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Corporate moments are a 
great friend of enterprise 
social networking. They are 
among the catalysts most 
used in organisations to help 
introduce ESNs to employees 
and leaders, teach them how 
to use them and convince 
them of the benefits of this 
new collaborative tool. 

Introduction
Up until recently, these moments, including events, anniversaries, announcements and internal campaigns, 
were rather top-down, with the organization setting the agenda, coming up with the content and messages 
and deciding who should be invited to take part and contribute. 

But now enterprise social networking has shifted this paradigm. Agendas are co-created giving not only 
participants but also their stakeholders the opportunity to highlight issues important to them and to explore 
angles and topics the organisers of the moment might not have been aware of. 

The same applies to content and messages. One of ESNs’ advantages is that they can be populated with 
content well before an event to get the discussion going, stimulate thoughts and attract feedback. It is an 
effective way of “warming up” the audience that not only helps to prolong the life and intensify the impact 
of a corporate moment, it also contributes to reducing costs and making face-to-face gatherings more 
productive. 
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Take for example the publishing giant Pearson. 
Karen Gettman, (right) VP and Director of Learning 
and Collaboration described in a talk at Stanford 
University how their Jive-based ESN, NEO, has 
changed the way they conduct annual meetings. 
Their head of Asia Pacific would usually meet with 
his team and spend the first day having its reports 
present their activities in an endless series of PPTs. 
“The real work would only start the second day 
with people working together on problems.” NEO 
has changed the way the Asia Pac team looks at 
this meeting. The head of the region now requires 
his reports to make short videos of themselves 
describing what they do and what their biggest 
problem is. The videos then get uploaded on NEO. 
People are invited to watch them in preparation for 
the meeting. The first day is no longer necessary 
and productivity is therefore higher. 

ESNs also help to widen the outreach of corporate 
moments. In the past, logistics and physical 
restrictions would limit the number of employees 
that could take part in them. Digital technology has 
done away with these barriers. The audience of a 
moment can now be extended to include not only 
the group that will meet in person the day of the 
event but also their reports and stakeholders who 
previously would only have heard about it as part of 
a post-meeting cascade. 

Corporate moments make great levers of ESN 
adoption because it is easy for employees and 
senior management to can get their heads around 
them. Traditionally, they have always been at the 
heart of corporate comms activities. 

Moreover, employees are used to spending time 
on external social media while watching events 
on TV. People use social media tools like Twitter 
and Facebook while watching TV to share the 
experience with friends and followers. During the 
Eurovision song contest in 2014, viewers posted a 
total of 5.3 million tweets, an average of more than 
47,000 tweets a minute.
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Moreover, employees are used to spending time 
on external social media while watching events 
on TV. People use social media tools like Twitter 
and Facebook while watching TV to share the 
experience with friends and followers. During the 
Eurovision song contest in 2014, viewers posted a 
total of 5.3 million tweets, an average of more than 
47,000 tweets a minute2. 

The use of social media during major historical 
crisis and national disasters has also contributed to 
strengthening the connection between events and 
digital tools in the popular psyche. 

The Arab Spring, which in 2011 changed the political 
landscape of major parts of the Middle East, played 
a unique role in pushing social media into the 
mainstream. All of the sudden Twitter and Facebook 
became part of prime-time news and entered our 
living rooms together with the images of toppled 
tyrants. 

Recording the unfolding of events through Twitter 
updates became a widely accepted way of 
capturing events in a country. After the uprising 
of early 2011 that removed the Mubarak regime in 
Egypt, two journalists collected the tweets sent 
out by thousands of demonstrators in Cairo and 
other cities in a book, Tweets from Tahrir. Never had 
a chapter in the history of a county been written 
through bursts of passion, frustration and hope 
distilled in 140 characters.

When Malaysia Airlines Flight MH370 from Kuala 
Lumpur to Beijing disappeared in March 2014, 
the crowdsourcing site Tomnod mobilized people 
through social media and asked them to analyse 
images of the region in which the plane was 
supposed to have gone down.  

If external social media platforms are helping us to 
build and explore our collective memory, why should 
institutional memory be any different?
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•	 	Extend	the	duration,	outreach	and	impact	of	a	conference/meeting/anniversary.

•	 	Add	a	digital	dimension	to	an	event	as	a	way	to	revitalize	it.	

•	 	Identify	new	participants	and	stakeholders	and	make	them	part	of	the	moment.

•	 	Increase	employee’s	exposure	to	an	event	who	cannot	attend.

•	 	Tap	into	informal	networks	of	influencers,	the	so-called	“digital	water-coolers”.

•	 	Bridge	the	divide	between	the	bosses	at	the	event	and	their	reports	who	will	have	to	implement	the	

decisions taken.

•	 	Increase	awareness	of	the	ESN	and	boost	adoption.

•	 	Expose	senior	management	to	the	benefits	of	internal	social	networking.	

•	 	Break	the	barriers	of	time	and	distance	for	different	regions	and	markets.	

Setting	clear	goals



6

Three Phases  
W
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Every corporate moment run with the 
support of an ESN consists of three 
phases: Before, During and After. Unlike 
conventional corporate moments, for 
which most of the effort is concentrated 
on the actual delivery, success of 
digitalized events relies largely on the 
level of engagement we manage to 
reach in the preparatory phase as well as 
the momentum we can generate in the 
aftermath. 

ESNs prolong the life of events by 
increasing awareness of their significance 
among staff and by securing them a place 
on the corporate schedule that goes 
beyond a simple date on the calendar.  

The secret is to plan every phase carefully. 
Let’s assume you have a new CEO who 
wants use to use your newly introduced 
ESN to digitalize a one-day event for the 
launch of  a new business strategy. Here 
are a few tips: 

Before

During

After
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•	 Create	a	community	on	your	ESN	dedicated	to	the	event.	

•	 Identify	main	objectives	of	the	conference	and	strategic	priorities.

•	 	Transform	focus	of	the	event	into	messages	and	content	and	use	them	to	populate	the	community	and	
start conversations. 

•	 	Check	the	messages	against	other	corporate	communications	produced	to	support	the	CEO’s	new	
strategy.

•	 Choose	style	and	tone	of	voice	for	the	community.	

•	 	Agree	on	the	groups	invited	to	access	and	contribute	to	the	community:	all	employees,	line	managers,	
regions, markets, etc. 

•	 	Identify	champions	who	can	help	to	launch	the	community,	spread	the	word	and	seed	conversations.	
Likely candidates often include external social media managers, passionate bloggers, employees 
previously involved in internal social networking pilots as well as members of innovation communities. 

•	 	Research	current	coverage	of	new	strategy	on	employees’	blogs	,	other	internal	social	media	as	well	as	
articles on intranets. Use this content to seed conversations. 

•	 	Agree	on	what	success	would	look	like	for	the	community	and	choose	metrics	for	measurement	(e.g.	
uptake, number of posts, volume of employee-generated content including images and video).

•	 	Enroll	CEO	as	sponsor.	Post	his	endorsement	on	the	community.	Encourage	CEO	to	blog	and	participate	
in conversations by “liking” and commenting on employee’s posts.

•	 	Post	draft	agenda	of	the	event	and	invite	members	of	the	community	to	co-create	it	by	contributing	ideas	
and discussing them.

•	 	Identify	most	active	members	of	the	community	and	give	them	role	in	face-to-face	event	(e.g.	reporting	
on the outcomes of online discussions, moderating round-table sessions).

•	 	Produce	wrap-ups	of	conversations	that	have	developed	on	the		community	and	feed	them	into	the	face-
to-face discussions (e.g. as introductions to round table discussions). 

Before
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•	 Create	rooms	on	the	community	to	reflect	the	event’s	discussion	streams.

•	 Populate	rooms	with	content	and	launch	discussions.

•	 Appoint	a	champion	for	each	room	to	animate	and	moderate	discussions.	

•	 	Conduct	video	interviews	with	key	speakers,	senior	management	and	other	participants	throughout	the	
day and post them on the community.

•	 Conduct	polls	to	measure	reactions	of	online	participants	to	points	and	issues	discussed	face-to-face.	

•	 	Encourage	participants	to	take	photos	,	shoot	videos	on	their	smart	phones	and	post	them	on	the	
community.

•	 Feed	comments	from	online	conversations	into	face-to-face	discussion	streams.	

During
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•	 Measure	on	line	participation	in	the	event	and	success	of	the	community	against	metrics	initially	selected.	

•	 	Collect	most	interesting	content	(e.g.	comments,	blog	post,	videos,	photos)	and	produce	digital	wrap-up	
of the event.

•	 Use	wrap-up	for	communication	cascade	and	the	strategy’s	rollout.

•	 Compare	adoption	levels	of	the	ESN	with	time	before	the	event.

•	 	Interview	most	prolific	community	members.	Get	some	powerful	quotes	and	use	them	to	promote	the	
ESN.

•	 	Write	article	describing	the	experience,	distribute	it	through	internal	channels	(e.g.	intranets,	newsletter,	
line managers meetings) and encourage your colleagues and their teams to consider the ESN for similar 
activities. 

•	 	Develop	plan	with	initiatives	to	keep	the	community	alive.	This	will	enable	the	organization	to	use	it	for	
future corporate moments. 

After
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Promoting  
new behaviours
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ESNs are re-inventing corporate 
moments as a way of encouraging 
new behaviors and changing the 
way employees work.  They make it 
possible for milestones in the history 
of a company to be experienced by 
employees at a scale previously not 
possible. They have become major 
culture-shaping experiences. 

Here are some examples of behaviors 
that can be encouraged by the use of 
ESNs	for	corporate	moments:	

Employees learn that content is no longer 
pushed centrally by the top but rather 
created by transforming conversations 
that happen collaboratively on the 
platform. The days of a small number of 
corporate editors deciding what content 
is are over. These days every employee 
is a “citizen journalist” empowered to 
reflect and comment on what is going on 
in the organization and use their digital 
network to share their views and grow 
their influence. 

Corporate moments used to be all about 
orchestration and control. A small group 
would own the choreography. Outcomes 
would have to be produced in a fixed 
setting following a preconceived model. 
Co-creation, crowdsourcing and ideation 
are revolutionizing this model. Agendas 
are being co-created in online group 
discussions. Deliverables are being 
crowd-sourced in online exercises where 
employees are asked to come up with 
suggestions on topics ranging from 
rethinking how they work to improving 
customer relations. Companies are using 
ideation to ask their staff to imagine the 
future and come up with ideas. ESNs 
empower staff to take ownership of 
events. 
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Enterprise social networking gives 
staff the opportunity to loosen the 
constraints of personal relationships that 
define traditional work dynamics. Their 
online network becomes their sphere of 
influence. Companies are capitalizing on 
this phenomenon and turning employees 
into ambassadors. They can rely on staff 
to act as stewards of change.

ESN-enabled moments are becoming a 
way to organize and capture knowledge. 
The digital interactions they trigger are 
much more than simple conversations. 
They are a way of building institutional 
memory. Staff’s contribution to a 
digitalized event has a higher value 
because it goes beyond mere attendance. 
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Case studies
We have selected a few case studies that clearly demonstrate the 
value of ESN-enabled corporate moments.
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Société Générale, the Paris-headquartered 
international bank with 150,000 employees, used SG 
Communities, its open-source-based platform to run 
a virtual crowdsourcing event. 

PEPS!, short for Projet Experimental Pragmatique et 
Stimulant (Pragmatic and Stimulating Experiment) 
ran for a month in the spring of 2014. Employees 
were invited to submit ideas via the network around 
three	topics:	customer	relations,	ways	of	working	
and technology. PEPS! was born out of the desire 
of the Executive Committee to get employees to 
reflect	on	the	impact	of	the	current	digital	trends	
on the bank. In came more than 1,000 ideas 
from 19 countries. They were then transformed 
into proposals and submitted to vote on SG 
Communities. Employees selected 10 ideas per 
category, which were presented to top management 
during a one-day conference featuring internal 
and external speakers. A large part of these ideas 
were	about	making	work	more	mobile	and	flexible.	
One the bank was quick to implement was about 
the creation of a mobile version of the corporate 
directory, which used to be accessible only on 
desktops. Employees can now consult it on both 
their corporate and private mobile devices.

Another	idea	was	about	flexible	working	conditions.	
In Paris, Société Générale has two major offices, 
one in the business district of La Defense, in the 
west of the city and the other in Val de Fontenay, an 
eastern suburb. “For people who live in the east, it 
is difficult to make it all the way west when there’s 
heavy	traffic.	They	asked	to	be	given	the	flexibility	
to work temporarily at a different location instead of 
sitting in traffic jams,” says Jean-Paul Chapon, Head 
of Digital Communication and e-Reputation. 

Thanks to PEPS!, adoption of SG Communities rose 
from 7,000 to 15,000 during the event. It was also 
an opportunity for Chapon’ s team to get their 
heads around the challenge of having to deal with 
116 nationalities and making the right choice around 
languages.	“We	decided	to	use	two:	French	and	
English”. It turned out to be the right way to do it as 
users stepped in and often translated into English 
ideas that their colleagues had posted in French.

Société Générale
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Philips

Philips, the leader in healthcare, consumer lifestyle, 
and lighting solutions, produced their first all-digital 
leadership summit in the Netherlands last year. 
This annual strategic meeting aimed to develop 
additional communications skills for leaders while 
enhancing the summit experience. 

Three hundred executives from across the 
organization attended the event, while 450 joined 
virtually. Meeting materials were made available 
via a customized app, called “Summit App”. It was 
distributed via Philips’ enterprise app store offering 
easy accessibility and quick downloads. Launched a 
week before the meeting occurred, it contained the 
agenda,	speaker	information,	voting	as	well	as	floor	
plans and other relevant details. Agendas were also 
personalized and arranged according to a leader’s 
business sector and location. The API was used 
to connect with Connect Us, the Socialcast-based 
enterprise social network of Philips. The company 
created a private group for leaders to engage and 
have dialogues. Upon opening the summit app, 
leaders could see the activity stream on which they 
could create their own messages and engage with 
other posts. 

Leaders could also rate each session, as well as pose 
questions and download presentations directly after 
the presentation itself. During the event, all content 
on Philips’ Socialcast community was projected 
onto meeting walls, creating a powerful, visual 
experience.

There was even augmented reality, adding a digital 
layer to printed statistics about social media usage. 
For example, waving a tablet across a Facebook 
board enabled a video to play automatically.

Gamification was also used to make the experience 
memorable. Delivered through a digital competition, 
it was a natural fit for executives with a competitive 
nature:	they	could	win	a	prize	by	being	active	on	
Socialcast. 

Digital buddies also helped make executives’ social 
experience as seamless as possible. Digital buddies 
are Philips’ employees highly experienced in every 
part of business, from IT to Communications.

They helped leaders get connected at the summit 
and were on hand to answer any questions they had. 

The accessibility to the strategic meeting extended 
to Philips employees at headquarters. They were 
able to follow public conversation streams via the 
summit’s dedicated hashtag #summit2013, and 
post questions to leaders. Several leaders also 
blogged about the meeting on Socialcast, providing 
additional updates and transparency.

Since the event, an increasing amount of leaders 
are now creating Socialcast communities for better 
collaboration with employees.
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Solvay
Solvay, the giant pharmaceutical business with 
headquarters in Brussels acquired the French rival 
Rhodia, in 2011. An essential step to integrate their 
two businesses was the first executives’ meeting 
organised	in	December	2013:	300	senior	managers	
from Rhodia met with 300 leaders from Solvay. 

To prepare the ground for the event, the company 
used Solvay Engage, the Jive-based employee 
social network. The idea was to extend the time 
of interaction ahead of the meeting, generating 
discussion between participants for the kick-off. 
It was also a chance to start the bonding process 
before the event itself, and know where the 
preoccupations laid.  

The company set up a programme of discussion 
topics corresponding to the new models that were 
being presented at the conference. Executive 
committee members posted their content for the 
event, and responded openly to questions and even 
constructive criticism coming from other leaders. 
The	co-creation	process	worked:	people	came	to	the	
meeting with a sense of already having contributed 
to the building of a new company.

On the day itself, people did not use the Jive 
network but relied on meeting software and iPads to 
gather comments and foster collaboration. 

A standard conference with 600 people would 
have been a top-down affair with the interactivity in 
the room being carried out by two or three senior 
executives. Instead, the system used by Solvay 
allowed the company to give freedom of speech to 
everyone. It was a success and the CEO Jean-Pierre 
Clamadieu asked them to continue the experience 
and perpetuate the social platform.

After the event, they turned the network into a 
hybrid tool that would enable managers to continue 
the discussion and collaboration.   These evolved 
into different threads so, the company decided to 
develop smaller groups, gathering people within 
their ‘zone of confidence’ where they can talk and 
operate more freely.
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Unilever 

Unilever, the consumer goods giant, used Chatter, 
an internal social collaboration platform, to extend 
participation of their Change Leaders Conference 
(CLC), organised every year face-to-face for 
400 senior managers, to 16,000 line managers. 
The event, meant to host discussions around the 
company’s business strategy, had historically always 
taken place behind closed doors. Unilever decided 
to open it up and add a digital audience to increase 
transparency of senior management and help the 
organization come up with content and plans to 
support the strategy.  Another key objective was 
to reinforce the idea that line managers have a key 
responsibility in communicating the strategy.

During and after the conference, line managers 
were invited to join BitesizeCLC, a digital group 
on Chatter specifically set up to host their 
conversations as well as content generated by them. 
Images were by far the most popular content both 
in terms of posting and commenting, while articles 
and PowerPoint presentations accounted for nearly 
half of all file downloads. 

The comms team created a space on Chatter called 
CLCInsider and used it to upload photos of the 
speakers, shorts polls about the presentations to 
find out which one had been most useful as well 
as vox pops featuring interviews with face-to-face 
participants. Seeding of content on this part of the 
platform began a week before the conference. In the 
past, line managers would only have heard about 
the conference through its cascade and needed 
to find out what it was about. Comms made and 
posted video interviews with senior leaders talking 
about what they hoped to get out of the event.

The event helped to increase adoption of Chatter. 
Only 3,680 of the 16,000 line managers invited 
to participate online were active on the platform 
before CLC. This number more than doubled during 
the conference. 
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BT Global Health
In 2012, BT Global Health, part of BT Global Services, 
run an employee engagement programme driven 
by internal communications. The whole initiative 
followed several years of changes in the health 
market, which meant a complete transformation to 
the company’s strategy. The programme involved 
an internal campaign called Our Guiding Message 
aimed at building a sense of community around a 
unified vision. The Internal Communications team 
created a set of collateral that would support the 
campaign. All the material featured a common 
theme, an illustration of a knitted scarf to show how 
all the different strands of the strategy ‘knitted’ 
together.

During the campaign, employee took part in 
interactive sessions. At the same time, they were 
encouraged to use BT’s internal micro-blogging tool, 
OfficeTalk. They share photographs of the sessions 
they took part in and posted comments about their 
thoughts around the strategy through the hashtag 
#guidingmessage.

To inject some fun and stimulate creative thinking at 
the sessions, the company provided the champions 
of campaign with actual knitted scarves. These were 
displayed proudly in many of the photos shared on 
Officetalk, from the UK, to Singapore and Australia’s 
offices. This helped knit people’s memories of the 
fun sessions to the campaign. 

Since social media worked very well for this targeted 
campaign, BT Global Health has continued using it 
to share every day successes, progress updates and 
photos from other events and activities.
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Thomson Reuters 
Thomson Reuters, is the world’s leading source 
of intelligent information for businesses and 
professionals. The Hub, is the company’s employee 
social network that had been instrumental in 
driving the engagement survey in the Intellectual 
Property (IP) & Science businesses of the company. 
They used the platform to get conversations going 
around the survey’s results. Traditionally, HR people 
or senior leaders would sit in a room and decide 
what to do to make improvements. 

 

However, they decided to open it to all 4,000 
employees by creating a Hub discussion over two 
weeks. Anyone could join at any time to discuss 
what was good and what could be improved to 
make this a better place to work. 

4-500 people took part over the two weeks 
around the world and came up with great ideas for 
improvements. 

The company then focused on those that were 
voted the most popular and published progress 
against	these	ideas	in	a	Hub	group	called:	“You 
Said, We Did”. It was a great success and they 
continued to interact in that group.
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GE Healthcare
The goal at GE DGS, a global Business Unit of 
GE	Healthcare,	was	clear:	to	engage	the	1,700	
plus employees across 30 countries on their 
new organisational values. These were necessary 
following a series of acquisitions. The company 
needed to ensure that staff understood these 
principles and put them into practice. They 
invited staff to join Challengera, a social platform 
specifically designed for campaigning.  The 
campaign was designed to last for four months. 

The organisation challenged staff to share their 
stories through videos around what those new 
values meant for them.  Running the programme 
on the social tool allowed employees to make the 
new principles personal, and to share their own 
perceptions and experiences with colleagues around 
the world.

In four months a hundred stories were shared, 
leading to discussions that generated new ways 
to drive innovation and reduce costs within the 
organisation. To engage employees with the change initiative and 

trigger their interest, gamification played a key role. 
Employees were rewarded for their contributions 
with iPads, iPhones, team building vouchers and also 
specific medals aligned with the new core values.

The system was completely open and self-regulated 
by	staff:		there	was	no	influence	exercised	by	the	
top on who got rewarded. Colleagues rewarded 
each other by a system of ‘likes’ – a good indicator 
whether people understood the company’s values. 
The likes also helped to push adoption, with workers 
starting to invite other members of the staff to take 
part in the initiative, which soon became viral. 

The GE DGS engagement campaign moved 51% of 
the global staff - from leaders to first line workers. 
And 75% of the logins resulted in an interaction 
and activities. Beyond numbers and percentages, 
the real value of the initiative was the level of 
engagement and understanding achieved around 
the new company’s culture.
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Lafarge
Lafarge, the world’s largest cement manufacturer, 
is using a knowledge management platform called 
Einstein to spread the company’s best practices to 
40,000 employees across 63 countries. To motivate 
its employees to go to the platform and make the 
best use of its best practices, the company runs a 
series of initiatives. 

Every year, they create a communication campaign 
aimed at changing behaviours. It focuses on 
explaining the values of sharing such us innovation, 
better performance, and saving costs.

Communications activities also share the benefits at 
individual level. Each month Lafarge produces two 
newsletters, one about new documents and another 
based on a specific topic, with links to the new 
different documents and best practices available on 
Einstein, which can help employees to reach their 
own individual targets.

However, what seems to differentiate Lafarge’s 
motivational programs from others’, is their Treasure 
Hunt competition. Run every two years, this is a 
serious game initiative in a Q&A format, aimed 
at helping people to familiarise with searching 
information on the platform. The motivation part 
comes from the opportunity given staff to win real 
gold coins. 

While this may appear an expensive initiative for 
Lafarge,	in	reality	it	is	a	smart	investment:	the	
treasure is ten gold coins, and the prize equates to 
2500 euros (1 coin = 250 euros). With that amount 
of money they are training 40,000 potential users 
around the world.

Another type of competition is run to encourage 
different types of actions relating to sharing 
knowledge such as filling profiles, commenting, 
liking, etc. People earn points when doing one of 
these activities, and at the end of the quarter the 
best “sharer” win an iPad. Once again they can train 
40,000 staff around the world for the price of an 
iPad.
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