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How the internal comms team rose to the 
challenge

Storytelling in practice 
at Ericsson Australia & 
New Zealand

When the financial crisis meant internal cuts 
at Ericsson Australia and New Zealand, 
the motivation levels of managers dropped 

significantly, so too did employee engagement and 
subsequently customer satisfaction rates. To turn this 
around and improve engagement levels, as well as 
business results, the internal comms team introduced the 
technique of storytelling for leaders. It wasn’t an instant 
hit, explains Sonia Aplin, but it did bring about some clear 
improvements.

How organizational storytelling resulted in improved 
business results

 BY SONIA APLIN
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Ericsson is the largest global 
provider of technology and 
services to telecom operators. 
Ericsson Australia and New 
Zealand, headquartered in 
Melbourne, Australia, has 
1,500 employees. 
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Equipping our leaders to be better 
communicators

Getting buy-in for storytelling 

Implementing the training 
3

  KEY POINTS

engagement levels at Ericsson Australia and New Zealand dropped 
significantly.

business results, a three-year strategy was launched. The internal 
communication team was critical in engaging the workforce, in 
particular senior leaders, around this new strategy. 

motivate and engage their teams around the company’s future vision.

Sonia Aplin is head of 
communications for Ericsson 
Australia and New Zealand, 
as well as the regional head of 
internal communications for the 
South East Asia and Oceania 
Region. Aplin began her career 
as a journalist in Western 
Australia. While undertaking a 
working holiday in the UK she 
moved into the field of public 
relations and has worked across 
a diverse range of industries 
including health, not-for-profit 
and insurance. 



Storytelling in practice at Ericsson Australia & New Zealand
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Stories at work

7

“A SURVEY SHOWED THAT 98 PERCENT FELT 
STORYTELLING WAS A RELEVANT SKILL FOR 
THEIR ROLE AS A LEADER AND THAT THEY FELT 
IT WOULD IMPROVE THEIR EFFECTIVENESS AS A 
LEADER”
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 CONTACT DETAILS

Sonia Aplin 
Ericsson Australia and New Zealand
sonia.aplin@ericsson.com

Celebrating our success

Lessons learnt The story continues 

scm

 EXPERT TIPS: INTRODUCING STORYTELLING 
1. Use an external practitioner
If the board or executive team have a regular half-day or day that includes 
training, education or new concepts, then invite a current practitioner to run a 
session of theory and practice. Call it “education” or “training” – not “the start 
of a project”. If it’s relevant, they’ll pick it up, if not you haven’t committed to 
something ongoing.

2. Use enticing language
When inviting leadership to a workshop or session, never use “story” or 
“storytelling”. Use language that will entice them, without telling them what 
they are going to be doing. Use phrases and language like “interactive, dynamic 
workshop”, “feeding into the [Leadership/Change/Culture/Innovation] program” 
instead.

3. Rationalize your budget
It may also be possible, if included as part of the executive team’s awayday, to 
have the cost of any external practitioner taken out of the training budget rather 
than yours.

4. Form alliances with other stakeholders
Organizational Development (OD) and Knowledge Management (KM) professionals 
are also using narrative methods to achieve their goals. Elements like story 
collecting and “sense-making” (see later) will give them useful material – so meet 
with them, design programs that meet multiple needs and share the costs.

This is an extract from the Melcrum report, “Essential techniques for employee engagement”. 
See http://www.melcrum.com for more information.


