always driving the same track.

On the other hand seen as a stable job: structured, ordered world, secure job.

Perceived as a skilled sector.

“The drawback is the on-the-job
hazards. You might be on a train,
and a passenger might be drunk or cursed at because the trains are
might be in a mood. What do you always delayed.”

do as a conductor against a whole - Student, France

car that’s full of people like that?”

— Student, Poland

“I don’t want to work in the rail
sector. | don’t feel like being

“It is quite an expert area.”

“l imagine they (signal &
- Young employee, UK

switch operators) always do
the same maneuver.”
- Student, Italy

GAME CHANGERS &



Ipsos U
DEEP DIVE RAIL TRANSPORT
A variety of jobs top of mind

e Train drivers: freight/people — e UK: international transport
intercity/national/international e Maintenance of rail tracks

* Metro trains e Signal and switch operators

e Ticket sellers o|T

e Ticket collectors e Logistics

* Train conductors e Train restaurants & commercial

® On-board crew: waiters in trains activities in stations
with restaurant e Administrative jobs

e Security and cleaning personnel
e Technicians & mechanics

e Engineers

e Customer support

56 © 2017 Ipsos. GAME CHANGERS a



DEEP DIVE RAIL TRANSPORT
Jobs that demand specific technical skills & responsibility

Some degree of skill and technical knowledge of trains and rail networks is needed. It also
requires responsibility: to ensure passengers’ safety and manage unpredictable and often
dangerous situations (accidents, difficult passengers, etc.)

Distinction between technical jobs (train drivers, technicians, maintenance of tracks, shunter,
signal man, etc.) and client facing jobs (management of passengers and train flow, platform staff,
ticket collectors, ticket sellers, ticket controllers, train attendants).

Public transport is top of mind (above transport of goods). Transport of goods is seen as a more
autonomous job, traveling longer distances through nature.

Local versus international transport: international is more glamourous, connotation of travel
(wearing uniforms refer to air cabin crew).
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DEEP DIVE RAIL TRANSPORT

Drivers and barriers

Drivers Barriers

N N

* Stable job — permanent job contract, regulated
working conditions, good pay, good pension,
unionized, etc.

* Easy, structured job

* Work-life balance — family friendly, defined
working hours

* Environmental friendly

* International road transport — travel, fun and
adventure (more aspirational)

* Traveling through nature

* Monotone - repetitive and lacking variety, i.e. the same
routes and tasks everyday, all day, boredom

* Security — risk of crashes, security threats

* Great responsibility over peoples’ lives

* Lack of career progression

* Working hours— some don’t like shift work and potentially
working at night/holidays, early hours. Delays might also
mean you finish your shift later.

* Lonely — train driver sits alone in the cabin, other job

/ profiles have often negative human connection, e.g.

aggressive, rushed or stressed passengers
* Psychological burden of suicide victims

* Most appealing: international rail transport (travel-aspect). In * Bad reputation of companies (dated infrastructure, strikes)
Germany also drivers of freight trains (greatest independence), \ /

* Least appealing: Service staff ticket controllers and city/regional train

drivers (stress factor).

58 © 2017 Ipsos. GAME CHANGERS M
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DEEP DIVE RAIL TRANSPORT
Students have a very romantic idea of the rail sector

o
AlA EMPLOYEES STUDENTS v‘i

* Rail transport is seen as the ultimate stable | * More romantic idea: nature and traveling.
sector in transport.

59 © 2017 Ipsos. GAME CHANGERS M



DEEP DIVE RAIL TRANSPORT

Ipsos U(

Women are less interested in the mechanical side of the rail sector

@ WOMEN

MEN 'n‘

* Less open to the rail road sector: main
association with heavy machinery and
physical strength.

* Exception Spain. Rail transport is not gender
exclusive. Eager to portray themselves as
drivers and station staff.

“I can see myself as driving a metro
train, and | think I’d be good at it.”
- Student (female), Spain

60 © 2017 Ipsos.

* Reluctant for routine, monotonous jobs.

* Some are interested in the mechanical
dimension.

GAME CHANGERS &



DEEP DIVE RAIL TRANSPORT
Economic situation of the country and the public image of the rail

road transport sector color perceptions

61

. 2 A stable job

Ipsos U(

Boring & monotonous

e Italy: Stable job but idea it is an exclusive & corrupt
sector.

*  Spain: Specific mention of male and female drivers. Civil
servant job that is believed to be a lifetime career, but is
difficult to get into (public examination).

*  Poland: Good working conditions because it is a public
job, but connotations generated by Polish Railways
(PKP) are quite negative (dated infrastructure & delays).

*  Exception Bulgaria —not even a stable job: Poor
condition of Bulgarian Railway Company (lack of
investment, old infrastructure, low salaries, closing
destinations). Associated with decline, lack of
youthfulness, lack of opportunities, degradation and
lack of perspective for a better future. Perception that

experience is demanded. ‘ ' E
T
- oW

© 2017 Ipsos.

UK: National strikes create a negative image of workers
in the sector, but the strong unions are perceived to
have a big impact on employees working conditions and
wages (positively).

Germany: Deutsche Bahn as a monopoly in Germany /
global player supported by the state (safe jobs), but also
with a bad image in Germany (constant unpunctuality,
ramshackle rail network, strikes from labor union)
Sweden: Particularly negative image of the rail transport
sector: frequent delays, low salary, boring, no expertise
in job, job for immigrants who don’t speak Swedish.
France: Good pension but trains are always delayed.

“r ) B
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DEEP DIVE RAIL TRANSPORT

Typical worker : Rail transport is emotionally disconnected from
young people

* 40-50y.0. male
* Train driver or conductor

*  Modest, unambitious

'_ kl\“lin\i?‘«l‘ P - - * Abit of a geek, loves engines and
Fil st T g = o

technicalities

* Values traveling and nature

* Acalm person

* Lacking motivation

* Someone who loves to be alone

* Lot of self-control and patience

* Quite scruffy (beer belly) because of
sedentary life style

*  Family life is important (shift work,

not away from home for days/weeks
like road transport driver).

62 © 2017 Ipsos. GAME CHANGERS
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Transport sector — Brand mandala

63 © 2017 Ipsos. GAME CHANGERS



DEEP DIVE RAIL TRANSPORT

Rail transport sector — SWOT

Strengths

Stable and structured job.

Secured working conditions (job for life,
good pension, holidays, unions, etc.).

Opportunities

Highlight work-life balance & variety of
jobs and profiles within the sector.
Technical innovations (fascination with
high speed trains).
Environmental friendly aspect.
Provide clear information on recruitment
processes, requirements and on-the-job
training.

Ipsos U(

Weaknesses

Highly skilled sector (need training).
Perceived as boring and monotonous,
always driving along the same track.
Jobs with great responsibility.
Processes of recruitment are unclear.

Threats

Negative image of public companies
(strikes, corruption and deteriorating
infrastructure).

GAME CHANGERS E
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Transport sector — Positioning in the Censydiam frame

Emotional added value

Status Belonging
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DEEP DIVE AIR TRANSPORT
Spontaneous associations
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Distinctively positive: glamourous environment, job with lots of
variety, excitement & travel

* The airport as fascinating work-environment: A world within a world, well structured and organized.
Transport of people is top of mind, linked to travel, holiday atmosphere.

* Prestigious atmosphere: Cosmopolitan spirit, glamourous, freedom & excitement. People working here are
seen as upbeat, polite, open minded, smartly presented and knowledgeable.

* Stimulating job, positive and motivating working environment with lots of variety: people are always happy
(going on holiday), less stressful and rude passengers as compared to road transport.

* Best paid sector in transport, but it is a job that requires responsibility. It can be stressful, one needs to react
quickly.

* Aspirational for independent, curious and lively personalities: many contacts with different people &
opportunity to travel on the job.

“I believe it’s the best paid

“Makes me think of this “It is freedom, “All people are there for a good part of the transport sector.”
young, progressive individual. travelling, excitement reason... such as holiday or maybe for — Young employee, Sweden .
Older people aren’t skilled in to know different work but they are not stressed as on ’

speaking 2-3 languages.” people and places.” the bus or metro.

— Student, Poland — Student, Spain — Young employee, Italy GAME CHANGERS &
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A variety of jobs top of mind

® Check-in staff * Catering
e Security & customs e Airport staff: cleaner, shop workers, ...

e Ground staff: baggage handler, gas
filler, airport trolley collector
e Pilots and co-pilots

e Cabin crew: stewards and
stewardesses

e Customer service

o |T

e Meteorologist

e Airplane mechanics & engineers
e Air control tower

GAME CHANGERS &
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Well paid but highly qualified field with great responsibility

Generally there is a lack of knowledge what the requirements are to work in the air
transport sector & what the selection procedure is.

Gender stereotypical jobs: Service and customer attention are traditionally female. Pilots,
mechanics and maintenance (ground staff, air control, ...) are male positions. Security, cleaners
and behind the scene roles are for both genders.

It is considered as highly qualified, even low to medium level professions have special
requirements (language, physical demands, certificate of good conduct, ...).

Differentiation between people who work in the planes (pilots and crew) versus ground
working staff which is less aspirational but still prestigious.
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DEEP DIVE AIR TRANSPORT
Drivers and barriers

Drivers I Barriers

I High salaries \

Prestige — status, glamour, sophisticated
* Stimulating — interesting and meaningful job
* Variety in the job — every day is different
* Social contacts — meeting new people, different
cultures
Added bonuses — opportunity to travel, day off
when flying to a destination, cheaper flight tickets
* Well structured and organized — regulated and safe
working environment

* Team spirit — working together, common purpose
* Modern working environment — evolving \ /
\technological trends /

* Most appealing: Pilot (male), stewardess (female), both because of
status; mechanics / engineers (fascination of airplanes)

* Least appealing: Ground crew
71 © 2017 Ipsos. GAME CHANGERS
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* Special qualification needed - stringent criteria on physical
appearance ands skills

* Demanding work, highly disciplined

* Hard working hours — long time away from home,
inconvenient hours and stress

* Responsibility — for the lives of many people

* Risk and danger — plane crashes, terrorism attacks, etc.

* Claustrophobic — being trapped, cramped work space
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DEEP DIVE AIR TRANSPORT
Students are dazzled by the travelling opportunities and good

salaries of the air sector

O
AlA EMPLOYEES STUDENTS V;

* Lack of awareness of selection processes and | * Attached to the aspirational image of air
the real chances to get a job on this field. professions, travelling and good salaries.

* Being aflight attendant is a temporary job
for a couple of years, before settling down.

* Seen as a sector with jobs suitable for
different educational backgrounds/levels.

“Sounds great, but how do you get
in? | couldn’t think of what to do if
I wanted to work at an airport”
-Young employee, Spain
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DEEP DIVE AIR TRANSPORT
Female participants are eager to enter this world, transcending their

role as flight assistants and customer support

[ ]
@ WOMEN MEN 'n'

* They consider their generations as ready to * Interested in technical positions as
enter “male” positions as controllers, pilots, controllers, mechanics, pilots and aircraft
mechanics and gain responsibility (and maintenance.
better wages).

* Some expressed concern about combination
with family life.

“If a hostess wants to have a baby
she has to quit her job.”
- Student (female), Italy

73 © 2017 Ipsos. GAME CHANGERS a



DEEP DIVE AIR TRANSPORT
In countries with a struggling job market the air transport seems

further out of reach

v Aspirational but “not for me”

Ipsos U

Aspirational: well paid and adventure “

74

* Young people in countries with a struggling job market
doubt about their skills to fulfil a job in air transport. The
sector seems too far out of reach, requires specific
education, and more specific language skills.

* No clue of what is needed to get there.

* Spain: influenced by popular reality TV show shot in
Madrid airport

* Bulgaria: only international flights came to mind. Seemed
more within reach here: awareness of on the job training

O

© 2017 Ipsos.

A job in the air transport sector is well paid and glamourous.
Young people could see themselves working here, even for a
short while. Country differentiations:

*  UK: groups were held the day after the terrorist attack
in Westminster, as such security and terrorism were
fresh in the mind of the young people. The air transport
sector was associated with the environment with the
highest risk of danger, since the airport is secluded from
the outside world, once in you can’t get easily out.
Image of the air transport is also influenced by a
popular reality TV show “airport”.

*  Germany: great media awareness due to strikes of big
airlines (even though they are already paid quite well)

*  Sweden: Working conditions might vary between airline

companies. . i AR ! '
GAm,.!cqi\l?aE s N
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DEEP DIVE AIR TRANSPORT
Typical worker : Emotionally closer to young people

/ Male or female, 30-35 years old: young and\
progressive, speaking multiple languages
(aspirational)

* Nice, professional people who love their jobs
and enjoy its advantages (travelling, good
wages, opportunities).

* Neat, clean, elegant, well groomed

* Self-confident, charismatic, inspires trust

* Loves travelling, open minded attitude

* Has a family (not in Italy)

* Self-controlled

* They love their work, they are proud because
they get to know a lot of people, contribute to
society in an important way & perform a job
of responsibility.

K They have studied and prepared to enter this

professional world.
75 © 2017 Ipsos. GAME CHANGERS
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Air transport sector — Brand mandala

Best wages with bonusses and advantages
High qualifications needed
Pilots and crew vs ground staff
Variety in the job
Social contacts and team spirit
Modern working environment
Demanding, highly disciplined
Risk and danger

Valorizing by prestige and glamour
Stimulating

Male or female
Rather young
Loves his/her job
Neat, clean, well groomed
Loves travelling
Proud of his job

Well educated

GAME CHANGERS &
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DEEP DIVE AIR TRANSPORT

Air transport sector - SWOT

Strengths

Prestigious sector: variety & fun
guaranteed.

Well-paid sector.

Team-spirit & travel.

Opportunities

Provide clear information on recruitment
processes, requirements and on-the-job
training.

77! © 2017 Ipsos.
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Weaknesses

Highly skilled needed, unclear how to get in.
Work-life balance can be questioned: for
some it is only a temporary job, before
starting a family.

LGRS
Global security concerns involving airports.

GAME CHANGERS Ipsos
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Air transport sector — Positioning in the Censydiam frame

Emotional added value

Status - Belonging

78 © 2017 Ipsos. Functionality GAME CHANGERS &



Ipsos U(

GAME CHANGERS a




Ipsos U(
DEEP DIVE WATER TRANSPORT
Spontaneous associations

Fxciting
o the w wl'l Fear d
Jumpsanits
R()Ugh Pappe BUI ing

Ver'yday.,i e
d Tided [Noswn PPhysically Fr
wrie\\/ €T -~ freedom
Not s[reqsfnl

stressfol ”*'”‘ Sea Une‘mlhng solated

Slow paced Relaxing
Menmily Sherp

80 2017 Ipsos. GAME CHANGERS M



Ipsos U(

DEEP DIVE WATER TRANSPORT
Water sector is not top of mind: unknown, slow, lonely & dirty

81

Young people have a very vague idea of the water transport sector. Little spontaneous reaction but immediate
negative connotations: slow, dirty, away from home for a long time & unpredictable weather conditions. Manly
sector: physical strength needed.

Vocational call: specific maritime training is necessary.

Depending on personality: for those having a positive association with water, it is associated with freedom, fun
and adventure of being at sea and/or outdoors. For those less comfortable with water it creates anxiety about
being a trapped at sea.

Clear distinction between transport of goods (slow cargo ships — the lonely adventurer) and transport of people
(cruises — glamourous, fun).

River (one direction, boring, but also more stable?) versus sea (more adventurous, freedom, male camaraderie,
but also long time from home, loud and disorderly)

“The atmosphere is very “You have to part with regular life for “To move all the goods, to “When you’re out for a
masculine, hyper physical, it a while. Sailing on a tanker from New manage boxes and stuff you long time together you
misses refinement. | am not at Zealand to Scandinavia must take 2 need to be strong” can’t help being friends”
all interested in that world.” months. You kind of check out from — Young employee, Italy — Student, Sweden

— Young employee, France today’s fast paced lifestyle”

— Student, Poland
© 2017 Ipsos. GAME CHANGERS
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DEEP DIVE WATER TRANSPORT
Unknown: hard to name jobs

Spontaneous

e Ship’s captain * Cooks

e Deckhands * Mechanics

e Navy * Engineers

e Sailors * Onshore jobs:

e Cruise-workers: service staff, waiters, * Harbor workers (crane operators)
shop employees, hair stylists, hosts « Container logistics

and entertainers.
e Seamen & helmsmen

® Only in Sweden: fishermen & ship
builders

e Custom officers
* Water guards
e Administrative tasks

82 © 2017 Ipsos. GAME CHANGERS a
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DEEP DIVE WATER TRANSPORT
Great variety of jobs on a ship: it is a world on its own

Two different worlds within the water transport: cruises versus cargo.

Cargo/goods: hard physical labor, male environment. Jobs? Mechanical support, navigation, sailor
(The Navy), captains, ship builders, engineers, container logistics, fishermen, harbor workers (i.e.
crane drivers, moving containers), custom officials, water guards, ...

Cruises: hospitality industry, luxury boats with swimming pools, it is sexier than rail transport,
holiday atmosphere. Even greater variety of jobs on board (e.g. shop owners). Jobs? service staff on
board of cruisers (receptionists, cooks, waiter, artists, cleaners, facility managers)

Conforming to stereotypical expectations that physical roles are for men and female roles are
limited to administration based office work, ticket offices, etc.
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DEEP DIVE WATER TRANSPORT
Drivers and barriers

Drivers Barriers

I Calm atmosphere — compared to other sectors notxl \
stressfu! wgrk environment, sonver pac.e, no exFesswe Work-life balance — long away from home

responsibility and a lot of free time during working « Seasickness

hours

. . * A male dominated environment (females)
Good wages and conditions B sy e e>.<penses on * Specific training necessary — from a young age to marine
board and long seasons working, a good income and

school
Vol Efprite Ulims [PEEES E R Re. * Responsibility (certain kinds of job profiles)
Gl . . o * Close quarters, lack of personal space can lead to irritation
* Manly camaraderie — crew is united in hard,

& boredom
adventurous work

.  Dated sector — long delivery times don’t sound modern
Cruise « Mundane, monotonous — little going on

* ‘Almost like holiday’ feeling

* Team spirit
\Variation /
* Most appealing: service staff (emotionally connected to the hotel

business)
* Least appealing: seamen, cleaners

84 © 2017 Ipsos. GAME CHANGERS M




DEEP DIVE WATER TRANSPORT

Ipsos U(

Employees consider the more practical elements of working in the

water transport sector

[V EMPLOYEES

=

STUDENTS

* Consider more practical aspects like concerns
of being away from home, little expenses on
board and long free-time periods.

* More attention for logistical jobs within the
water transport sector.

* Also mentioning cargo.

“It’s not only a convenient job, but
also you can do what you want
when you are back on firm land.”
- Young employee, Spain

85 © 2017 Ipsos.

* More romantic view of sector: bravery,
adventure, exploration. Linked to the
mystery and appeal of the sea, touristic
world and camaraderie.

GAME CHANGERS &
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DEEP DIVE WATER TRANSPORT
A male world: men are attracted by camaraderie, women by the

glamour of cruise ships

() T

WOMEN

* Particularly the cargo transport is seen as a male * Male camaraderie, adventure, hard tasks.

world, not attractive for women.  Appeal of being close to nature’s forces.

* They see themselves in services and entertainment | « Think of well-paid jobs on goods transport.
for touristic passenger transport. Rejection of cargo
ships and port professions.

“I think it would be quite fun; it’s
the outdoors environment.”
- Student, UK

GAME CHANGERS &
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DEEP DIVE WATER TRANSPORT
Outspoken negative image of water transport (specifically cargo),

except in Sweden, Spain & Germany

Unknown and unpopular More positive image of water transport
* [taly: Uncommon sector. connotations of chaotic ports, * Sweden: Very positive image, a bit romantic. it is a
dirt, hard physical labor, insecurity (weather). Ferry and traditional world built on routines which gives comfort.
cruises as water transport of people. Also connotation with fisher industry.
* Bulgaria: Little emotional connection & spontaneous *  Spain: Adventure and glamour. Very distant, but still
input. River cruises versus international cargo transport. slightly aspirational (particularly working on cruises for
* Poland: Unknown, dated & archaic sector. women). Younger sector image in Spain.
* UK: Jobs in ports far from London (location field), river * Germany: Awareness of modern technology used in
transport was not top of mind. sector (e.g. cranes in harbors).
* France: Least sympathetic of all kinds of transport.

87 © 2017 Ipsos. GAME CHANGERS E



Ipsos U(
DEEP DIVE WATER TRANSPORT
Emotionally distant to young people: either old, bearded & tattooed

sailor or young person worklng on a cruise

* 50-60y.0. male with a grey beard \

* Aloner: no family, no commitments, lives one day
at a time, independence is his main value

* Dedicated to his job: conscious choice to work in
the water transport, he knows what he wants

* Loves the nature, an outdoorsy type, passionate
about the sea

* Bearded and large person

* Astorytelling optimist

* Decisive, resourceful, quick to act
Loves to test himself against obstacles and the

\ forces of nature / k j

* Avyoung person 25 (cruise), 35 (sailor)

* He loves to be by himself and loves the team
spirit with the crew.

* He makes good money when he’s overseas and
then enjoys life when he returns.

* The cruise worker loves people & adventure.
She will make good money and have some
weeks of free time when she comes back home.
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Water transport sector — Brand mandala
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DEEP DIVE WATER TRANSPORT
Water transport sector — SWOT

Strengths

Intriguing sector: team spirit, adventure,
being outdoors/in nature.

Opportunities

Increase sector awareness (particularly
onshore jobs). Water transport of people
(particularly cruises) are most aspirational,
can be used as entry to create awareness
about variety of jobs and profiles needed
in the sector.

Work-life balance: combine work with
travel, longer off times to enjoy.

Weaknesses

Unknown sector, dated and archaic.
Skills: specific maritime training is
necessary.

Work-life balance: longer times at sea
negatively influence family life.

Threats

Particularly seen as a male dominated
world.

GAME CHANGERS Ipsos
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UNDERSTANDING OF THE TRANSPORT SECTOR AS EMPLOYER
Water transport sector — Positioning in the Censydiam frame

Emotional added value

Status Belonging
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ANALYSIS OF COMMUNICATIONS
Remembering advertising/communication?

In general young people can mention some advertising on careers in the transport sector (mainly navy and army; also
Uber, national public railroad company, flight companies) but they cannot recall the details.

Media

- Print (magazines)

- Online (pop ups, Facebook, company websites, job posting websites)
- TV ads (navy, army, air companies)

- Ads in public transport (subway, train & bus stations)

- Students have been in contact with fairs, presentations and testimonials on possible career
choices through school

93 © 2017 Ipsos.
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ANALYSIS OF COMMUNICATIONS

Young people want to feel emotionally connected & need all the
facts in communications

Honesty & facts:

*  Purpose: Short and clear description of the job position and its aim. Not only present info on the job itself, but also on the
company/the business. Young people want to be part of something bigger, they want to feel appreciated.

*  Tasks and requirements: Simple list of tasks and skills. Describe how a work day looks like. What profile & personality are they looking
for?

*  Working conditions: Hours, wage, type of contract, potential growth opportunities, etc.

*  On transport sector: Showcase variety of sub sectors, environmental sustainability and technological innovations within the sector.

Emotional connection:

*  Young people want to be emotionally moved by communications. Communications need to be innovative & unique.
*  For transport sector: Showcase relevance of transport sector in the modern society.

Importance of channels:

*  Young people look for information online, but they first need to be aroused: print, video, social media.
* Job fairs: also important, as these events are visited by most young students. The chance to know the atmosphere and know more
about the structure of this sector.

“It has to be social media. | wouldn’t “It shouldn't be like ‘| need someone to drive my truck’,
» . ) think of surfing the web to know more it should be about you becoming a part of something.
Only the first 3 hits, googlf about transport, unless | had a clear Transport has this image of turnover, lack of care for
shows are relevant for me. idea before.” people who work as drivers, in delivery.”

o - Student, Germany - Young employee, Spain - Young employee, Bulgaria



ANALYSIS OF COMMUNICATIONS
Suggestions by respondents: spontaneous messages

95

Road transport

* “We offer you many challenges”

* Reality of working on the road - variety

* You can work temporarily, no need to stay lifelong
* Purpose and value of these professions

Rail transport

e Stability of working in the sector

* Family conciliations possibilities on this sector
* Attractive pay

* Scope of different jobs

* Positives about the work place

* Innovation within the sector

Ipsos U(

Water transport

* The camaraderie atmosphere
* Well paid

» Safety of vessels

e Variety of jobs

* Innovation within the sector

Air transport

* Gender equality, sexism is history

* Convince us that it really is realistic for a young, not highly
educated person to get a job in the business

“Provide good advertising via social media,

“The should do away with the “It has to be short and clear, if you don’t . : .

. . . showing future perspectives, lifestyle and
stereotype that says rail transport is understand it right away, you move to motion. | want to feel how it would b
dated. They should claim that another thing.” ;keotoow.ork tc;wereo” cetno oulaoe
they’re an innovative sector and - Student, Spain :

that’s what sets them apart.”
- Student, Poland

- Young employee, Germany



Ipsos U(
ANALYSIS OF COMMUNICATIONS
After discussing examples

Honesty & facts:

* Also discuss negative sides of jobs: let real employees talk about their jobs (in videos) in a passionate & authentic way.
*  Area of influence: Local, national or international.

Emotional connection:

Being part of a bigger thing is an important emotional message, but also the individuality is important: showcasing the type of personality,
character and values one needs in the transport sector to position the sector above others:

* A curious mind, being different: working in a sector that has new experiences and satisfactions to offer.

*  Purpose: Make the candidate feel as part of the making the world move for an optimal functioning of society or the luxurious atmosphere
of leisure.

*  Personality: Make clear the position needs a special setting of emotional skills and character.

Channels: among young people, web sites are becoming less important. Mobile world is their window to all kinds of

realities. A day in the life - video is the winning format:

*  Provides an ‘authentic voice’ of employees discussing their achievements and job satisfaction. It conveys the employees’ enthusiasm and
enjoyment of the role, but should also talk about the less positive elements of the job.

* Ittapsinto the ‘human element’ and demonstrates the emotional rewards of the job and interaction with others through the use of
employees talking about their heartfelt positive experiences and job satisfaction.

* It shows the variety of the job: following somebody throughout his day.

* It should not feel scripted: employs a Q&A format (e.g. a vox pop), to facilitate a more authentic tone.
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ANALYSIS OF COMMUNICATIONS
Additionally after discussing communication examples:

Don’t
Reality: convey real situations, show clearly what the actual work is Seriousness: avoid projecting a very adult and close specialist
like, explain what kind of person will enjoy the job. Give voice to environment — sell the job emotionally to the audience
real people satisfied with their jobs. Neutrality: avoid neutral and uninspiring messages or descriptions.
Steadiness: steady jobs, fair wages and special. Complex language: avoid excessively technical language, official
Multimedia: videos, audios, fresh and young image. documents and process manuals for first contacts. It is essential to
“Young” channels: social media, bus stops/public transport, talk to young people in a language they understand.
magazines, students and job fairs. Turn up in Google searches. Get stuck in gender or sector stereotypes
Traditional channels: especially radio, listened to at work and on Excessive talk/narration and too long texts
the go. Sugarcoat: be honest
Keep it short and easy to digest. Bad quality: web design, spelling mistakes, bad video quality or
Target young people in the tone of voice and featured persons — content quality. The young target audience is demanding and fast to
show young people doing the job to ensure identification. judge. They have little patience with poorly executed content
Gender inclusive: show both sexes. Do only video, as some people prefer reading. A combination is
Information: what education is needed and what education will be recommended.
given, growth opportunities. Be clearly directed (to people with Vague and hard to grasp -should not include requirements or details
particular education, experience, etc.) and provide a list of that are not specified (e.g. if English is required, the level needed

requirements. should be indicated)
Connection: having a number to call for information, pop-up chats
are appreciated online. For students: meeting in person is much
appreciated (career days, job fairs, testimonials).
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COMMUNICATIONS - DETAILS - SPAIN e
Aena employment page —

= First impressions
Neutral and unappealing website. Lack of relevant information in the

landing page, only the “interested” section to leave your personal info o
attracts some attention. Aena empleo
* Decoded message:
Felt as a highly specialized, governmental and bureaucratic webpage: e = =
— Unappealing and rejected. Participants agree they wouldn’t ” - [T
pass from the main page. @

ite les convocatoriss en tods
e Go Aara

— Messages are hard to understand: official and legal language,
unclear tasks and job description, unappealing image.
— Lack of images and excess of text.

= Persuasion power:
Very low. Understood as a resource for authorities or highly
specialized professionals, dispelling young profiles immediately.

“I cannot even understand what kind of job this is. Maybe

) e § ol i
security? Or is it a tecﬁnlcaljob. GAME CHANGERS E

2017 Ipsos.
& g 1L /Ipsos - Young employee, Spain


http://empleo.aena.es/empleo/

COMMUNICATIONS - DETAILS - SPAIN ..:—..
Aena employment page -

= Impact on the image of the sector:
Air transport worsens its imagery with this webpage. Instead of a
challenging, glamorous and high-status world, it appears to be boring,
complicated and hostile. It does not provide the needed orientation and
information for young candidates.

= Learnings

Don’t

Boring design.

Lack of information on main
page.

Complicated routes.

Hard to understand
information.

100 © 2017 Ipsos.

Ipsos U(

«aena Al = cn—r Y, |

Aena empleo

Oferta de empleo
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COMMUNICATIONS - DETAILS - SPAIN e

How do bus drivers learn S

= First impressions
Video format that draws attention. Short and appealing images.
Though it is not a glamorous or aspirational piece, it opens a window .
to an unknown world and lets viewers learn something they did not
know.

= Decoded message:
Interesting message that communicates professionalization and
practices for a profession they believed dull and unappealing:
— The digital simulator conveys the idea of high technology.
— Senior drivers training communicate the certainty of a safe job
and professional employees. 21027 vaushzaciones
— Atest track increases the appeal of road transport, giving a e dalid
playful dimension to this job.

= Persuasion power:
Medium. Creates curiosity and changes the image of the sector,
though it is not a piece aimed to recruit candidates.

101 © 2017 Ipsos. “Maybe driving a bus is not as boring as | thought it would be...” GAME CHANGERS M
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COMMUNICATIONS - DETAILS - SPAIN ..:-.
How do bus drivers learn I

= Impact on the image of the sector:
Highly positive. Participants discover an unsuspected side of being a bus
driver and reassess its status when knowing about this training. Appears
to be a more specialized and interesting profession, also supported by the
idea of this training being provided by the employer (ALSA, one of the
better known Spanish bus companies).

= Learnings

Don’t
= No women present in the
piece. Reinforces the idea of a
male world.
No further information: no

phone number or webpages
to get more information.
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You D Busca

21.027 visualizaciones
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COMMUNICATIONS - DETAILS - GERMANY .
Be your own captain

= First impressions
Not convincing since it communicates a common stereotype
“freedom”.

= Decoded message:
Lacks credibility as it doesn’t express the uniformity and strict rules in
the water transport sector.

= Persuasion power:
Low. It doesn’t show the variety in the sector. It refers only to the

captain.
The visual language is not authentic. It only shows the “clean”
situations. It doesn’t express the heroic aura of the sector. . ity

e e

erbomlomry

The fact sheet expresses an immature advertising design. One lacks
factual information about the job requirements, job conditions, ...
The interview formats fail because they only describe the positive
side of the job.
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COMMUNICATIONS - DETAILS - GERMANY .
Be your own captain

= Impact on the image of the sector:
It lacks factual information and credibility to have a positive impact on
the sector.

= Learnings

Don’t
Present immature or fuzzy
designs.
Depict a too emotional

approach.

Express a lack of authenticity.
Create a too “advertisement”
like communication.

“Looks like they wanted to copy titanic.”
- student, Germany
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ustra

[ ] ]
Ustra IE—
= First impressions s e | ®

Not convincing because it plays with gender stereotypes. It tries too e e s
hard to be cool, young and open-minded and lacks credibility.

Sle méchten sich bewerben?

Kampagne: Ustra rockt

= Decoded message:
It fails to meet the open-mind expectations of the target group
because it “tries too hard”.
Message ‘Ustra rocks’ and ‘rock stars’ = allusion towards the German
word ‘Rock’ (skirt) and visuals (men in skirts) is not understood
immediately. If decoded it is unauthentic, overblown and flat.

= Persuasion power:
Low. Lacks connection to the real everyday work job facets. Lacks
clear information about the job conditions.
Gender is not crucial for job choice. Personal interest is.
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ustra

(1
* |mpact on the image of the sector: Ustra IE— U St ra

It lacks factual information and credibility to have a positive impact on

Vielfalt  Stellenangebote & Bewerbu

the sector.
Kampagne: Ustra rockt

= Learnings

wancataran >

Ausbildung gesucht?

Don’t

= Trytoo hard.

= Communicate emotions only.

= Play with the gender
dimension.

“I am also breaking clichés, but this doesn’t
mean that this job is interesting for me.”
- Young employee female, Germany

10¢
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COMMUNICATIONS - DETAILS - GERMANY .
German dry docks

= First impressions
Not appealing because too “dry”. Too much text and lack of triggers @E&Fyg&z MAGAZINE
to read it. Lacks an emotional Side. HEMEN MENSCHEN & MACHER SCHIFFE & PROJEKTE TECHNOLOGIEN & LEISTUNGEN TRADITION & INNOVATION

j+ | DasPinguin-Prinzip und
4 die Zukunft deutscher
= Werften

Bandbreite innovativer
Technologien in der
maritimen Wirtschaft ist
gewaltig”

3 German Dry Docks: Die
Menschen hinter den
Projekten

Seeleste wihlen

ENSEHEM S MACHER S  Bremerhaven zum Hafen
Maritime Jobs bei German Dry Docks: des Johres 2016
Kommen Sie an Bord!

Boa' 37 Nadine Petram: Das
| Wichtigste sind unsere
Excellence in Ship & Engine - dafar steht die German Dry Docks GmbH & Co. KG, ¥ Mitarbeiter

unsere ft, zu deren aft die Rep und der Umbau
von Schiffen, Schiffs- und sowie des

Al s Unternehmet eme 1 liegen uns m |

= Decoded message:
Hard to decode a message besides “we are looking for applicants”.

= Persuasion power:
Low. Too much text. Too adult tone of voice. Lacks emotions and
personal benefits.
The information is too hard to digest.

“You would only read this, if you are already
really interested to apply for a job there.”
- Young employee, Germany
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COMMUNICATIONS - DETAILS - GERMANY .
German dry docks

= Impact on the image of the sector:
Too “dry” communication to have a positive impact on the sector.

@ ssruen MaGAZINE

HIMEN.  MENSCHEN & MACHER  SCHIFFE & PROJEKTE  TECHNOLDGIEN & LEISTUNGEN  TRADITION 3 INNOVATION

MENSCHEN & MACHER

Das Pinguin-Prinzip und
die Zukunft deutscher
Werften

.Bandbreite innovativer
- Technolegien in der
maritimen Wirtschaft ist

= Learnings

Do Don’t

Communicate clear Avoid too text based i’

information about the job. communications.

Communicate more Use a too adult tone of voice

emotions. to communicate with young ] i e o ik
: : Maritime Jobs bei German Dry Docks: des Johres 2016

Communicate online. people. Kommen Sle an Bortl!

Use trlggers to mOtlvate Excellence in Ship & Engine - dafGr steht die German Dry Docks GmbH & Co. KG, "4‘::’2::;;“"““

reading further. oS, e und s s Komporenten s SHBe

Als eignergefOhrtes Unternehmen mit Hauptsitz Bremerhaven liegen uns vor allem
buiter am Her zen. Wi investieren in ihre Aus. und Fortbildung und bie
en ihaen macitime Jobs in einem Unternehmen, das sich flache Hierarchien und
ubergrelfendes | aamwork auf die Fahnen geschrieben hat. Wir stehen far deutsche
Wertarbeit, Dynamik, Wachstum, Internationalitat und Innovathe Technlkan.

German Dry Docks: Die
Menschen hinter den
Projekten

S 27 Nadine Petram: Das
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COMMUNICATIONS - DETAILS - GERMANY .
Hamburg Port Authority

= First impressions
The web portal is informative, the promotional film lacks attractivity.

= Decoded message:
The web portal contains the relevant information, including salary
range.
Unfriendly atmosphere of the harbor.

s spalic e

* Persuasion power: 2016 1AL &m.

Although mainly text, the web portal is persuasive because it Simoneiiiibuis {ieniiies Sikanangeiile
communicates relevant information, which is structured according to o v o

the target group expectations. Social media is used.

The promotional film fails to be persuasive because it depicts a grey
atmosphere of the harbor, it lacks relevant information, the depicted
job is too niche, ... The experience reports are not trustworthy.

Termine und
Aktuelles

“They should convince me, why | should work . -
109 07 [REEECERER GAME CHANGERS M
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COMMUNICATIONS - DETAILS - GERMANY .
Hamburg Port Authority

= Impact on the image of the sector:
The promotional film depicts a too grey harbor atmosphere.
The web portal has a better impact as it communicates relevant
information.

= Learnings

fir o und fur den Hafen Dis HPA

- I-P.\@

Ausgezeichnete ~ Was wir lhnen Stellenangebote /'\l 4 %

Don'’t
= Express a too grey picture of
the job.
= Use cheap looking,
unattractive films.

= Communicate information
lacking trustworthiness.

Termine UHU
Aktuelles

At wekhen
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Deutsche Bahn

= First impressions
Modern and up to date way to communicate.

= Decoded message:
Web portal : contains all the relevant information, in a modern and
visual language.
TV spot : A dream job and the variety of jobs in the transport sector.
C— (O
= Persuasion power:
Very persuasive.
Web portal : appealing design and visual language. Good structure
and provides orientation. Detailed information with high visibility of
key facts.
TV spot : very good combination of emotionality, clear facts and
humor (“more couples than any dating service”, “make heavy metal
your job”).

Teh bin Teh bin
Student/Absolvent Berufserfahrener

“You start dreaming a bit.”
111 © 2017 Ipsos. - Young employee, Germany GAME CHANGERS
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Deutsche Bahn

= Impact on the image of the sector:
Very positive impact on the business sector. Answers the need to
experience the variety in the transport sector. Appealing for a lot of
different people.

= Learnings

Teh bin Teh bin
Student/Absolvent Berufserfahrener
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COMMUNICATIONS - DETAILS - ITALY ‘ '
Alitalia

Alitalia oo imuawonn: wio | [

= First impressions Internship programme
An overall sense of professionalism, competence. .

= Decoded message:

A commercial for Alitalia, not for offering a job. It lacks concrete job
information.

= Persuasion power:
Not that persuasive, it is too vague and superficial.

Scopri di pit del mondo Alitalia

Q.
[+ (o Allitalia
“I would like to understand better what

each level does” - S . >
- Student, Italy - 1 C)

-
ACAREERS §

R TAL
'_E X W/ Lavdra-coh nol
./i ‘ 2 “
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COMMUNICATIONS - DETAILS - ITALY ‘ '
Aliitatia P
= Impact on the image of the sector: 4
At emotional level, it is coherent with the sector: premium, elegant and , e presne
prestigious. At concrete level the message is not clear about career and
jobs.
= Learnings

Don’t

®= Too vague job descriptions
and required skills. Som i el oo o

= Lacks a “day in life” like O . icatia
communication.

114 © 2017 Ipsos.
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Adria Ferries

= First impressions &d"'a FICIEE| QD Ok 000G swom seez
Not very positive. Quite basic. Sad, poor, not very professional.

* Decoded message:
Low profile company, basic and not prestigious. But the information
about the open positions is clear.

= Persuasion power:
Lacks convincing power. Although the practical information about the
careers meets the expectations, the overall feel is too basic. It lacks
an emotional dimension to it.

Posizioni aperte

115 2017 Ipsos. GAME CHANGERS M
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Adria Ferries

= Impact on the image of the sector:
Low. At emotional level it lacks rewarding. It lacks the expression of

emotional added value, but it explains the positions and the roles well.

= Learnings

Do Don’t

= Clear information about the = Express a too basic
open jobs. atmosphere lacking emotional

= Use more images in the added value.
communication (about the
company, the ferries, ...)
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COMMUNICATIONS - DETAILS - ITALY
Alitalia Youtube

117

= First impressions

The communication is quite boring as there are no other images than
the worker describing his job. However, honesty and transparence
emerge immediately.

Decoded message:
You can work at Alitalia without any passion.

Persuasion power:

It lacks passion to be convincing. It is moreover not clear what
competences are needed to do the job.

The job is however well described. It expresses the pros and cons of
the job. Itis credible.

“He probably wanted to be a pilot, but now
he works in the staff.”
- Young employee, Italy

© 2017 Ipsos.
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Meet Our People: Danilo - Operatore unico di cabina

> > o) 01377109

https://www.youtube.com/watch?v=J8b5GLyXW6g
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Alitalia Youtube

= Impact on the image of the sector:
The honesty and transparency could increase the sector proximity. Has Meet Our Peopie: Danilo - Operatore unico di cabina
the potential to educate about the sector. But the explanation without
passion is not motivating.

= Learnings

Don’t

= Give the impression
somebody is reading a text.

> > o) 013/709

https://www.youtube.com/watch?v=J8b5GLyXW6g
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Operacja LOT w

= First impressions P HITE
The communication lacks dynamism and the message lacks il 3
enthusiasm. .

= Decoded message: g =l I A e
There are career advancement possibilities when working for LOT. 1

= Persuasion power:
The job title claims add credibility that career advancement is
possible, although the male character lacks enthusiasm. This
undermines the overall appeal of the job. There is a lack of shots
expressing the professional activity. Too dark and grey colors. The
family tradition refers to nepotism.

“He looked like he didn’t feel like talking about it. His facial
expression looked tired and he lacked enthusiasm. That
background music put me to sleep. There’s no color there, it’s all
grey and dull.”

Ll e i - Young employee, Poland

GAME CHANGERS &
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Operacja LOT w

= Impact on the image of the sector: ‘
The communication reaffirms the prestigious character of the sector, but LN

it expresses a lack of accessibility. There is a lack of information about - ”5
the requirements to be met by the candidates. The slow pace expresses ;
a not that stressful sector. ) r
, b ‘ : =
= Learnings
Don’t \ .
Depict a lack of enthusiasm. —

Use too grey and dark colors.
Refer to family tradition.
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COMMUNICATIONS - DETAILS - POLAND
Technik Zeglugi Srédlagdowej @

= First impressions
The clip features a friendly, cheerful atmosphere and the pace is
dynamic.

= Decoded message:
Presentation of a school that teaches future technicians, not a
particular job. Getting training from the school might be good fun
and interesting.
Advert for a school rather than for a profession.

=

= Persuasion power: %
This communication is very compelling. It shows many different tasks
in a dynamic pace which boosts the attractivity of the sector.

The level of enthusiasm expressed by the candidates indicate that the
training can be fun and that you can meet new people.

“It is good that they actually showed things instead

of just talking about them. It is more interesting.”
- Student, Poland

GAME CHANGERS &
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COMMUNICATIONS - DETAILS - POLAND
Technik Zeglugi Srédlagdowej @

= Impact on the image of the sector:
Positive impact on the image of the sector. It depicts a dynamic and
captivating sector accessible to both men and women.

= Learnings

Don’t

= Propose clips lasting too long.
= Depict students only.
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COMMUNICATIONS - DETAILS - POLAND
Dzien z zycia kierownika pociggu g

= First impressions
Positive impression because the spot provides a detailed description
of the job. Itis dynamic. The female character looks passionate.

= Decoded message:
A train manager job involves considerable responsibility.

= Persuasion power:
It is convincing because the clip shows multiple tasks are shown
which expresses responsibility and diversity.
The female character expresses enthusiasm which indicates the job
can be rewarding.

“Short, concise and to the point.”
- Young employee, Poland
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COMMUNICATIONS - DETAILS - POLAND
Dzien z zycia kierownika pociggu g

= Impact on the image of the sector:
The workers have the feeling the image of the sector is more compelling
and dynamic. Students continue feeling the sector is dated.

= Learnings

Don’t

= Show too long closing scene.

= Show too old people for the
target.

= Express a too small town feel
(eye make up of the character
and neglected train platforms)
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COMMUNICATIONS - DETAILS - UK
Iron Mountain

= First impressions
Tedious and unappealing.

= Decoded message:
Talk through of the day to day job of a driver.

= Persuasion power:
Low persuasion power. The communication is too detailed and
repetitive. It doesn’t demonstrate variety, nor job passion or
enjoyment. The testimonial lacks sincerity (scripted, monotone tone
of voice, wooden stance, ...)
Only less aspirational male students show appreciation for the
transparent and relatable description of the job. It expresses an
accessible job for them.

“I didn’t get the sense that he enjoyed his job.“
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COMMUNICATIONS - DETAILS - UK
Iron Mountain

= Impact on the image of the sector:
Except for the less aspirational students, who perceive variety,
accessibility and responsibilities, the communication has a negative
impact on the sector lacking variety and passion.

= Learnings

Don’t

Repetitive messages.
Too slow communication.
Too many details.

Lack sincerity due to scripted
communication, monotone
voice, unnatural
presentation, ...
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COMMUNICATIONS - DETAILS - UK
National Engineering Day

127

First impressions

Positive appreciation of the testimonials, the personal experiences
and achievements of women. But it addresses females only and the
roles are targeted to high level graduate positions.

Decoded message:
Females can work in the sector too. It conveys the diversity of the
jobs at TFL. It challenges the gender stereotypes.

Persuasion power:

Is quite persuasive since the verbal tone of the women is authentic
and they express believable stories. They express engagement and it
removes traditional stereotypes.

But the depicted jobs are of too high level for the research audience.

“For me it was the diversity. It was the
opposite to what you expect.”

- Young employee, UK
© 2017 Ipsos. g ployee,
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this |sm about where your from or what your gender is.
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COMMUNICATIONS - DETAILS - UK
National Engineering Day

= Impact on the image of the sector:
It has a positive impact since it challenges gender stereotypes. It
expresses a family-friendly organization and it communicates diversity
and passion in the sector.

= Learnings

Don’t

® Too high level professions.
= Focus on one gender.
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COMMUNICATIONS - DETAILS - UK
TfL Careers

= First impressions
Upbeat communication, but lacking references about jobs at TfL.

= Decoded message:
Concerns transportation in London rather than jobs in transport.
Transport in London is essential.
Different transport modes.
London is busy.
I lack information about the diversity of the roles within TfL and
confirms jobs are predominantly drivers and consumer facing support
staff.

= Persuasion power:
It does not motivate to apply for a job in the transport sector, because
it lacks references to job experiences and a human dimension.
Workers are not central in the communication. The fast pace
moreover depicts a very demanding sector.

129 ©2017 Ipsos. “It needs to explain more about the jobs and the role.” GAME CHANGERS E
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https://www.youtube.com/watch?v=1uugdIyWUOA

COMMUNICATIONS - DETAILS - UK SRt

TfL Careers

e
¥

= Impact on the image of the sector:
The pace is engaging to the audience and expresses energy of the
transport system.

= Learnings

Don’t

» Limit the communication to
an overall company
presentation.
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COMMUNICATIONS - DETAILS - UK
FTA - Careers That Deliver

131

= First impressions

Detailed information about jobs.

Decoded message:
Detailed information about a range of specific roles and opportunities
within the logistics sector.

Persuasion power:

The brochure is an appealing medium for potentially considering
working within the logistics transportation. It provides comprehensive
information and allows to refer back to it.

Since it covers different levels of skills and education, it confirms the
jobs are accessible to the audience.

The case studies are not persuasive as they don’t bring the scenarios
enough to life and it is less essential information compared to the
facts.

“The case studies are a waste of time. | wouldn’t
read it.”
© 2017 Ipsos. - Young employee, UK
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FTA - Careers That Deliver

= Impact on the image of the sector:

The detailed information provides an idea about salaries and working o s oo
hours. It communicates the diversity of roles and jobs in the sector. It SO AN A0S A o s o e et
covers different levels of skills and education.
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Train Driver Arbetsformedlingen « pr

= First impressions
Modern, dynamic and relevant.

= Decoded message:
This is how it really is to drive a train.

= Persuasion power:
It speaks to people interested in a safe job in a stable environment
that doesn’t offer many career opportunities.
It pictures a woman, it is informative and it convinces people who
identify with her and the specific working situation. It is less
convincing for career oriented youngsters. i

o) 246/4:02

“She sold me the profession until she said that
someone lay down on the tracks. You don’t want to
think about that when you apply for a job.“

- Young employee, Sweden
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COMMUNICATIONS - DETAILS - SWEDEN 4d I
Train Driver Arbetsformedlingen « pr

= Impact on the image of the sector:
Predominantly a more positive and modern image of the job. It shows a
surprisingly positive image of the job and crushes stereotypes.

= Learnings

Don’t

Keep the video too long.
Use too many dark and grey
colors.

Use dialect.
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COMMUNICATIONS - DETAILS - SWEDEN
Sjofartsverket

= First impressions
Too heavy to read. Feels outdated.

= Decoded message:
The jobs at sea are important. It is enjoyable to work and beautiful at
sea.

= Persuasion power:
Not really convincing. The web page feels dull and uninteresting. The
text is too long and it doesn’t sell the job. The depicted man is too old
to allow identification.

“I enjoy reading, but | would hesitate reading
all of this if I look for a job.“
- Young employee, Sweden

135 © 2017 Ipsos.

F N

Ipsos U(

Jobba hos oss

Sjofartsverket - Sveriges vackraste
arbetsplats

Utan sjofarten sténger Sverige. 90 % av Sveriges export och import gar idag
via sjovdgen. Sjofartsverket leverera effektiva transportmdjligheter via sdkra
sjovagar dygnet runt aret runt och den samhilleliga betydelsen av vart
uppdrag &r nagot vi dr stolta dver. Vi finns till fér vara kunder, och tillsammans
med dem vill vi géra skillnad for sjofarten och Sverige. Genom vart arbete dr
vi med och skapar fo attni for iges naringsliv att och

véxa.

tar ansvar for sjofart och erbjuder moderna och sakra
sjovagar med service dygnet runt. Vi &r ett tjansteproducerande affarsverk med ca
2000 medarbetare utspridda langs hela Sveriges kust. Véra tjanster bestar bland

annat av lotsning, farledservice, isbrytning, sjétrafiki 1, Sje tlaggning, sjo-
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® oo ‘ l
Sjofartsverket N 4

. Jobba hos oss
= Impact on the image of the sector:

Confirms the stereotype of a middle aged man who enjoys working at
sea.

= Learnings

Don’t

Sjofartsverket - Sveriges vackraste
arbetsplats

Use pictures which are not
Utan sjofarten sténger Sverige. 90 % av Sveriges export och import gar idag
attra Ctive or I ac k re I evance via sjovigen. Sjbfartsverket leverera effektiva transportméjligheter via sikra
sjovagar dygnet runt aret runt och den samhilleliga betydelsen av vart
(too 0 I d ) . uppdrag &r nagot vi dr stolta dver. Vi finns till fér vara kunder, och tillsammans
FOCUS tOO mUCh On teXt. vi med och skapar fo &l for g dringsliv att och

med dem vill vi géra skillnad for sjofarten och Sverige. Genom vart arbete dr
More pictures are needed. vixa.

tar ansvar for sjofart och erbjuder moderna och sakra
sjovagar med service dygnet runt. Vi &r ett tjansteproducerande affarsverk med ca
2000 medarbetare utspridda langs hela Sveriges kust. Vara tjanster bestar bland
annat av lotsning, farledservice, isbrytning, sjétrafiki 1, Sje tlaggning, sjo-
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4 I
Transport Technics High School g

= First impressions
Not really inspiring. Doesn’t break the stereotypes.

)
= Decoded message: ‘ )’
Fun job for men who like machines. P s ‘!,

&> / §
= Persuasion power: : ./ 4
Limited because it is only targeted at people who already are " . r
interested and it doesn’t address women (no women featured). )
Interesting because it confirms they will have a job. / J
It shows what they will do at school. : ;
Family feeling is appreciated. > 14 asz/si

1
\
]
{

\
|
|
'\
\

\
".

“w

“It is probably more for those who are already there.
- Young employee, Sweden
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COMMUNICATIONS - DETAILS - SWEDEN
Transport Technics High School

= Impact on the image of the sector:
Mixed messages depending on the respondent: The video confirms the
negative image of the job that most respondents already have, and rather
makes it more negative. To the students who are already a little
interested in cars or manual jobs, the image improves.

= Learnings

Don’t

= Confirm gender stereotypes.
= Address a too niche market
segment.

>

) 452/517
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COMMUNICATIONS - DETAILS - BULGARIA

MS Shipping — Company Website g

139

First impressions
Slightly negative because of the lack of order, unclear distinction of
positions, unimpressive presentation, use of ordinary language.

Decoded message:
There are jobs for different positions.

Persuasion power:

Limited because there is too much text. Unclear about the
expectations. No intriguing design.

Students : lack of order. Workers : well-ordered.

However, the fact that there are jobs available opens the perspective
to apply for a job.

“This is too much text to read. | would only check
the start of each paragraph.”
- Student, Bulgaria

© 2017 Ipsos.
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MS Shipping — Company Website g

-
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= Impact on the image of the sector:
The communication of open positions expresses the sector is developing.
The sector is more modern and more diversified than expected. e o . s M ¢ o i s e e o g

Ia33p Ha WENLIDTBTHM, MOPCKH, H ABTOMOGHANM NPEBOIM  KOMIAGHCHH CIEANTOPCKH YCAYT © PaBOTM HEOTIIOHHO N0 PANINPABAHE OBXBITA I

ot Fraight Forwarders, Ship Brokers & Agents 3 RUme

NIOBHIABAHETO Ha KAMECTBOTO HA NIPE/VIATANNTE YCAYTH, B CLOTBETCEHE C HA-SHCOKNTE COETOBHK CTaHAAPTH 8 Gpanuia. Bapsae, 4e aAuAGOYeHaTa
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OF IHPEOCTENEHHO JAHEHHE 33 JCNEUINOTO H ABATOCPONHO PAIBHTHE I KOMIAHNA, B CHEPEMENHATA KONKYPETHA CPEAa

= Learnings

MO CT0 MRS, HOPIINaH, C YHHBEPCHTETORD OBPI30BIHHE B OBRICTHTE HKCHOMNKS, TPSHCTIOPT M AOTHCTH, BHHGHCH,
CHRTOBOACTEN, (P8O, GUIHEC AAMKHHCTPALIR, MPOTPaMHPaH/ KOMTICTLPHN TEXHOROTHN  AD. (MHHHYI
6AKANABLPCKA CTENEH), AAAAEETE MICMENO H FOBOPHIAD IOHE €294 YA EAK W KMATE OTAISHA KOMMIOTLPHA

] (DaMOTHOCT 1 AOGPH KOMYIHHKATES M YMEHIR, AOPH A3 HRANTE HHKAXDS NP pasen NPOdecHoNanen onuT, Bue cre

Don’t

AOpe AouLn 8 exwna a MC Wt OO/, NPH HANWME Ha CHOBOANM/ NOAKOARIM FIOHUMN KbM MOMENTA.
Uje Bu XHM OTAHHM EHIMCHHOCTH 33 NPOBOCHONAMNG OBYMONHE H PEATIAA, PIBOTA 1 AMNAMHIA CPRAA 3

MOTHBHPANIO FHIGF PANASHIHG, OBRVPIMO € NOCTHIHATHT® Py

KO NIPHTEXABTE IHAMTENEH NPODECHOHANEH ONNT 1

= Depict only men.
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COMMUNICATIONS - DETAILS - BULGARIA
Bulgaria Air - Careers

= First impressions
Quite formal. Well arranged, provides the necessary information,
easy to orientate, ...

= Decoded message:
There are open jobs available in a formal company.

= Persuasion power:
Average. The presentation could be more catchy, less formal and
more interesting, but it doesn’t scare off.
It lacks the emotional dimension.

141 © 2017 Ipsos.
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Bulgaria Air \

Careers

Being the National carrier of Repubiic of Bulgaria, we ar

We at Bulgaria A, take our le
educated people in Bulgania.

9 E190 first officers

Ret.Na: P02, Geadine for submission of documents: 30-04-2017

0 A320 first officers
e

jo: P01, Deaine for submission of documents: 30-04-2017

Description and requirements
320 first ofcers

e Steward/Stewardess based in Sofia
Retno: documenis: 14-05-2017

ST4, Deadine for submission of

A SITEMAP
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COMMUNICATIONS - DETAILS - BULGARIA
Bulgaria Air - Careers

= Impact on the image of the sector:
Confirms the formal image of the of the air transport sector which is
positive. Conveys a sense of responsibility and seriousness.
Some lack of attention for details like e.g. typo’s undermine the
seriousness of the company/sector.

= Learnings

Do Don’t

Express the seriousness of the © = Lack of attention for details.
business sector. = Allow for too much text.
Structure the presentation = Forget the emotional

clearly. dimension of communication.

Be innovative.

Bulgaria Air \

Nationai Carrier

Destinations FLY MORE Customer support About us

Careers
About us Fleet Partners Careers Magazine Media

Being the National carier of Repubiic of Bulgaria, we are guided by values and traditions — duty, respect. hospitaley and hard working. Our services ase distinguishedby
nd g for our passengers.

We at Bulgaria A, take our leader's role in the Buigaran economy. We besieve we are able 1o effectively contribute 10 reducing the unemployment rate and to retain the young and
educated people in Bulgaria.

E190 first officers
Rt No: P02, Deadine for submission of documents: 30-04-2017

Description and requirements

Bulgaria Air announces vacant pasibons for E-190 first officers.

SEE POSTION

A320 first officers

Ret.No: POL, Deadine for submission of documents: 30-04-2017

Description and requirements:
320 first ofcers

e Steward/Stewardess based in Sofia

ReLNo: ST4, Deadiine for submission of documents: 14-05-2017

A SITEMAP

GAME CHANGERS E


https://www.air.bg/en/about/careers

Ipsos U(
COMMUNICATIONS - DETAILS - BULGARIA

DB Schenker -Trainee Video -

Yous‘ Topcete

1 =

= First impressions
Interesting, lively. A different way to present a job.

= Decoded message:
The sector is open for young, inexperienced people and willing to
train them.
There is respectful co-operation of team members.

= Persuasion power:
Quite high. The explanation through the eyes of a newcomer is
attractive and inviting. The person is pretty and expresses some
passion. The presentation and footage of the actual working place is
highly estimated.
Sometimes overly positive, lacking realism.
The beginning of the spot is too dreamy and irrelevant.

“It's nice that they show someone new to the job,
reveals how one enters the profession.”

i — GAME CHANGERS

pl o 1:55/309



https://www.youtube.com/watch?v=LqkVtC_gPuo
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DB Schenker -Trainee Video -

= Impact on the image of the sector: You @™ Tepeere
Expresses diversification. There are a lot of different jobs available in the E
sector. '
Shows openness for people lacking experience. .
Underlines a sense of contribution. The employees have a good attitude
and they are involved.

= Learnings

Don’t

= Focus too much on the
emotional dimension
(friendship). Factual
information is needed too
(condictions, salary,
requirements, ...)

pl o 1:55/309
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COMMUNICATIONS - DETAILS - FRANCE
Be captain - webpage

= First impressions
The website and poster do not attract. The use of the QR code is
found useful. The pictures give the impression of a lively sector with
lots of variety.

= Decoded message:
The water transport sector is diverse.

= Persuasion power:
Low to medium. Young people get a sense that the sector is more
diverse than anticipated, but there is too much information for them
to retain it.
The format is felt to be unattractive:
— The website is not user-friendly, it needs to be more interactive.
— Inleaflet: too much text and pictures to allow a clear message.
— The testimonials are not convincing, they seem made up, young
people do not connect with them.
— Use of pictures is liked: portrays the diversity and variety of the
job.

14¢
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“The QR code is a good idea if it takes you
directly to the recruitment website.”
- Young employee, France
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COMMUNICATIONS - DETAILS - FRANCE
Be captain - webpage ‘ '

= Impact on the image of the sector:
The communication of open positions expresses the sector is developing.
The sector is more modern and more diversified than expected.

= Learnings

Don’t

= Too much text & pictures:
overload of information;

GAME CHANGERS E
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SNCF career page

= First impressions
Well structured and well made web-page.

= Decoded message:
Clear and simple information on the job content, profile, recruitment

process and the company in general. e e
CIRCULATION MAINTENANCE
= Persuasion power: s e A RGiniere o
. . . . . L'INFRASTRUCTURE
High. All the necessary information is at hand, presented in an
. e INGENIERIE & INGENIEURS
attractive way. e denitd s MAINTENANCE & CADRES

DES TRAINS

FONCTIONS SUPPORTS NOS FILIALES

ACCES RAPIDE : EMPLOI NEWSROOM POINTS DE VENTE

“It is clear and simple: you have the
explanation of the job, the profile and the
description of the company.”

- Young employee, France
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SNCF career page

= Impact on the image of the sector:
SNCF is a company that is well known company.

= Learnings

Don’t

EN GARE g A BORD DES TRAINS

CIRCULATION MAINTENANCE

FERROVIAIRE & TRAVAUX
INGENIERIE DE
L'INFRASTRUCTURE

= The career page itself is not
easily accessible from the
main SNCF webpage.

By Profildu Groupe

& Nowe dentité INGENIERIE & INGENIEURS
MAINTENANCE & CADRES
M Nos engagements

DES TRAINS
Neweroom FONCTIONS SUPPORTS NOS FILIALES

ACCES RAPIDE : EMPLOI NEWSROOM POINTS DE VENTE
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COMMUNICATIONS - DETAILS - FRANCE
Air France — Women iIn aviation

149

= First impressions
The practical elements of the communications are appreciated but
the communications do not captivate young people.

= Decoded message:

— Web-page: the possibility of asking questions online on working
with Air France is especially liked.

— Inthe article the clear schedule on what qualification one needs to
work in air transport is appreciated for its clarity. However the
article is found too long, with too much text to read.

— Air France’s YouTube channel was most attractive as it showcases
various jobs in a clear, honest and complete way covering all the
possible questions.

= Persuasion power:
High. YouTube videos and live chatting connect with the world of
young people. However the YouTube video’s, they are not part of a
campaign and thus only reach young people who went looking for it.

© 2017 Ipsos.
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COMMUNICATIONS - DETAILS - FRANCE
Air France — Women iIn aviation

= Impact on the image of the sector:
These communications do not change the image of the air transport
sector in a significant way. They do provide more concise information on
the contents of the variety of jobs young people are already aware of.

= Learnings

Don’t

Video’s should not be too
long.

Use channels that young
people use: the magazine
article will not reach young
people (internet, youtube,
facebook, ...).

Too much text.
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7. CONCLUSIONS
\'[»)
RECOMMENDATIONS
Basis
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CONCLUSIONS
SPONTANEOUS ASSOCIATIONS )
meeting people

accidents boring goods transport

routine bus driver
responsibility  train monotonous
socializing cguriers metro
cars truck driver
taxi driver pilot  stress
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CONCLUSIONS
Transport sector — Brand mandala

Dominated by the road transport (truck)
Secondary air transport
Negative impact of public transport image
Image determined by personal experiences
Confirmation of gender stereotypes
Diversity of jobs
Variety in wages and skills
Impact on family life

Mainly defined by the image of the road
trucker : older unappealing male.
Disconnected of the universe of
youngsters

Lacks relevance for the target group
Being part of a world in movement
Peace of mind : transport always needed

GAME CHANGERS &
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CONCLUSIONS

Transport sector — SWOT

Strengths

Potential attractive compensation, also
opportunities to meet new people and
travel.

Meaningful sector: transport sector is
crucial in everyday life.

Opportunities

Potential emotional added value through
air transport and transport of persons.
Break stereotypical division of jobs (only
customer service jobs for women).
Highlight technical innovations within the
sector.

154 © 2017 Ipsos.
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Weaknesses

Dominant association with road transport

(goods and public transport): hard physical

work, great responsibility, stressful
situations, boring & monotone.

Poor work-life balance & security concerns.

Threats

Immediate association with truck drivers,
colors perception of the entire transport
sector.

GAME CHANGERS
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CONCLUSIONS
Transport sector — Positioning in the Censydiam frame

Emotional added value

Status Belonging
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RECOMMENDATIONS
Transport sector — Future positioning in the Censydiam frame

Emotional added value

Status Belonging
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Any communication on careers in the transport sector need to play
on job expectations
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Any communication on careers in the transport sector need to play

on job expectations

i o : . .
> ~, Central to make the transport sector attractive for young people: showcase the diversity &
' variety of the sector/the jOb (f.e. truck driver not only drives, he is the face of the company, client contact etc.)

QoNSIg/
PR
& @ Reassure young people: training on the job, mentoring. Also counter security & safety

worries.

<<P\R Pg \\FE B4 <v
% Honesty in describing working conditions & work life balance (shift work/combination
with family). Complete & concise description job content & skills wanted.

Optional: provide info on career growth & progression.
GAME CHANGERS E
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Two communication campaigns with different goals:
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1. A general sector campaign to correct the negative dimensions of
the image of the transport sector:

Focus on the following elements:

* Highlight diversity and variety of jobs, job content and personalities within the transport sector and
its subsectors to help create a more positive image.

* Gender neutrality: move away from gender stereotypical job divisions BUT include both men and
women in communication campaigns (targeted communication to women does not work).

* Highlight the interpersonal relations: team spirit and customer service element of transport sector.

Communication needs to break the traditional image of the transport sector as a lonely, old, male driver.

GAME CHANGERS &



Ipsos U
1. General sector campaign concretely:

= Message : The transport sector is ...
= Functional : The transport sector is a sector with a vast variety of jobs suiting both men and women.
= Emotional : The transport sector is full of positive emotions.

= Imagery
= Good pace and a dynamic succession of images.
= Upbeat background music.
= A bright colorful environment.
= Modern, innovative and clean setting.
= Cast young people allowing identification with the younger target group.
= Use images expressing human contact/interaction.
= Put emphasis on transport of persons.
= Put more emphasis on air transport.
= Create emotional connection.

* Media

= Choose media allowing the expression of dynamism : video on YouTube, social media, television, ...

GAME CHANGERS &
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2. Job and career choice communication

Communicate mainly in critical moments in young peoples’ lives when they are confronted with making a
career choice.

* Students who are not close to graduating are not thinking yet about looking for a job. Communications on
jobs and career choices need to be directed to students who are close to graduating (through job fairs,
testimonials, interactive websites, etc.)

* For young employees or young people looking for a job: provide information on jobs in the transport
sector through job pages and career centers.

Job and career choice communication: two complementary ways to communicate.

GAME CHANGERS &
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2. Job and career choice communication: 2 complementary ways

CAPTIVATE

¢ Emotionally captivate young people
with a message on diversity &
variety in transport sector.

¢ Day in the life communication is the
most popular: breaks barriers and
preconceptions.

e Link to website with more detailed
information.

INFORMATION

* Through a booklet or interactive

website provide detailed info per
sector/job.

* Job description, profile and
requirements communicated in an

uncomplicated and clear way (e.g.
schematic representation).

GAME CHANGERS
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22. Job and career choice communication: 2 complementary ways

\/ ﬂ
“ EMPLOYEES STUDENTS V

* Workers need more detailed info on actual working * Students want to be reassured. Fear for
conditions. responsibility & lack of skills need to be countered —
* They also want to feel part of something bigger — the portray ‘one of them” in communication.

company’s identity and reputation is also important.
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2. Job and career choice communication: concretely

= Message:
= The transport sector proposes a wide variety of jobs suiting your expectations.

= Captivate : Video
= Present the jobs in the format of “A day in a life” video.
= Young character explaining the tasks of his job with passion, in a credible way, hear and see the person at work
in his/her actual work environment, see interpersonal interactions on the job.
= Being part of something bigger: young people want to feel connected with the company’s goals and want to
feel like they are contributing to something bigger (local, national, international).
= Be honest. Depict the job reality. Let the character also discuss less positive dimensions of the job, without scaring off.
= Emphasize the emotional dimensions of the job and its key factual attributes.
= Keep the video sharp and short.
= Upbeat background music.
= Good pace and a dynamic succession of images.
= A bright colorful environment.
= Modern, innovative and clean setting.
= Ensure good quality.

GAME CHANGERS E!



Ipsos U
2. Job and career choice communication: concretely

= Factual job description : Online
= Fresh and young image.
= Put the job description on the website of the company and sector organization.
= Use pictures illustrating the concrete aspects of the job.
= Avoid using too much text.
= Manage intuitive navigation: highlight the important words, structure the reading path.
= Keep the information short and sharp.
= Be complete, but not too dry/serious! Include salary, working hours, required education, skills & personality,
application & recruitment process.
= Connection: propose diverse ways to connect easily — live chat, phone number, e-mail, etc.

= Media:
= Adayin alife : Video on YouTube, social media, website of the company and sector organizations, eventually print
adds in public transport stations.
= Factual information : on the website of the company and sector organizations. Website and app.

GAME CHANGERS E!
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ABOUT IPSOS

Ipsos ranks third in the global research industry. With a
strong presence in 87 countries, Ipsos employs more
than 16,000 people and has the ability to conduct
research programs in more than 100 countries. Founded
in France in 1975, Ipsos is controlled and managed by
research professionals. They have built a solid Group
around a multi-specialist positioning — Media and
advertising research; Marketing research; Client and
employee relationship management; Opinion & social
research; Mobile, Online, Offline data collection and
delivery.

Ipsos is listed on Eurolist - NYSE-Euronext. The company
is part of the SBF 120 and the Mid-60 index and is
eligible for the Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA, Bloomberg
IPS:FP
WWW.ipsos.com
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GAME CHANGERS

At Ipsos we are passionately curious about people, markets, brands and
society. We deliver information and analysis that makes our complex
world easier and faster to navigate and inspires our clients to make
smarter decisions.

We believe that our work is important. Security, simplicity, speed and
substance applies to everything we do.

Through specialisation, we offer our clients a unique depth of
knowledge and expertise. Learning from different experiences gives us
perspective and inspires us to boldly call things into question, to be
creative.

By nurturing a culture of collaboration and curiosity, we attract the
highest calibre of people who have the ability and desire to influence

and shape the future.

“GAME CHANGERS” - our tagline - summarises our ambition.
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