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CASE STUDY

in 2020, the Renault
Group Doubled Its Reach
in Employee Advocacy

Despite a challenging year, the Renault Group was able to adapt to new
circumstances, and has succeeded in expanding its visibility on social networks
significantly. Positive results were made possible thanks to a solid Employee
Advocacy program, which managed to double its reach over the course of 2020.




For more than 120 years, Renault has designed, built, and sold ve-
hicles around the world. Founded in 1898 in Boulogne-Billancourt,
near Paris, the brand has gradually transformed into a truly interna-
tional group, providing automotive mobility for people all around
the world. The Renault Group is present in more than 130 countries,
and they sold 2.95 million vehicles in 2020 alone. And to manage the
human side of this global venture, more than 170,000 employees
work on behalf of its various brands. (In 2021: Renault, Dacia/Lada,
Alpine, Mobilize).

Given the considerable variety of its activities and its products,
brand recognition and identity have become important issues for
the company.

In 2016, a project was launched to empower the group’s employees to
help convey a consistent brand image and messaging, aligned with
the corporate strategy. Being aware that this fresh communication
directive would have to take advantage of new platforms and tech-
nologies—social media and mobile networks, in particular—the com-
munication teams decided it best to deploy an Employee Advocacy
program. By promoting the feeling of belonging to the same brand,
based on values and a common vision, the initiative would transform
employees into brand ambassadors of the Renault Group. Once mo-
bilized and engaged, employees would help to amplify the brand’s
share of voice, both internally and externally as well.
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The basic objectives of
this Employee Advocacy
program can be summa-
rized as follows:

——] Develop the brand’s online
reputation and relay the leader-
ship and expertise of the Renault
Group across social networks. Fol-
low the analytics of the campaign
and its impact on sales

D Promote the image of the brand

&\ as a top-notch employer, especial-
ly among the younger set of pro-
spective hires

—| Enhance the digital skills of Re-
nault Group employees, on social
networks in particular

@ Communicate the new strategy
and contribute to the engagement
of all 170,000 employees
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In the absence of a tool to centralize and share
brand news and information across social net-
works, the Renault Group decided to seek out
the best platform for the job.

Ideally, they wanted a tool that could aggre-
gate attractive content from different sourc-
es: social feeds, curated third-party content,
content offered by the users themselves (UGC),
and content exclusively for communication.

Users needed to be able to find, react to, and
easily share content that was relevant or of in-
terest to them, on a single platform, while still
helping to increase the visibility of the Renault
Group content across social networks.

For its Employee Advocacy program, the Re-
nault Group chose to recruit employees that
represented the actual diversity of the brand:
in addition to employees in communication
and marketing roles, managers and employ-
ees in factories around the world (including
operators) would serve as the daily users of
the platform. Thus, accessibility, multilingual
management, and availability on mobile were
crucial criteria.

Finally, backed by analytics for precise mea-
surement of content-related activity, the
platform had to offer tools for engaging the
full community of users.
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In light of these criteria, Sociabble’s proposal
quickly convinced the Renault Group. Available
on mobile and on the web in a host of languag-
es, designed for the aggregation and sharing of
rich and visually-branded content across so-
cial networks, and open to the creation of user
generated content—not to mention its adminis-
trative and engagement features—the Sociab-
ble platform provided an effective solution. By
using Sociabble, the ambassadors from each
country represented by the group would be
able find relevant, interesting content available
in their own local language.

But above all, with the option of real-time
monitoring for content performance, users
can adjust their content offering over time to
optimize engagement and sharing.

During the implementation of the project,
the Renault Group benefited from one of So-
ciabble’s strengths: personalized support
and monitoring, over time, from a team of
specialized consultants. Getting started with
the tool, honing the content strategy, opti-
mizing publication and sharing methods,
administering and observing the platform
performance indicators—the advice from
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the Sociabble team helped the program run
smoothly and effectively.

Exclusive and high-quality
content for ambassadors

Today, for the 1,200 employees involved in
its Employee Advocacy program, the Re-
nault Group offers a version of the Sociab-
ble platform in the brand’s own colors called
“Share It!”. The Renault Group publishes
quality content there, covering all its major
subjects: group news to promote team spirit,
those of its various brands, and of course, con-
tent to facilitate product knowledge and the
competitive landscape.

Additionally, the platform is the place to pro-
mote innovation and transformation—the
environment, new models, electric and hy-
brid vehicles—it’s all there. And to achieve
the group’s strategic objective of becoming
the leader in electric vehicles in Europe, the
Renault Group relies heavily on the curation
of external content via the platform as well.
Through regular publications on the theme of
energy transition in the automotive sector as
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The Results:

well as others, communication teams and am-
bassadors contribute to the dissemination of
a whole new culture.

Here, the major challenge for the Renault
Group team was to come up with an editorial
line that served an Employee Advocacy pro-
gram, while also remaining consistent with
the communication plan. Sociabble’s content
creation possibilities, particularly for visual
and interactive content (multi-image posts,
video, surveys, quizzes, etc.) made it possible
to quickly overcome this obstacle.

From the brand’s social feeds, aggregated on
the platform by means of scheduled curation
or by user contributions, these publications
can enrich the community with content, and
generate positive brand awareness.

Diverse and active
ambassadors

From the launch of “Share It!”, the Renault
Group has chosen to integrate employees
from the various branches of the brand into
its platform. This includes representatives
from communication and marketing, of
course, but also employees in factories as

well as engineers. All users have been made
aware of the specific objectives of the pro-
gram thanks to dedicated support.

Because Sociabble is a simple and intuitive
platform, fifteen minutes of training were
enough to ensure an operational command
of its functions. And to support employees
over the long term, the Renault Group com-
munications team publishes fresh sup-
port content on best practices related to
social networks every week.

Sociabble is
a simple, useful, fun,
and secure tool!

Barbara MARZARI WIBAUX
Managerial coms and
employee engagement
manager

RENAULT GROUP

5



The primary mobile communication
tool for the Renault Group

Sociabble’s overall ease of use was a decisive factor for the Renault
Group. In their daily lives, ambassadors have access to “Share It!”
no matter where they are, including:
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For frontline and factory workers, the availability of a
mobile-native application in the brand’s colors has not
only made it possible to receive and immediately share in-
formation that is meaningful to them but has also helped
to strengthen the collective sense of pride and belonging.
Every hour, they can view news that exposes the positive
results of their work to the whole world.

In offices, for administrative and management func-
tions, theintegration of Sociabbleinto the Microsoft Teams
interface makes it possible to immediately find within the
Teams environment the important communication ele-
ments to share on social networks.

More than a flow of information,
it’s a tool for engagement

To ensure the involvement of its users on its platform, the Re-
nault Group has relied on the many engagement features in-
cluded with Sociabble. First, there is the newsletter module.
Perfectly integrated, it allows administrators to compose the



most attractive custom newsletter for their
audience by selecting the relevant content
from the platform. A few clicks are all it
takes to compose the titles, design, and
layout. And thanks to Sociabble’s native
multilingual features, newsletter content
automatically arrives in the user’s pre-
ferred language. Once designed and dis-
tributed, the newsletter becomes a crucial
tool for attracting recipients to “Share It!”,
contributing directly to their knowledge
and commitment to the brand’s content.

In a company the size of the Renault Group,
the relevance of communication also re-
quires precise targeting. Indeed, sending
all messages to all employees risks dis-
tracting them from the information that’s
actually essential for them. This is why, in
order to reduce the noise of its communi-
cation and strengthen the engagement of
ambassadors around content, the Renault
Group has chosen to develop a content tar-
geting strategy that utilizes the audience
targeting features included with Sociabble.
For example, it can send the most relevant
content specifically to motorsport enthu-
siasts based on that specific interest, en-
suring that dedicated content reaches the
right ambassadors for the topic.

In addition to attracting employees with con-
tent that’s most interesting to them, the Re-
nault Group takes advantage of the admin
and gamification features of Sociabble to
generate friendly competition between em-
ployees and reward the most committed.
Campaigns, challenges, and badges are all
motivators for users who can shine through
their involvement with Employee Advocacy.

And to significantly reward its most commit-
ted ambassadors, the Renault Group relies
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Everyone should be
comfortable with
digital tools and

social media. With

the help of Sociabble,
we are very active in
training and promoting
increased skills
among employees of
the Renault Group.

on one specific CSR program integrated into
the platform: Sociabble Trees. With this plat-
form-native module, the brand can reward
the most active ambassadors with trees
planted in their name, in reforestation pro-
grams around the world. According to Barbara
Marzari Wibaux, the Managerial Comms and
Employee Engagement Manageratthe Renault
Group: “We are very satisfied with Sociabble
Trees, which gives us additional leverage. For
ambassadors, it’s often a nice surprise, and
that makes them happy. We regularly publish
our results (number of trees planted and car-
bon offset). Today, we even offer a tree as a
welcome gift to all new ambassadors.”
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FIRST PLACE
IN SHARE
OF VOICE

By equipping hundreds of employees with an Employee Advoca-
cy platform, the Renault Group quickly laid the foundations for
an innovative and effective program. Just in the first weeks, the
results confirmed the importance and relevance of the initiative,
and the Renault Group was able to reach first place in terms of
share of voice at major motor shows.

In 2020, “Share It!”, coupled with the content it offers and the
partnership between the Group Renault and Sociabble teams, has
practically doubled the reach of its Employee Advocacy pro-
gram. And the initiative’s performance data, consolidated in real
time on the platform, makes it possible to adjust the strategy for
specific campaigns as they are rolled out, for maximum results.

Additionally, thanks to the enduring commitment of Renault
Group employees, more than 400 trees have been planted over
the past 4 months, together with the Sociabble Trees program.

“Sociabble is a simple, useful, fun, and secure tool,” summarizes Bar-
bara Marzari Wibaux, the Renault Group’s Managerial Comms and Em-
ployee Engagement Manager. “The range of possibilities isimportant,
butabove all, it’s accessible and easy to implement. Therereallyisa
lot you can do with it, and you can do it your own way!”
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www.sociabble.com


https://www.sociabble.com/

