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Schneider Electric provides energy and automation digital solutions for
efficiency and sustainability

Key figures for 2019 A well-balanced global presence
2019 Revenues breakdown

0 e rtee | 2000 Nttt esene
5 /0 of revenues devoted to R&D el e, et Western :'E°§'E':ii-:-?i-??:-:-??‘
€2 7 2 b - I I - ............................ % "% 299
29% .:.:.:::::.:.:.:.:.. :...:.. \ ..........:....::. O
. il o n North e, e e Asia
2019 revenues America /| XL gAY ©  “elele’s elelelelele 000

Pacific

41% i

of revenues in new economies

135,000+

Two Businesses:

Employees in over 100 countries €6 billion €21 billion

Industrial Automation Energy Management
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Soclal Media Matrix

WeChat: Targeted marketing service platform

BiIibiIi'ZGeneration , ‘ i

V|deo platform

Zhihu: Technology :
experts UGC %tform

@"

LinkedIn: Decision
maker social platform

T|kTok Short video

blatform

Weibo: Mass*._plféttfcrm
4 for.press release/

Life Is ®n Sclgmeider
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3 Steps

1. Attraction &%F

« Story telling iH&EE

2. Stickiness &%k

« Multiple Touchpoints cross on & off Linefs Rt

3. Close Loop {BRk3E

+ Innovate on customer experience ZF{RIGAIFET

Life Is ®n Sclgmeider
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Build Brand Essence and Improve Awareness by Story-telling

Brand Story
#Bold |deas#

Building Infrastructure Industry

Customer Story
#Hero Behinds Hero#
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Bring Our Brand Story Actionable

Challenges: Resonate with audiences & transform into individual behavior; link to business

Integrate the goals of global
sustainability and SE business

Combining with the sustainable development issues
shared by SE and the public, to select the most
suitable topics for communication.
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Responsible Climate

consumption

& production

Public Topics

Action from Individuals to

____Select suitable partners to

call for actions together
Gathering Business and Media as Partners

Non-profit organization & Responsible Brands

Media _
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G—(j ( NGO: Ant Forrest & SEE Conservation
é Make sustainability actional to plant
BRI BSEE trees in Alxa for SE and partners

Enterprises

Test your daily life, eg:
* Public transportation

* Frequency of Take-Out Service
* Double-sided printing

Calculate your Carbon Footprint & Tree Plant
Make your Flag and gather >10K Participants

Partners Plant Trees Reduce Carbon Emission
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Feature articles

Results: @) & E) [

18K +participants
* 50+content released

* 10M+ impression
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Real-time Newsjacking Needs Consistent Brand Experience

2019 Youth Day Children’s Day Earth Overshoot Day Mid-Autumn Festival Programmer’s Day Climate Week New Year's day
IWD May June Garbage classification July September Climate Week October 183th Birthday COP 26 December
M50 ol 4G -
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3 Steps

1. Attraction &%F

« Story telling iH&EE

2. Stickiness &%k

« Multiple Touchpoints cross on & off Linefs R Z it

3. Close Loop {BRk3E

+ Innovate on customer experience ZF{RIGAIFET

Life Is ®n Sclgmeider
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Wrap Up

On-site Survey
Warm Up Promotion « Gated Content
_ _ e Live Show
+ Registration * WeChat Moments « On-site video

¢ Count down + H5 Interaction
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In-Depth & Consistent Content Column to Drive Favorability & ) 0@

Segment On-line Academy

User Insights:

* Upgrade Knowledge

* Prefer Online webinar

* Trust industry influencers (look for internal experts)

Story Line: m*g ﬁ
+ Market trend | 'U\ *
y ', : I«,

* Pain points analysis
* Case study

Lifels On | Schneider
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How to Find Hot & Relevant Questions to Engage Professional Target

What are the moments you feel, that you may be

How clear is the cleanest water on earth? surpass by the young generation?
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3 Steps

1. Attraction &%F

« Story telling iH&EE

2. Stickiness &%k

« Multiple Touchpoints cross on & off Linefs Rt

3. Close Loop {BRk3E

+ Innovate on customer experience ZF{RIGAIFET

Life Is ®n Sclgmeider
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Serial Social Stories to Generate Business Opportunities
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New Tech on WeChat

B8RS

Vdeo NN IZ NITA VNN AN AL NI N2 1IN70N
2020F4H 308 20:07

ERREBEY, BxE, ¥ [UF
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EHiH 20:15

BERERS, bBEREA.
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IBAHRRRERIFAIRF!

EHi— 09:30

| am Shishi

| am your virtual customer service

| am your energy management consultant.

| am your friend who would accompany you.

| am a charming girl who provides 24/7 service.

BRI T = el ir g A
SRR

gfﬁ)\HBﬁﬁm, REE, ok

| am Shishi. To be continued...

Lifels n | Schneider
E?Electrnc
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From SOCIAL to ORDER

Acquire Nurture & Engagement Convert

Social
Content
L OD
Social ‘
Matrix 3 @ /
@ /
/
!

Mor.e Advertisement, Retargeting
Online | Search, Online Ads
Meeting, eDM

On-line
Events

> 1N

Download

Offline = Events, Hotline

) |
Marketo:

360° View of « Collect Customer Profile + Customer Segmentation
the customer « Nurture Cross Channel » Customer Scoring
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Our Answers

* Story telling HEEEMINAR (15-15-F64-3%)

Always start your story with outside-in

L TRNHZAFET 555

Leverage off-line momentum to multiply market impact

RBEZorABTLRF

We are not lack of content but lack of managing

EZREHEEAR, FHHRABPEE

Deliver the best customer experience with
creativity and mar-tech

| Multipte ffTouchpoints cross on &/Ooff Llned

gcnn®

© 0 0 o

* Innovate on customer experience

LifelsOn | Schneider
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