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Abstract 

Most (if not all) Intranets deploy 

dusty patterns: few employees pro-

duce helpful content, most others 

standby and consume.  

Maybe and if you’re lucky. 

With each expensive relaunch, ma-

nagement repetetively hopes every-

one will jump in, collaborate and 

make the best from corporate as-

sets.  

Unfortunately humans do not follow 

corporate tactics: Intranets most of-

ten stagnate and „heard-at-the-

watercooler“-habits quickly super-

sede complicated middleware. 

Humans want to talk and want to be actively listened. 

Knallgrau showcases SIEMENS global employee blogging and demonstrates 

how a global blogosphere helps to initiate a cultural change, fresh corporate 

communication and barrier-free collaboration. 
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Intranets thrive with active participation  

Knallgrau understands social media as webservices and platforms to colla-

boratively exchange musings and experiences utilizing the full spectrum of 

today’s rich media environments. 

In a perfect world, Intranets would 

be corporate learning platforms le-

veraging assets and employees’ 

skills – ultimately resulting in a 

High-Performance Workplace1 by: 

» transparent conversation within 

and across individual spaces  

» pull over push utilizing decentra-

lized distribution 

Contemporary platforms are built 

with social software hence ... 

» fostering the management of in-

formation, identities, and 

relationships  

» driving a massive paradigm chan-

ge from task-oriented software 

towards people oriented relation 

management



 

Internal Blogs as a social space 

Blogs connect two essential aspects 

of knowledge management:  

codification and personalization.  

Each blog entry exposes explicit 

knowledge that has been implicit 

before.  

The subjective exposure of indivi-

dual insight links these learnings 

with a person. The more individuals 

interact within an internal blo-

gosphere, the more implicit items 

are revealed2. 

The conversational character of 

blogs as open, individual spaces 

renders them as a suitable instru-

ment for collaborative learning and 

knowledge management.3  

 

„K-Blogging“ („K“ for knowledge) 

comprises aspects of identity-, rela-

tionship- and information manage-

ment. 



 

Collaborative corporate learning 

Social networks within a company 

internal blogosphere generate social 

capital to the individual employee 

that effectively can be used for 

successful processes in learning 

and knowledge management. 

Focussing attention within a corpo-

rations’ topical domain boosts dis-

semination of information and crea-

tes visibility for topics. Using blogs, 

individuals may mutually comment 

and reference colleagues’ postings 

broaden scope and enhance decisi-

on making processes. 

With repeated interactions, commu-

nities of practice emerge into (com-

paratively stable) social relations-

hips4.  

Within an internal blogosphere a 

steady flow of information, relations 

and feedback enables the individual 

to actively participate beyond hie-

rarchical barriers.

 

 



 

Why Blogs make a difference

The blogosphere doubles every 5 

months5, 50.000+ new postings/hr 

are generated: blogs are the fastest 

growing media format ever6 and 

start to hit corporate universe:  

 

    

Obviously, there is some value: 

» blogospheres are an organical sys-

tem without central control  

(big brothers: beware!) 

» blogospheres are a reputation  

economies: relevant and original 

postings raise individual reputati-

on and authority 

(information hiders: beware!) 

» push substitutes pull and enhan-

ces viral spreading of relevant in-

formation 



 

Blog scenarios 

 



 

Blogs in corporate communication 

 

 



 

Case study: SIEMENS employee blogging 

» SIEMENS blogosphere 

» Roll your own in three easy steps 

» Usage, Users and Topics 

» Learnings and Challenges 

 



 

SIEMENS Blogosphere 

» » internal application in global int-

ranet 

» open for all employees, login via 

SSO 

» every employee may start an own 

blog 

» workflow in three easy steps 

» simple, intuitive blogging 

» guidelines and „code of conduct“ 

 

 

 

source: SIEMENS, Karsten Ehms, Corporate Technology 



 

Start an own blog in three easy steps 

 
source: SIEMENS, Karsten Ehms, Corporate Technology 



 

The internal SIEMENS blogosphere 

 
source: SIEMENS, Karsten Ehms, Corporate Technology  



 

Usage (as of Jan 20th 2007) 

» 387 blogs 

» 1734 postings 

» 2816 comments 

» 1370 different tags 

» 963 regular users 

» reach: approx. 15,000 worldwide 

employees 

 

source: SIEMENS, Karsten Ehms, Corporate Technology  



 

Users and topics 

SIEMENS-Bloggers come from: 

» diversity managers 

» engineers 

» service technicans 

» knowledge managers 

» marketing staff 

» technical documentation 

» strategic sourcing 

Frequently used topics: 

» collaboration across departmental 

borders 

» blogs as a media format 

» news 

» management and business 

» tools 

» trends and ideas 

» culture and sports 

» technology

 

source: SIEMENS, Karsten Ehms, Corporate Technology 



 

Learnings and challenges 

» » evolutionary approach, few inter-

nal marketing, a „controlled expe-

riment” to offer personal spaces 

within the corporation:  

» internationally accepted: not a 

single case of fraud until today 

» new forms of collaboration emer-

ge with tagging and RSS 

» differentiation to other collabora-

tion tools: group blogging heavily 

requested 

» „Networking is working” – proven 

by comments and linking 

 

A change in corporate communica-

tion culture starts to happen, the 

intranet becomes writeable. 

Blogs migth turn out to be a barrier 

for „non communicators“. 

 



 

 

Knallgrau (shameless self promotion) 

» company, customers, team 

» universe 

» answers 



 

Knallgrau New Media Solutions 
a full service New Media agency 

» founded 2001, 25 people, 

DE/AT/CH, based in Vienna 

» social software since 2002 

» open and commercial platforms:  

blogr.com, twoday.net, moday.at 

and mindestenshaltbar.net 

» conceptualization, design, devel-

opment, implementation and 

management of platforms for sev-

eral thousand users 

» Twoday Media as a middleware 

for industry neutral social soft-

ware: blogs, podcasts, vodcast for 

both internal and external com-

munication 

 



 

Knallgrau | customers 

 



 

Knallgrau | Team 

 



 

  

answers 
 
dieter.rappold@knallgrau.at 

 

Knallgrau New Media Solutions 

Pezzlgasse 7/1 

A-1170 Wien 

 

http://www.knallgrau.at 
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