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Schneider Electric, the global specialist in energy 

management and automation… 
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Communities & Knowledge Management 
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Human interaction 
Lower Higher 

Facilitated 

sharing/transfer 

between units 

Reference Internal Wikipedia, Expert Finder, 

E-learning, Search, Troubleshooting tool, Intranet portal…. 

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 

“Benchmarks and experience show that Communities are the 

foundation of virtually every mature KM Program” 
APQC – The New Edge of Knowledge Management - 2011 



 

 Community Mngt program 

 Enterprise social network 

 Show me the value 

 Factors influencing value 

 Key Success factors 
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Communities are 

the Best Place to 

Learn 



Enterprise Community Management Program 

Started in 2011 
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Mix of Bottom-up and Top-Down 
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Initialisation of the Community Program in 2011 

 

Three ExCom agree to launch a pilot (HR, IT, Strategy) 

 



VIDEO: The Schneider Structured Communities  
https://youtu.be/iRPZRf3sD2w  
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https://youtu.be/iRPZRf3sD2w


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 



140+ Communities@Work  
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24,000+ members in 100+ countries 

170+ community leaders 

1 enterprise social collaboration platform 

Sponsored by IT & HR 



Enterprise Social Network 

Spice 
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SPICE: Example of a Community 
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Spice 
Example of usage by communities 
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Mutual 

help 

News of 

the week 

Call for 

webinars 

Poll to drive 

adoption 



Confusion 
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Members  

Followers 
People interested by the subject. 

Potential members 

Core Team 

Leader 

rings onion 

with 

Community Membership  

is like an… 

Engagement matters… 

Followers (ESN) vs. Members (CoP) 



Show me the value 
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Show me the value 

ROE* instead of ROI 

1. Adoption and participation 

• Platform measurements (Spice)  

• Number of attendees at events NPS**: net promoter score 

ROE*: return on engagement 

2. Engagement /satisfaction 

• Community NPS** 

• Voice of the members: Active 
community – Learning community 

3. Efficiency 

• Success stories with benefits 

• The value realized 
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Active Community Label 

What is it? 
Since 2013, we have been asking the members to vote for their communities. With 

this assessment we identify and recognize the most active communities. 

The Active Community Label is an assessment dedicated to the 

Communities@Work 

Conditions to participate 
 

A community can participate only if it has: 

1. A Leader 

2. A Sponsor  

3. Be +6 months on September1st 

4. An updated 2015 Charter 

85 short-listed communities 

(13,300 members) 
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Active Community Label 

This year, we elect the Active Communities & the Learning Communities 

A community is active if: 
 

Participation rate >=30% 

AND 

Net Activity score* >=60 

Calculating from this question: 
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A community is learning if: 
 

Participation rate >=30% 

AND 

Net Learning score* >=60 

Calculating from this question: 

 

 

 

 



Active Community Label 

2800/13300 voters  Voters’ sample is representative of member’s population 

81% voted for 1 community – 13% voted for 2 communities – 6% voted for 3 communities 
 

30 active communities… 
 

•21% global participation 

•Global Net Activity Score:  68 

In 2013 

31% global participation 

Global Net Activity Score:  56 

In 2014 

21% global participation 

Global Net Activity Score:  61 
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Learning Community Award 

•21% global participation 

•Global Net Learning Score:  60 

21 learning communities… 
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Active Community Label Campaign 

Tangible Value % agree 

Reduce time, by solving problem faster  65 

Reduce cost, by standardizing  tools, solutions, 

methods and know-how 

63 

Reduce cost, by increasing efficiency 58 

Bring more business, by improving innovation 55 



Verbatim of C@W Sponsors in 2014 
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Factors influencing community value 

Influence No influence 

Impact  

• Community leader is engaged 

• Community leader knows his/her members 

• Years of declared activity 

• Belonging to a R&D Community 

• Profile of manager for members/leaders 

 

No Impact 

• All the rest (age, country,  distance, activity on 

Enterprise Social Network, …) 
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Key Success Factors 

1. ExCom Sponsorship => legitimacy 

2. Company program => visibility 

3. Framework Communities@Work => deployment 

model 

4. Enterprise Social Network => augmented 

interactions 

5. Dedicated time for community leaders (10 to 

20%) => members engaged to share 

6. Dedicated time for members (5%) => 

involvement secured 

7. Business value => justification for time spent in 

community + role of KM Office 

8. Analysis of the factors influencing the value => 

improve community framework 

 



Q&A 

louis-pierre.guillaume@schneider-electric.com   

@lpguillaume 
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