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The PR Week 
Conference is  
always a biggy in  
the Synergy diary.  
We also took the opportunity to present (never shy of the limelight!), 
choosing a topic particularly close to our hearts:  
Making Measurement Meaningful, expertly delivered by our strategist 
and behavioural science expert, Chloe Foy.

As always, we’ve brought back all our favourite bits from the conference 
to provide you with a quick round-up.

If you want more info, do get in touch with Chloe Foy.



CASE STUDY
WHAT: A SMARTER WAY TO DO DIGITAL  
WHO: SARA LUKE FROM THE TRAINLINE, FRAN 
CHAMBERS FROM BUPA, SIMON GARCIA FROM  
HSBC, AND LOUISE CREIGHTON FROM ANCHOR

The big issues
•  At HSBC, they worry about losing 

the connection they have with their 
customers, with things like Apple  
Pay getting in the way of the  
customer experience.

•  At BUPA, they have 78k customers 
around the world, but can you really 
connect with 78k people? Now, the 
future is partnering with tech companies 
and focusing on measurement.

•  The Trainline has a young audience.  
They need great technology that works 
first time and works well. The challenge is 
how to make The Trainline attractive over 
Facebook, Google etc

•  Anchor are looking at how digital can 
support customers in care homes, 
focusing on more self-serve tech.  
They use Workplace to engage and 
connect with their remote workforce – 
not easy when 7.5k frontline colleagues 
don’t have an email address. 

Top tips
•  Don’t lose your TOV on your  

digital channels

•  Be the same externally as you  
are internally – use the same  
TOV across both

•  Write things as they would be spoken

•  Get champions / influencers on board



Know your stuff!
• Management behaviour doesn’t support change 

Employees’ resistance to change



CASE STUDY
WHAT: COMMUNICATING THROUGH UNCERTAINTY: 
MERGERS & ACQUISITIONS 
WHO: MADELEINE PORTER, LADBROKES CORAL GROUP

Background
Ladbrokes Coral Group has 4000  
shops, 24,000 colleagues and 1million 
users. The £2.3bn merger between  
Gala Coral and Betfair meant lots of 
change and uncertainty for colleagues, 
particularly as there was over a year 
between the announcement and 
completion of the merger.

Challenge
As the merger went through, the 
Ladbrokes team needed to communicate 
across a prolonged time period, with 
legal restrictions in place, and to a broad 
audience. Trust was low and uncertainty 
levels were high – there was still the 
outside chance that the merger might fall 
through. It was the biggest ever change  
for the business.



Approach
The Internal Comms team produced  
a plan and comms principles:

The principles

•  ME before WE

•  Honesty and openness

•  Proactivity

•  Sensitivity

•  Consistency 

The plan:

•  Proactive and frequent comms

•  Leadership tools: Do’s and don’ts,  
Core narrative, Timescales

•  Focusing on the employee voice

•  Creative campaigning 

•  Creating a one-page merger journey

Campaign:
The campaign was about this merger 
being a game-changing moment e.g. 
5000-1 outsiders. That was Leicester 
City’s moment; this is ours. 

Day 1

As the start of the ‘it’s getting real’ phase, 
the team made ‘Day 1’ a big deal by: 

•  Marking but not overly celebrating day 1

•  Making sure everyone had clear,  
relevant info 

•  Putting a colleague guide to day  
1 on every desk

•  New email addresses for everyone

•  Townhalls in every location



Learn from it: 
10 things to think about 

1.  Employees want to know:  
“Have I got a job?”

2.  Direction does matter – people want  
to know where company is going

3.  Think about ‘Why we don’t know’  
or ‘What we can’t tell you?’

4.  Relationships are critical

5.  You need a strong creative to  
make the journey make sense

6.  The Comms team isn’t immune  
to change

7.  Comms do drive decisions

8.  There’s no ‘perfect time’

9.  Steal ideas

10.  Help line managers make an  
impact and get comms right.



CASE STUDY
WHAT: MENTALLY HEALTHY WORKPLACES - CREATING 
THE RIGHT FRAMEWORK 
WHO: EMMA MAMO, HEAD OF WORKPLACE WELLBEING 
AT MIND

Thinking about how to 
keep your employees 
mentally healthy?
Then try these steps:

 •  Decide your approach by reviewing  
your policies 

•  Set up/get the right internal and  
external support

Internal support

•  Internal Mental Health groups and 
networks (peer support)

•  Formal or informal buddying systems

•  Mental Health first aiders and champions

External support

•  EAPs

•  Occupational health

•  Signposting to local voluntary sector 
providers

•  Free or subsidised private medical 

•  Signposting to medical services



Equip your line 
managers
•  Provide training on mental health  

and stress management

•  Have clear guidelines

•  Encourage and support positive 
manager behaviours

•  Enable managers to build  
supportive team cultures

•  Roll out team temperature checks

•  Create team wellbeing champions 

•  Empower managers to carry out a  
quality 1-2-1 every 4-6 weeks,  
identifying problems early on. 

Campaign 
Think about building a campaign to upskill 
people in managing their own mental heath 
and support colleagues. Barclays did this 
in 2013 with a This is Me campaign that 
over two years achieved: 

•  An increase from 9 stories to 160  
on the ‘This is Me’ website

•  60k+ website visits 

•  From 4% to 7% self-identification in  
the first two years

Learn from it: 
Resources
•  MIND have guides to 

Wellness Action Plan 
mind.org.uk/work

•  7th Feb – is Time to 
Talk day, a mental 
health awareness  

day



Know your stuff!
Native English speakers know 27k words,  

but only 3k are high-frequency.



CASE STUDY
WHAT: HOW TO AUDIT YOUR CHANNEL STRATEGY 
WHO: RHIAN MOORE FROM GREAT WESTERN  
RAILWAY (GWR)

Background
Eighty percent of GWR’s colleagues 
are not office-based, so when the team 
decided to audit their channels, they 
needed to be really clear about ‘What 
do we want to know and why do we 
want to know it?’. They used their audit 
to ask people about the information they 
received to do their jobs, how change is 
communicated at GWR and what one 
thing people would change. 

 
 
They used:

•  An online survey

•  Focus groups  (divided by grades/
location/roles)

•  Phone interviews with non-office 
colleagues and senior leaders

The team are now using this 
information to:

1  Support line managers

2  Look at preferences and ways to 
communicate with colleagues

3  Think about remote worker engagement



CASE STUDY
WHAT: THE POWER OF LIVE EVENTS 
WHO: JO BLEASDALE, BT CONSUMER

Background
In May 2018, BT launched 
#Consumerlive2018, its consumer expo 
for staff. This incredible live event reached 
20,000 colleagues, 6,500 of them face-to-
face and the rest via cascade. Here’s how 
they did it…

Aim:

To help BT’s people understand and  
get excited about the new strategy,  
feel proud of their contribution and walk 
away feeling Better Connected (the name 
of the strategy).

Strategy development 

They created a clear, simple single 
story and vision for BT Consumer that 
was aligned to all three of their brands: 
personal, simple, brilliant.

 
 
The expo included:

•  A long lead in: The team began building 
excitement nine months before the event, 
with teaser videos and e-invitations.

•  Learning experiences by external parties 
e.g Apple & Google

•  Brass bands and choirs from their 
contact centres!

•  An event app with the invite, agenda, 
voting, floor map, song requests etc 

•  Recognition as a key theme



Divisional cascade
Leaders were given all the content they 
needed to cascade the information to their 
teams. They used BT’s studio as well as 
Skype to cascade comms to the org.

Results

•  6000 pictures uploaded during the event 
(these were used as part of the cascade)

•  Focus groups  (divided by grades/
location/roles)

•  Phone interviews with non-office 
colleagues and senior leaders

Top tips
•  Make your brief correct and consistent 

across the whole project, and keep 
reminding people at every stage.



Know your stuff!
45% of IC is unplanned and adhoc



CASE STUDY
WHAT: DEVELOPING EMPLOYEE EXPERIENCE TO 
NURTURE ENGAGEMENT AND ADVOCACY 
WHO: AMANDA ATKINSON, SENIOR MANAGER 
EMPLOYEE COMMS & ENGAGEMENT, SALESFORCE

Background
In 2018, Salesforce achieved $10.5bn  
in revenue (they reached $10bn faster  
than any other enterprise cloud company 
in history). 

In just 10 years they’ve jumped from 5k 
employees to 30k and strengthened their 
culture at the same time, so much so that 
they’ve been  
named as the #1 best workplace #1  
on FORTUNE “100 Best Companies to  
Work For” List. At the heart of that  
story is engaged employees. 

The formula:  

Culture
+ 

Technology
+ 

Data
= 

Engagement



Culture
Salesforce talk about having an Ohana: 
the family you choose. They use it to talk 
about customers, employees, partner and 
communities. They also have plenty of 
initiatives to keep up the energy including:

1  Kicking off the year with a live-feed 
presentation to the company about  
the strategy

2  Every person publishing a V2MOM 
for everyone else to see. This builds 
connections and lets others know  
about you. 

3  Having amazing workspaces (carpets 
made from recycled fishing nets!)

4  Focusing on purpose beyond profit: 
giving back, equality, wellbeing and 
fun programmes. Camp Pono is their 
Wellbeing headquarters. 

Technology
Salesforce use data to give their employees 
a more personalised experience, mining 
sources to be proactive and predictive 
in terms of careers goals, perusal goals, 
community groups, learning programmes 
etc. They also use technology as follows:

1  They decrease friction by making 
essentials easy to access.

2  They don’t have an intranet; they have  
an app launcher + salesforce mobile.  
This has a single sign-on page with a 
series of apps e.g. org chart, email, 
calendar, chatter and a concierge.

3  They use real-time peer-to-peer feedback 
via their apps, providing a score of 
how employees are doing. This links to 
Trailhead, their internal L&D platform 

4  They took data from new hire questions 
and feedback then created an automated 
personalised email campaign – this had a 
90% open rate over the entire first year.

5  They took data from new hire questions 
and feedback then created an automated 
personalised email campaign – this had a 
90% open rate over the entire first year.



On advocacy
Thanks to a massive employee advocacy campaign,  

Salesforce achieved 96% of employees going the  
extra mile, and a 41% drop in attrition. 



CASE STUDY
WHAT: TACKLING THE GENERATION GAP: MANAGING A 
DIVERSE WORKFORCE 
WHO: RICHARD WALDEN, HEAD OF INTERNAL 
COMMUNICATIONS, HEATHROW

Background
Heathrow wants to be the best airport 
in the world by giving the best customer 
experience. They are supporting their 
diverse workforce by:

1  Helping their managers to better 
understand their different groups  
of employees 

2  Airport-wide campaigns that use 
personalised/targeted information 

3  Live events that bring diverse  
groups together 

4  More user-generated content and 
sharing through digital channels. 



CASE STUDY
WHO: RACHEL MASON, INTERNAL COMMUNICATIONS 
MANAGER, WELLCOME TRUST

Background
Feedback via a staff survey said that 
leaders weren’t great at sharing vision  
or decision-making with employees.  
Now, the default has moved to 
transparency: they publish everything  
they can so people feel included and  
have access to the information  
whenever they want it. 

Wellcome Trust also ran unconscious 
bias training and reverse mentoring 
programme, both of which proved  
very popular with the exec team. 



Final thoughts…
With any engagement campaign or programme 

measuring your progress and success is absolutely 
vital. We’re helping clients utilise our measurement 
framework to set goals, align activity to objectives 

and deliver results.



+44 (0)117 962 1534

Chris Giddings
chris@synergycreative.co.uk

Get in touch

We believe in the power of people.
People have the power to imagine, inspire, 
encourage, drive and create change in the world.

We work with brands to turn their ambitions into 
action, inspiring people to delight colleagues 
and customers, transform cultures and make 
a difference.

We do all this by creating insight-driven, effective 
and fun communications and experiences that really  
connect with employees.

It’s powerful stuff because when you tap into the 
power of your people, everything is possible.

How we’re helping clients right now.
• ‘Find your why’ workshops

•  Purpose, strategy and values communication

• Transformational change

• Engaging employees

•  A new way to communicate continuous learning

• Wellbeing awareness

•  Communicating diversity, inclusion and gender pay


