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Preface
2010 was a transitional year for intranet management.
Intranet-related responsibilities are gradually being integrated into job descriptions for business and
other managers. Decentralized governance frameworks are giving central teams a more strategic role
while at the same time giving regional, country or business managers greater autonomy and accountability. These are all extremely positive signs for the future of intranets.
Intranet managers are forming large communities using external social media, getting support from
peers around the world and gaining visibility for their roles and work. 2010 has seen fast growth in
intranet-related groups in LinkedIn where multiple discussions take place 24 hours a day. Twitter has
become a fast-moving source of information about what’s happening in the intranet space. The hashtag
#intranet has many tweets every day with lots of conversations, links and ideas being shared. Many
more people blog about intranet matters than 12 months ago. A dynamic, virtual, global intranet
community exists, and is getting stronger every day.
However, in some organizations, the intranet may be losing momentum as collaborative and social
media features are being implemented and end up competing with the intranet. There is an urgent
need in many organizations to define new, global strategies for this expanding online workplace.
Whatever you call it - “workplace web” or “digital workplace” or something else - it is now business
critical to define strategies that ensure that these different pieces work together and bring value to
business.
2010 was a also a transitional year for the Global Intranet Trends report. Over the last 5 years, it has
become a unique reference in the intranet world. 2010 saw record-breaking participation from 440
organizations around the world. This year’s report focuses on what “leaders” are doing. It will help you
define your strategies and build business cases based on evidence: facts, figures, analysis and firsthand
learnings from intranet managers around the world.
I hope you will find this report relevant and useful for your work. Please get in touch if you have
questions, comments or would just like to “talk intranets”.

Jane McConnell
NetStrategy/JMC
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Executive summary
The Global Intranet Trends report is unique. Based on an annual worldwide
survey now in its 5th year, it provides in-depth insight into what is happening
in the “intranet world” inside organizations.
Started in 2006 with 100 enterprises, survey participation has quadrupled to 440 organizations headquartered in Europe, North America and Asia Pacific. Many have participated in the survey for several
years.
They include some of the largest companies in the world with over 100,000 employees along with
smaller organizations with fewer than 1,000 employees. They come from private, government and
humanitarian sectors.
The survey participants, all of whom have intranet management roles in their organization, answered
an online survey of over 100 questions.

Five megatrends are re-shaping the intranet and impacting how
people work:
1.

The intranet is becoming the front-door into the “workplace web” (the overall landscape
of content, services, tools and applications people need to do their jobs).

2.

The intranet is becoming more team-oriented, as project and collaborative spaces are
being integrated.

3.

The intranet is becoming people-focused, as its scope is expanding to include internal
networking and social media.

4.

The intranet is enabling people to communicate in near real-time, through web-conferencing, micro-blogging and other tools.

5.

The intranet is place-independent, letting people access it from outside the physical walls
of the enterprise, and through mobile devices and smart phones.

These five trends were first identified in 2009 and have been reconfirmed by the 2010 data.
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Leaders are renewing their strategies and transforming the intranet
into a platform that energizes business and people.
Leading organizations merit close observation because there are a number of
points where their strategies differ from other organizations:
•

Decision-making for the intranet is defined: who makes decisions, who owns what, and how
people are accountable

•

The intranet, collaborative spaces and social tools and platforms are more integrated.

•

Top management has made the intranet part of the objectives of the management team.

•

Social media is deployed more widely internally and has gained a certain maturity. Responsibility for social media is part of official job roles.

Organizations and digital teams face two major challenges in 2011:
•

How to engage all key stakeholders and make the intranet the “natural” way to work.

•

How to integrate the social dimension into intranets and ensure that it brings business value.

An over-arching strategy for the intranet, collaboration and social media is a pre-requisite for ensuring
a coherent and effective “workplace web”.
An essential step is to define and implement a governance framework that mobilizes the key players.
This work must take place with an eye on the big picture and not be limited to the old scope of the
intranet.

This report provides evidence and shares good practices as
described by the organizations themselves.
Highlights - a 10-page overview of facts and figures around the key learnings.
What leaders are doing - a 65-page presentation of facts, figures and charts showing a detailed
view of what leaders are doing differently.
New intranet management - a look at how the role of intranet management is changing, specifically the impact of social media on this role.
Reference information
• Descriptions of the three stages of intranet maturity
• Lists of the megatrend indicators
• More information about the participating organizations, the survey’s network partners and
NetStrategy/JMC.

Highlights

Highlights
A brief overview
• 5 megatrends affecting intranets today
• The impact of social media
• The two key challenges facing digital teams in
2011
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The new workplace & the intranet

Five megatrends were identified in 2009. They force a new view on intranets
and on what people and businesses need.
1. The front door into the workplace web
The intranet taking on the business role of being the door into the “workplace web”. The workplace
web is the ensemble of information, collaboration and communication tools, business applications as
well as personal and professional networking environments people use to do their jobs.
• “Business needs” and “productivity” are the number two intranet strategy drivers after “communication”.
2. Team-oriented
The intranet is becoming more “collaboration-friendly” than in the past.
• 10 % of the organizations say their entire intranet is collaborative; 20 % have integrated collaboration into the intranet; 40 % have linked their collaboration spaces to the intranet.
3. People-focused
The intranet is becoming a place where people can comment directly on published content, connect
to others and build networks and communities.
• Social media is now present inside 70 % of the organizations.
• Wikis and blogs are found in 55 % of the organizations. This is an increase of 10 percentage
points over the last 12 months.
• 30 % of the organizations have ideation programs. (Structured approaches to generating ideas
for improvements directly from employees.)
4. “Real-time”
The intranet is becoming a platform for near “real-time” communication, accelerating the speed at
which people communicate and business is done.
• Social networking is present in 22% of the organizations either enterprise-wide, in limited
deployment or in pilots
• Micro-blogging (e.g. Twitter, Yammer) is found in 26 % organizations, either enterprise-wide, in
limited deployment or in pilots

Highlights
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5. Place-independent
The intranet is now extended beyond corporate walls and beyond the computer. Remote access and
mobile optimization are making the intranet available when and where people need it.
• 90 % of the organizations say it is technically possible to access the intranet from home and 30
% say that for many employees, working from home is “a common practice”.
• 25 % of the organizations are planning or currently running pilots to optimize their intranets for
access by mobile devices such as smart phones.
Exhibit 1.

Some organizations are leading, others are lagging.
Five dimensions: leaders compared to others
Front door

People

The chart illustrates the five megatrends. Each
megatrend is composed of a group of indicators
from different questions in the survey. Points are allocated to the indicators and averages calculated for
each megatrend. (See page 85 for details.)

Team

20
40
60
80

100

Place

Real time
Leaders

Others
Q216

The two lines show the difference between “leaders” and “others”. The leader group represents
145 organizations or one third of the 2010 survey
population.

Leaders show significant differences when compared to the other organizations in the survey. They
tend to be approximately 20 percentage points higher.
The purpose of the second and largest section of this report is to look at what leaders are doing differently in their workplace webs and intranets in terms of
• Content, services, social features offered
• Measurement of intranet and social media value
• Governance and decision making
• Roles and responsibilities, management and policies
• Accountability and embedding the intranet into “business as usual”.
(See the table of contents for a detailed list of the points covered in “What leaders are doing”.)
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Impact of social media

The perception of value from social media is primarily in “soft benefits”.
Fewer than 20 % of the organizations using social media actually measure or are attempting to measure the value brought by social media. Nearly 50 % intend to measure later.
From 60 to 65% of those with social media say “yes, absolutely” or “yes, quite a lot” when asked if they
have observed benefits in these areas:
• More effective knowledge-sharing
• Better informed employees
• More engaged employees
From 30 to 40 % say the same for the following areas:
• Increased cross pollination and innovation
• Faster problem-solving and decision-making
• Decreased use of email
• Emergence of previously unrecognized experts
Business-related concerns diminish as experience is gained; others remain.
Three types of concerns about social media decrease as the enterprise gains experience:
• Doubts about the value to the organization
• Relevancy to business
• Risk of employees wasting time
Concern about some issues does not decrease with experience:
• Findability of information produced through social media tools and channels
• Security of information
• “Language silos”
It takes at least 3 or 4 years for social media to become established in an organization.
20 % of the surveyed organizations have social media either “well-established enterprise-wide” or
“well-established in some parts”. 40 % of the organizations have social media initiatives on-going for 2
years or more.
Most organizations report that people’s interest and involvement in social media are growing slowly.
Only a few say that “the fun, new factor has worn off and people are less interested”.

Highlights
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Senior managers are not setting an example.
Senior managers blog in 35% of the organizations. However, many of the blogs seem to be one-way
publications rather than true blogs with comments and conversations. While half the senior bloggers
write their own posts, only 33 % allow employees to post comments.
Social media management is a new role in the organization.
40% of the organizations have social media responsibility, internal and/or external, included in one or
more job descriptions. It is usually one responsibility among others.
This role is relatively new: in 65% of the organizations, it has existed for one year or less.
Governance models are beginning to converge responsibilities for intranet, collaboration and social media.
Governing models combine responsibility for the intranet, collaboration and internal social media in
different ways:
• 50 % of the organizations include responsibility for internal social media in the intranet management role.
• 30 % include both social media and collaboration.
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The two key challenges for digital
teams in 2011

Governance and engaging stakeholders
If the intranet is to become the way of working, it is essential to have the active involvement of all key players in the organization. This requires defining
an appropriate governance steering framework in order to mobilize high-level
stakeholders.
Governance is a steering framework that defines strategic goals, decision-making, accountability, and
procedures for reconciling differences. (It is not to be confused with management which refers to how
governance decisions and principles are put into practice through guidelines, rules, processes, editorial
policies, standardization, and so on.)
Governance of the intranet requires defining a number of points that require agreement among the
stakeholders:
• How the intranet should support the business: specifically who it should serve and how.
• How it fits in the workplace web and relates to the other applications and services including
collaboration and social media.
• The responsibilities and roles of the stakeholders.
• How the intranet will be embedded in the organization’s processes and activities.
Without agreement, there are likely to be “black holes” in the organization, places where the intranet
is absent or failing. This creates confusion and frustration for people and reduces the business value of
the intranet.
The challenge is to identify appropriate governance principles for the organization, to include all the
right people in this decision-making process, then to invest the time and energy required to transform
the principles into reality.
The intranet is a cross-organizational platform and as such, top management
has the ultimate responsibility for setting the tone.
• In only 12 % of the organizations, top management sets intranet-related objectives for their
management teams.
• In fewer than half the organizations, high-level stakeholders (Directors of HR, Communication,
IT and other support functions) are expected to deliver their services to employees using the
intranet.

Highlights
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Facilitating the social dimension
Social media is triggering fundamental questions about intranets and their role
in the organization. Enterprises are being forced to clarify their strategies for
communication, collaboration and “doing business internally”.
The intranet and project and collaboration spaces have traditionally been on separate platforms, with
different “doorways”. Collaboration is now moving into the intranet, potentially bringing the worlds of
“information” and “collaboration” together.
Today, the arrival of social media is bringing a third dimension into play. Where does social networking
fit? Is it a new layer that fits neatly with the rest or is it an additional platform for people to understand and use?
The fundamental issues to address are:
• What positioning and scope are given to the intranet, social media and collaboration platforms
and tools? How do they fit together?
• How can business needs, expectations from people, and organizational needs and constraints
be met?
• How can social features serve the processes of the organization? How to best engage stakeholders who are often the process owners?
• What is the balance right between corporate guidelines and local initiatives, between individual
empowerment and accountability?
• What is the right balance between top-down strategy and bottom-up initiatives when it comes
to social media?
This is new territory for everyone. Organizations are looking for ways to leverage socially-driven information and transform the energy and networking
potential triggered by these new tools into business value.
(Technology strategy and choices are outside the scope of this report.)

10

Global Intranet Trends for 2011

What leaders are doing
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What leaders are doing
A subset of 145 organizations has been qualified as “leaders”. This represents one third of the 2010
survey population of 440 organizations. These enterprises have one or more of the following characteristics:
•

The intranet has become the “way of working” for the organization, that
is to say essential for people to do their jobs.
This is defined as Stage 3 for intranets. (See page 84 in the Reference section for descriptions
of the three stages.)
49 organizations in the 2010 survey meet this criteria, representing 11 % of the full population
of 440 organizations.

•

Top management sets intranet-related objectives for the senior management team.
Lack of senior management ownership of the intranet has long been an obstacle that holds
intranets back from achieving their full potential. As recently as in 2009, 60 % of the participants considered it an obstacle. Organizations where the top management has made specific
intranet-related matters part of the objectives for their management team are on the leading
edge when it comes to high-level governance and stakeholder engagement.
51 organizations in the 2010 survey meet this criteria, representing 12 % of the full population
of 440 organizations.

•

Social media initiatives inside the enterprise have become “well established” either enterprise-wide or in some parts of the organization.
The scope of intranets has expanded significantly over the past couple of years to include
social media. Organizations with some degree of maturity in their use of social media are
leaders in many ways even if their intranets are not at Stage 3.
83 organizations in the 2010 survey meet this criteria, representing 19 % of the full population
of 440 organizations.

It is worth noting that only four of the organizations meet all three criteria. Another thirty meet two
out of the three criteria.
The following pages contain charts showing how “leaders” and “others” compare on numerous points covered in the survey.

Sample page

What leaders are doing

21

Moving collaboration into the intranet
Good integration of collaborative spaces and the intranet is the exception
today.
When asked how these different collaboration spaces relate to the intranet, the proposed responses
were:
• The intranet and the collaboration platform are 2 distinct, different places, with 2 separate
entry points.
• Collaboration spaces are available from the intranet via 1 or more links, but are not well integrated.
• Collaborative spaces are well integrated throughout the intranet in different, relevant sections.
• We consider the entire intranet to be “collaborative” and do not make a distinction.
Exhibit 14.

Leaders link collaboration and the intranet, but do not integrate better
than the others.
The leaders are above average in linking collaboration spaces to the intranet. However everyone is
having the same challenges in integrating collaboration spaces throughout the intranet in relevant
places.

Collaboration spaces & the intranet
8%

No collaboration
platform or spaces

17%

20%

Two separate platforms
and entry points

25%

44%

Intranet links to
collaboration spaces

33%

19%

Collaboration spaces wellintegrated into intranet

17%

10%

Entire intranet is
"collaborative"
Leaders

8%

Others

n = 435

Q31

Two frontline experiences:
«« As SharePoint is rolled out at our enterprise, it is stealing the business purpose from the
intranet. Intranet has become a static site with company-down communications that are updated occasionally. Day-to-day work is moving to SharePoint..
«« Since the creation of collaborative workspaces the use of the intranet has increased quite a lot (around a
50%) This obviously helped to increase managements involvement, though we are
still far from an ideal situation

What leaders are doing

Sample page

39

Measurement & benefits
Measurement
Exhibit 32.

Measurement of value from social media is rare.
Measurement: social media value

«« We’ve shown them the hard numbers.
When we post in forums/blogs about new training, sign-ups
increase 40% in one day. This is a small but effective example of how our communication has improved. We’re very
focused on getting stats/measuring our social media in both
weekly stats, as well as in surveys to gain user feedback on
successes or needed changes. This information gets passed
along to management.

11%

Measure regularly

4%

14%

Measuring for the first time

11%

50%

Plan to measure later

44%

25%

No plans to measure

Leaders

40%

Others

n = 308

Q48

Exhibit 33.

Indicators about impact on a process and user feedback are less used.
Types of indicators: social media
90%

Activity measurements

93%

35%

Impact on a process

21%

90%

User feedback

75%

«« Measuring via traffic data, “buzz sheet” reports that
identify key topics and opportunities to solve business problems.
«« Better connected team members across the country in
similar roles. We have reduced email distribution through the
use of a collaboration tool - people go there first now rather
than sending and email. Measured by reduction in email
through observation.

«« Colleagues exchanged information about a particular industry segment (products, competitors, ...). The colleagues are
distributed among different continents / different time zones.
Feedback from participants as well as the number of contributions have been measured.
Leaders

n = 59 - multiple answers possible

Others

Q49

What leaders are doing

Sample page

73

Exhibit 65.

Leaders have more policies on conduct.
Most organizations have policies here:
• Accessing and using the intranet.

Guidelines: conduct
83%

Intranet access and usage

Commenting and other
user-generated content

Collaborative space
access and usage

71%

There are fewer conduct policies for internal spaces,
but leaders have more than the others:
• Commenting or other “user-generated content”
on the intranet.
• Accessing and using internal collaborative spaces.

43%
23%

41%
25%

54%

External blogging

36%

59%

External social networking

Leaders
n = 337 - multiple answers possible

48%

Others
Q93

There are more policies for external place, and
again, the leaders have more:
• External blogging by employees.
• Participation of employees in public social networks (Facebook, other).
•

«« We spent a lot of time working with our legal teams to develop a social media
policy that balances thoroughness with simplicity and clarity. The policy was prominently communicated and is now providing the foundation for training programs that will be included in a
brand ambassador program later this year. We are also introducing feedback channels to accept questions,
ideas, feedback, and requests for social media.
«« Although social media has been adopted by some teams/ programs, in general these are considered ‘rogue’
implementations. There is more effort put into guidelines and how to monitor/restrict access. Management is still nervous about implementation and are very risk-averse.
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About NetStrategy/JMC
NetStrategy/JMC has been helping some of the world’s
largest organizations transform their intranets since 1998.
The NetJMC experience and collaborative approach are
unique in the industry today. It is based on long experience
and models & methods developed over a wide range of
consulting engagements for global corporations, UN
organizations, and large companies in the process of going
global.

These engagements focus on defining intranet strategies and governance models that align with
business needs, fit the organization’s culture, obtain stakeholder buy-in and win executive support.
Information and references are available on netjmc.com/clients.

American based in Grasse, in the South of France, Jane has a working base in Paris and travels to client
locations primarily in Europe and North America.
Jane gives private Executive Briefings for organizations on the latest trends in intranets. She is also a
frequent speaker at intranet and enterprise 2.0 events.
•

Blogger since 2005 at “Globally Local & Locally Global” netjmc.com/blog

•

Creator of the largest Linkedin group dedicated to intranet managers. Nearly 600 members
worldwide as of October 2010. (www.linkedin.com/groups?home=&gid=1360277)

jane@netjmc.com
Twitter - @netjmc
Cellphone (in France) + 33 (0)6 12 03 66 34

Reference
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Purchase “Global Intranet Trends
for 2011”

Purchase the report
750 USD (550 EUR, 470 GBP). This includes a licence for your personal use and for other employees in your organization.

Purchase the report + briefing
This includes the report plus a telephone conference briefing with
Jane McConnell
A mutually convenient time is arranged for a 60-minute telephone
session where Jane McConnell will present the findings and answer
your questions.
You can arrange this for yourself, your team or your organization’s
stakeholders and management.
1500 USD (1100 EUR, 940 GBP.)

More information
Website: global-intranet-trends.com
Email: jane@netjmc.com
Telephone: (France) international + 33 6 12 03 66 34.

Reference
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Participating organizations: profiles
Exhibit 71.

Exhibit 74.

Sizes of organizations

Types of organizations
Type of organization

Size of participating organizations

Number of employees
Over 100,000
35 (8%)
From 50 to 100,000
39 (9%)

Non governmental
15 (3%)
Extraterritorial
12 (3%)
Association
13 (3%)
Mixed public-private
20 (5%)

Under 1,000
80 (18%)

From 30 to 50,000
47 (11%)

Public
107 (24%)

From 1 to 5,000
113 (26%)

From 15 to 30,000
40 (9%)

Private
273 (62%)

From 5 to 15,000
86 (20%)

n = 440

Q5

n = 440

Q109

Exhibit 72.

Exhibit 75.

Worldwide participation

Wide range of sectors
Primary areas of activity

Organization headquarters location

Services

North America
124 (29%)

26%

Financial

Africa
2 (0%)
Asia Pacific
65 (15%)

19%

Healthcare

14%

Administration

Central/South America
3 (1%)

11%

Technology

11%

Industrial goods

10%

Consumer goods

10%

Utilities

9%

Education
Basic materials

Europe
238 (55%)

n = 440

Humanitarian
Q4.5

4%

n = 440 - multiple answers possible

Q110

Exhibit 76.

Exhibit 73.

Global footprint

Participant functions

Global footprint of participating organizations

Function or department of respondent

Number of countries

Communication

193

IT

101

Knowledge Management

Over 100 countries
36 (8%)
51 - 100 countries
50 (11%)
1 country
168 (38%)

39

Marketing

32

Information Management

18

Human Resources

17

n = 440

8%
5%

Administration

3

Finance

2

20 - 50 countries
62 (14%)

4 - 20 countries
79 (18%)

n = 440
Q107

2 - 3 countries
45 (10%)

Q108
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Participating organizations: list
A.P.Moeller Maersk

BDP

Aalborg City

Boehringer Ingelheim

Aareal Bank AG

Bombardier Aerospace

Abbott

Bouygues Construction

ABN AMRO

BP

Abrona

Brightstar

ActionAid

British Airways plc

AEGON (Transamerica)

British American Tobacco

Agfa Gevaert

British Columbia Public Service

Agfa HealthCare

BT Group

AIR FRANCE

Bupa

Air Liquide

Byggmakker Norge AS

Alcatel-Lucent

Cambridge University Hospitals NHS Foundation
Trust

Alfa Laval
Allens Arthur Robinson
Amadeus IT Holding SA
Amer Sports Corporation
American Speech-Language-Hearing Association
AMI Insurance Limited
Anexa Animal Health
APA Group
APG
ArcelorMittal
AREVA T&D
Arla Foods
Arup
Atradius
Australia Department of Transport
Australia Post
Australian Institute of Company Directors
Autogrill S.p.A.
Aviva plc
AXA Group
B&H Photo
BAA
Bank Zachodni WBK
Baxter Healthcare
BBC

Canadian Space Agency
Canon
Canterbury District Health Board
Cardo
Carl Zeiss AG
CFL cargo
Chr. Hansen A/S
ChTPZ Group
Chubb and Son, Inc.
CIBC
City of Aarhus
City of Casey
City of Naperville
Cleveland Clinic
Clinical and Statewide Services Division, Queensland
Health
Coop
Coop Norge Handel AS
Corus
COWI
Cox Enterprises
Crédit Mutuel Arkéa
Dallas Area Rapid Transit
Danish Medicines Agency
Dassault Aviation

Reference

Deloitte & Touche

Grupo Caixa Geral de Depósitos

Department of Education and Early Childhood
Development, Victoria

GSA

Deutsche Post DHL

HAN University of Applied Science

DHV

Harley-Davidson, Inc.

DNV

Haskell

Dometic Group

Hatch

Duke Energy

HealthEast Care System

E.ON

Hendricks Regional Health

EDF Energy

Het Kadaster

EDP - Energias de Portugal

HIA

Egmont International Holding

Högskolan i Borås

Elsevier

Houses of Parliament, UK

Eltek Valere AS

HP Transportes Coletivos Ltda.

Emerson Process Management, which is a group
under Emerson

HSN

Endress+Hauser
Enel
Energen Corporation
ENERGEX
Environment Canterbury
EPO
Erste Group Bank AG
Esporão
Esurance
EUMETSAT
Euroclear SA/NV
EXFO Inc.
F. Hoffmann-La Roche Ltd
Firmenich
Ford Foundation
Forest Products Commission
Framestore
G4S
GE Healthcare
GE Money
Gemalto
Genzyme
GfK Group
GGZ Noord-Holland-Noord
Grundfos

GSK

IBM
IBN
ICIMOD
IFS
IKEA
Inchcape
Industry & Investment NSW
Infor
Integrys Energy Group
International Power plc
International Trade Centre
J. Lauritzen A/S
Johnson Winter & Slattery
Judge Group Inc
Kammer für Arbeiter und Angestellte
KCTCS
King Sturge
Kyocera
Lafarge
Lagardère
Lake Washington School District
Landesbank Baden-Württemberg (LBBW)
Le Forem
Legal Aid NSW
Leicestershire Partnership NHS Trust
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Life Time Fitness

Novartis

Lincoln University New Zealand

NSW Fair Trading

London Borough of Camden

Nycomed

London Fire Brigade

NYK Group Europe Ltd

Louisville Water Company

Nykredit

LSI

Océ

Macquarie

Office of Fair Trading

Maersk Container Industry

OMV PETROM S.A.

Malmö stad (City of Malmö)

Oxfam America

Manulife Financial

Oxfam GB

March of Dimes

Pacific, Gas and Electric

Marel

PaperlinX

Maryland Division of Rehabilitation Services

PartnerRe

Medecins sans frontieres

PCL Constructors Inc.

Medical Assurance Society

Perkins Eastman Architects

Medical Products Agency

Pinewood Studios ltf

Mencap

Pioneer Investments

Merck KGaA

Pirelli

MetLife

Pitney Bowes Incorporated

Microsoft

Plant & Food Research Ltd

Ministry of Justice

Plexo

Moss Adams LLP

PricewaterhouseCoopers International Limited

Motala kommun

Prudential Financial (US)

MSTLab

Prudential UK

Municipality of Vejle

PSAV Presentation Services

National Children’s Bureau

PT-Sistemas Informação

National Physical laboratory

QBE Insurance

Nationwide Insurance

QIC

NAV - The Norwegian Labour and Welfare Administration

Quantum

neopost

Rabobank International

Network Rail

Raiffeisen Switzerland

New Zealand Department of Conservation

Ramboll Group

Nexen Inc.

RBS

NNE Pharmaplan

Region Västra Götaland

NNEPharmaplan
Nobel Biocare

REJUMA - Youth Network for the Environment and
Sustainability

Nordea

RENAULT

Nordecon Betoon

Reserve Bank of New Zealand

Northwestern Mutual

Riverside

Norwegian Tax Administration

Roland Berger Strategy Consultants

Quintiles

Reference
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Romec

The Audit Office of New South Wales

Royal Botanic Gardens, Kew

The Crown Estate

Royal Mail

The Global Fund

Royal Philips Electronics

The Guild Group

Sainbury’s

The LEGO Group

Saint-Gobain Ecophon

The Linde Group

Sandvine Incorporated

The Open University

Santander

Thermo Fisher Scientific

Sapient

TIM (Telecom Italia Mobile)

Sara Lee

TOTAL SA

Sauer-Danfoss Inc.

Toyota Motor Sales, U.S.A., Inc.

SCANA Corp.

Transfield Services

SCOR SE

Transport for London

Scotiabank

TransUnion LLC

Scottish Enterprise

UCB

Scottrade, Inc.

UNHCR

Scripps Health

Unilever

Serco
Severn Trent Water

United Nations Office of the High Commissioner for
Human Rights

Shepherd and Wedderburn LLP

Universal Technical Institute, Inc.

SNCF

UniversitätsSpital Zürich

Social Care Institute for Excellence

University of Manchester

Société Générale

University of Minnesota Extension

Sodexo

Urbis Pty Ltd

Sparkasse KölnBonn

V/Line

Sprint

Valora AG

Starwood Hotels & Resorts

Vancity

State Library of NSW

Vectura

Statistics Netherlands

Vestas Wind Systems A/S

SUEZ ENVIRONNEMENT

VIA University College

Surrey Police

Victoria Police

SUVA

VicUrban

T-Systems Multimedia Solutions GmbH

VIKING Life-Saving Equipment

Tabcorp

VINCI Energies

TARKETT

VU University Amsterdam

Tatts Group

Wacker Chemie AG

Telecom New Zealand Ltd

Wal-Mart Stores Inc.

Tessenderlo Group

Wärtsilä Corporation

Teva Pharmaceuticals ltd.

Wells Fargo

The American Speech-Language-Hearing Association

Wesfarmers
WestJet
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Which? The Consumers’ Association
William Demant Holding group
WorkCover NSW
World Health Organization
Wright State University
WWF
Yandex
Zurcher Kantonalbank

Reference
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Network partners
We wish to thank the following people who contributed to the 2011 report, with a special thanks to
those who contributed significant time and valuable ideas:
• Martin White, Intranet Focus Ltd. www.intranetfocus.com
• James Robertson, Step Two Designs, www.steptwo.com.au/columntwo/
Many thanks to the many people around the world who communicated to their own networks about
the survey and helped raise awareness in many social networking circles. We apologize in advance to
anyone we may have forgotten.
• Alex Manchester, www.alexmanchester.com/
• Andrew Wright, cibasolutions.typepad.com/wic/
• Aniisu Verghese, intraskope.wordpress.com/
• Bertrand Duperrin, www.duperrin.com/
• Boudewijn Bugter, www.sabelonline.nl
• Catherine Grenfell, Intranet Leadership Forum, www.intranetleadership.com.au
• Fernando Viberti, gestaoegovernancaweb.wordpress.com/
• Frank Hamm, www.injelea.de/plog/
• Giacomo Maxon, www.intranetmanagement.it/
• Janus Boye, Lau Andreasen, Dorthe Jespersen, Peter Nissen and Peter Sejersen of JBoye, www.
jboye.com/blog/
• Jan van Veen, corporateinternal.blogspot.com/
• Jason McIntyre, www.habaneros.com
• Jed Cawthorne, www.ecm-stuff.blogspot.com
• Lise Janody, www.dot-connection.com
• Kurt Kragh Sørensen, my.intrateam.dk/
• Lukas Karrer, Stimmt, stimmt.ch/
• Mark Morrell, markmorrell.wordpress.com/
• Michael Sampson, currents.michaelsampson.net/
• Natalia Shvetsova, www.IntranetBlog.ru
• Patrick Sikes, socialintranet.blogspot.com/
• Peter Richards, diga2230.blogspot.com/
• Roberto Cobianchi, www.cobianchi.net/intranetlife/
• Samuel Driessen, info-architecture.blogspot.com/
• Sean Nicholson, www.intranetexperience.com/ourblog/
• Shawn Shell, blog.consejoinc.com/
• Stephan Schillerwein, intranet-matters.de/
• The Intranet Benchmarking Forum (IBF) and Nancy Goebel www.intranetlife.com/
• Toby Ward, www.IntranetBlog.com
• Tony Byrne, http://www.realstorygroup.com/Blog/

