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Rosatom hires from 177 

universities in 42 regions 

2014 hiring plan: 

 2,000 graduates 

2014-2021 hiring plan:  

around 15,000 graduates 

Rosatom  graduates hiring plan 



ENGINEERING STUDENTS 

1. Gazprom  

2. Microsoft 

3. Intel 

4. IBM 

5. Rosneft 

6. Rosatom 

 

 
 

Universum, custom survey for Rosatom, 2013 

Our goal in 2015 

Rosatom employer brand benefits - successful  

 attraction 

 engagement 

 retention  

of best engineering young professionals 

Target audience: 
Best engineering students and graduates 

from leading Russian technical universities 

 

Young professionals of Rosatom 

Young professionals KPIs : 
 Young professionals engagement level (Aon 

Hewitt survey) 

 1st year at work retention rate 

Graduates KPIs : 
 % of hiring plan fulfillment 

 Grade-point average 

 % of after-internship-hired graduates 

Goal setting 
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Employer brand concept 

Business division employer 

brand 

Business unit employer 

brand 

EVP on the division / BU level can have 2-3 additional characteristics based 

on business goals and local labor market specifics  

Rosatom “umbrella” employer brand 
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Rosatom employer brand development in 2013 

Goal setting: why do we 

need strong employer 

brand? 

Whom do we need? 

What we can offer? 

What are students and 

graduates preferences? 

What do they think of 

Rosatom? 

HR Internal research  

Middle managers   internal 

survey 

Young professionals internal research based on Universum 

employer brand model 

External research based on Universum 

employer  brand model 

3 622 responders (including 2 619 

engineering students), 72 universities 

1 

2 
3 

4 

5 

5 



Employee value proposition verification in 2014 

5 focus-groups 

66 persons 

24 Rosatom business 
units 

5 focus-groups 

66 persons 

11 Universities 

Young 
professionals 

Students of 
key 
universities 

Positive reaction 

Attitude to the 

characteristics 

Clarity in communicating 
EVP’s key point 

Clarity of 

characteristics 

Final decisions 

Stay in current  statement 

Change statements 

Delete 
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Rosatom Employer Value Proposition (EVP) 

DISTIN 
CTIVE 

THERSHOLD 

COMPETITIVE 

First model of EVP Final EVP  

1. Innovations   

2. Work for the country prestige and good 

3. High level of responsibility  

4. Leaders  you want to work with 

I. Technology development and sustainable 
improvement  

II. Work for the country‘s prestige and good 
III. Leaders  you want to work with 

5.  Interesting and diversified tasks 

6.  Prestigiousness of the employment 

7.  A friendly work environment 

8.  Competitive social package 

9.  Professional training and development 

10. Respect and recognizing performance 
 

IV. Interesting and challenging tasks 
V. Mutual respect and  support from colleagues 
VI. Professional training and development 

 

11. Financial strength 

12. Competitive salary 

13. Secure employment 

VII. Confidence in the future 
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Further steps 

Stage 5 

Stage 4  

Stage 3  
Implementation inside industry. We build the “umbrella” brand and all the 

companies in nuclear industry become a part of the Rosatom employer 

brand 

We create a corporate communication program to promote Rosatom as 

an employer of choice. 

Employer brand promotion base on common communication plan 
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