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Schneider Electric at a glance 

billion € sales in 2014 
 

 
of sales in new economies 
 

 

people in 100+ countries 

 

of sales devoted to R&D 
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Making energy: 
•Safe 
•Reliable 
•Efficient 
•Productive 
•Green 
 

The global specialist in  
Energy management 
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A Recognised  
Sustainable commitment 

Covering 
 
 
of world final energy 
consumption 
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If only Schneider 
knew what 
Schneider knows… 

CM program 

Social Network Platform 

Show the Value 

Key Success Factors 
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Enterprise Community 
Management Program 
Started in 2011 
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Communities & Knowledge Management 
The heart of our Knowledge Management system 
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Human interaction 
Lower Higher 

Facilitated sharing/transfer 
between units 

Reference documentation 
E-learning, search, troubleshooting tool, intranet portal, internal encyclopedia… 

Experience 
Ex: After action reviews 

Sharing practices 
Ex: Communities@work 

Build-upon spirit 
Ex : Mentoring programs   
Major Peer Reviews  

Self-service 

Lessons 
learned 

Communities 

Transfer of 
practices 



A Community@Work is 
A group of people who share 

Common objectives written in a charter 
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Collaborative working environment animated by the leader  

Common strategic vision provided by the sponsor 
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Time allocation:  
10/20% of working time 
 

 
•Drives the community activity 
•Stimulates and maintains the Community dynamic and vitality 
•Encourages collaborative efforts  
 

Leader 

 
Around 2-5% of working 
time 
 

 
•Local advocates of the community leader 
•Supports the community leader in animating the community 

Champion / Core team (4-5 members) 

 
•Participate and contribute to the community life 
 

Members 
 

At least 15 minutes / day  
 

 
•Supports and promotes the Community 
•Encourages knowledge sharing 
•Ensures that resources are allocated as needed 
 

Sponsor 
 
Around 2-5% of working 
time! 
 

Roles and Responsibilities 
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4518 

273 

224 

654 

660 

991 

614 

1260 

223 

354 

 402 > 100 members 

10 -100 members 

< 10 members 

 104 

773 

2400 

173 

2760 18
0 

435 

869 

643 

144 Communities@work  

24,000+ members in 100+ countries 
180+ community leaders 
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Diversity of the Communities 
Entity Number of communities 

Partner 14 

Energy 7 

Global Solutions 33 

Industry Business 14 

IT Business 8 

Global Operations 6 

North-America Operations 2 

China Operations 0 

Finance Control & Legal 4 

Global Marketing 8 

Global Supply Chain 9 

Human Ressources 5 

IT 6 

R&D 28 

Examples of Communities 
• Solution Purchaser Community 
• Schneider Production System 
• Country President Community 

Business 
(76) 

Operations 
(8) 

Functions 
(60) 

Profile 
• 30-4000 members 
• Median: 160 
• Mostly worldwide 
• R&D: along R&D 

domains 
• Business related 

by design 
 

• Leaders are 
mostly nominated 

 

Communities voted actives by their members in 2013 
Communities voted actives by their members in 2014 
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170 Community Leaders 
Mostly in 
• France 
• USA 
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Non-Manager 

Diversity of the Community Leaders 

Job Codes  Leaders  E-mail 
C - Information Technology  5% 3% 
D - Customer Projects & Services  15% 25% 
E - Sustainable Development  0% 1% 
F - Finance  4% 6% 
G - General Management  8% 2% 
H - Human Resources  2% 2% 
I - Industrial / Manufacturing  3% 12% 
L - Logistics  1% 5% 
M - Marketing / Marketing Op.  30% 6% 
P - Purchasing  1% 2% 
Q - Customer Satisfaction & Quality  8% 8% 
S - Sales  4% 16% 
T - Technical  20% 11% 
U - Utilities / Facilities  1% 1% 

100 000 170 
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C@W Program Objectives for 2015 

Communities@Work is a place  
to learn and teach 
• Community members are learning from their peers, training 

is promoted, mentoring is performed.  
• Reuse spirit is demonstrated.  
• Business value is delivered.  



Social Collaboration 
platform 
Spice 
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Spice 
Home page of a community 
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Spice 
Spice helped to accelerate the deployment of the Communities@Work 
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Collaborators are users who have 
shown some activity in Spice - Posted, 
liked,  voted or even logged in.  

Collaborators are classified as 
- Originators, who initiate conversations by 
making the first post 
- Augmenters, who respond (reply, like or vote) to 
a post/ poll but have not started conversations 
-  Readers, who log in to read posts but have not 
contributed themselves 

Active subjects are those 
that have shown some activity  
(posts, likes or votes).  

Time period considered: last 7 days. 

100,000 employees can access 
71,000 have logged in at least once 

47,000 are Collaborators 

6000 subjects (groups of discussion) 
40% are actives 



Spice 
Example of usage by communities 
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Poll to drive adoption 

Mutual help 

News of the week 

Call for webinars 



Show me the Value 
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Value of the communities 
How do we measure it? 
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ROE* instead of ROI 

2. Engagement /satisfaction 
• Community NPS** 
• Voice of the members – Active 

community 

1. Adoption and participation 
• Platform measurements (Spice)  
• Number of attendees at events NPS**: net promoter score 

ROE*: return on engagement 

3. Efficiency 
• Success stories with benefits 
• The value realized 



Healthcare Solutions 
Community 
Instrumental in winning the 
South Australia Health & 
Medicine Research Institute 

How did we win a world-class 
medical research institute project?. 
According to SAHMRI “the 
successful bidder shall: 

– Access global 
knowledge and best 
practices 

– Be a local organisation, 
supporting South Australian 
economy & community 

– Deploy cutting edge technology, 
actively promote innovation and 
creativity 

– Be prepared to support 
SAHMRI’s operation in the long 
term” 

 

« Schneider International 
Network is obviously a huge 
advantage to SAHMRI, in terms 
of enabling us to bring on board 
the very best development from 
around the world » 
Prof. Steve Wesselingh, Executive 
Director, SAHMRI 

“We could not have the healthcare 
segment value to the customer without 
the community. Tacit knowledge is the 
most valuable knowledge; it enables us to 
make differentiating solutions, shared by 
KAM and solution architects.” 
Michael Sullivan, Healthcare Solutions 
Community Sponsor 

http://tv.schneider-electric.com/site/schneiderTV/index.cfm?video=lzNGVpNDpPVJhxwyhhMIO_ppybpzAJKq


Verbatim of C@W Sponsors in 2014 
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Key Success Factors 
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Key Success Factors 

● ExCom Sponsorship => legitimacy 

● Company program => visibility 

● Framework Communities@Work => 
deployment model 

● Social collaboration platform => 
augmented interactions 

● Business value => rationale to 
dedicate time 
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Q&A 
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louis-pierre.guillaume@schneider-electric.com  

@lpguillaume 
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