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ENGAGE HOSTED A FANTASTIC 
2-DAY CONFERENCE JAM-PACKED 
WITH EXCELLENT SPEAKERS AND 
INSIGHTFUL CASE STUDIES

In light of the current global situation, 
here’s a round-up of the challenges  
and opportunities businesses are facing, 
how they’ve risen to them, and our take. 

  COMMUNICATING  
THROUGH A CRISIS 
Kings College Hospital NHS Trust 

  CONNECTING COLLEAGUES  
WITH A CAUSE 
UNICEF 

  COMMUNICATING  
WITH COMPASSION 
LinkLaters 

  CONNECTING COLLEAGUES 
WHEREVER THEY MAY BE 
Coca-Cola European Partners 

  STAYING ON AIR 
STAYING POSITIVE 
BBC (Design + Engineering) 

  SUPERCHARGING WELLBEING 
VIA TECHNOLOGY  
SUEZ 

  WHAT’S NEXT 
FOR D&I? 
Panel discussion



COMMUNICATING  
THROUGH A CRISIS

THE CHALLENGE
With government advice changing 
daily, over 3,000 patients testing 
positive for COVID-19 and 
various policies and procedures 
shifting constantly, King’s College 
Hospital were struggling to 
keep up with the sheer volume 
of information they had to 
communicate with colleagues.

MATTHEW COOPER
Head of Internal Communications and 
Engagement, Kings College Hospital NHS Trust 



LESSONS LEARNED
   Make sure there’s an even 
balance of stories across  
each location

   Base an internal comms 
colleague on-site to get  
on-the-ground stories 

 
    COVID-19 highlighted how 

reliant businesses are 
on sourcing, creating and 
sharing clear information, 
and the key role internal 
comms plays in this

COMMUNICATING  
THROUGH A CRISIS

THE APPROACH
With new policies and procedures 
implemented hourly, King’s College 
Hospital stripped their intranet right 
back, making it clear, concise and 
all about COVID-19. They introduced 
a daily bulletin from the Chief 
Executive, a new mobile intranet and 
app, where they could easily share 
daily briefings and live broadcasts.

But it wasn’t just about equipping 
colleagues with information. To keep 
morale high, they focused on sharing 
good news stories and the amazing 
efforts across the business, as well 
as staff films that were scripted and 
edited by their internal comms team.

OUR VIEW
It’s often times of crisis 
that highlight how crucial 
internal comms are – 
but they should be just 
as important when it’s 
plain sailing, too. To keep 
morale high and colleagues 
engaged, share those 
important updates, good 
news stories and the 
amazing work of your 
people throughout the year.



SHAULAN CHANLEWIS 
Internal Communications Officer 
UNICEF

CONNECTING 
COLLEAGUES  
WITH A CAUSE

THE CHALLENGE
With a workforce used to 
operating in ‘emergency mode’ 
suddenly experiencing a crisis 
themselves, UNICEF needed to 
put as much energy and thought 
into supporting their colleagues 
as they do into delivering their 
fundraising, advocacy and 
communications objectives.



LESSONS LEARNED
   People are looking to  
make connections

   Comms need to balance 
the individual employee 
experience with the global one

 
    People want regular 

communications – even if a 
decision hasn’t been made yet

CONNECTING COLLEAGUES  
WITH A CAUSE

THE APPROACH
From videos featuring the 
executive team to all-colleague 
updates, solidarity working hours 
to mindfulness classes, UNICEF 
reached out to their colleagues 
at every opportunity. They also 
set up three new Workplace 
groups: Covid-19 updates and 
announcements, Covid-19 support 
and discussions and Covid-19 ideas 
and insights. 

By bringing people from across the 
business together, colleagues felt 
connected to UNICEF’s cause and 
connected to each other.

OUR TAKE
Colleagues feeling 
connected to a cause echoes 
what we’re always saying 
about purpose. If your 
people can connect to your 
organisation’s purpose, 
they’ll be more engaged, 
productive and want to stay 
with you for longer.



COMMUNICATING  
WITH COMPASSION

THE CHALLENGE
With COVID-19 challenging many 
businesses, LinkLaters quickly 
realised their crisis plans were 
more of a hindrance than a 
help. Focused purely on factual 
information – the things to be 
communicated quickly – they 
needed to be more compassionate 
in their approach and thank 
colleagues for continuing to deliver 
in extraordinary circumstances.  
A change of approach was needed  
– and fast.

PATRICK EDVARDSSON 
Internal Communications Manager 
LinkLaters 



LESSONS LEARNED
   Colleagues want to  
hear from their leaders

   Businesses must be 
compassionate when  
they talk to people

 
    Remember to thank people 

for continuing to deliver

COMMUNICATING  
WITH COMPASSION

THE APPROACH
LinkLaters refreshed their tone and 
approach to internal comms. Shifting 
from factual to honest and open, 
leaders began showing vulnerability 
by sharing their own struggles – 
something previously unheard of in 
the business. They also switched up 
their internal comms, with a change 
of focus from the hard facts to the 
incredible people stories unearthed 
across the business. 

Moving forward, the team are 
keeping their efforts focused where 
the business needs it and taking 
advantage of the good feedback 
they’ve received as an internal 
comms team.

OUR TAKE
Open and transparent 
leadership has never been 
more important than it is 
today. As leaders, although 
your colleagues will be 
looking to you for direction 
and information, they’re 
also looking for permission 
to be vulnerable. This is a 
difficult time for everyone, 
and acknowledgement from 
senior leadership that they’re 
struggling too will bridge any 
‘us and them’ divide.



SHANNA WENDT 
Vice President of Communications 
Coca-Cola European Partners

CONNECTING 
COLLEAGUES  
WHEREVER  
THEY MAY BE

THE CHALLENGE
With over 23,000 colleagues 
spread across Europe, when 
the pandemic hit, Coca Cola 
European Partners set out a 
crisis plan that focused on 
four clear priorities: protecting 
people, serving customers, 
supporting communities and 
preserving business. These 
strategic priorities would only be 
achievable with the help of their 
people, so how would they keep 
them well and connected?



LESSONS LEARNED
   Colleagues want  
real-time news

  Target colleagues with 
specific content – don’t 
just bombard them 

 
    Colleagues want to see 

themselves in content

CONNECTING COLLEAGUES    
WHEREVER THEY MAY BE

THE APPROACH
Internal communications had a critical role to 
play – and the real game changer was Redline, 
their new communications app.
Designed with frontline colleagues in mind, 
Redline reached previously disconnected 
audiences: colleagues at manufacturing sites, 
in operations and out in the field.
Coca-Cola directly involved colleagues in 
the creation, pilot and test phases of the 
innovative new platform, making sure content 
would be relevant, compelling and simple to 
like and share. With 229,162 views of content 
internally, 468,228 likes and 12,950 pieces of 
colleague contributed content, Redline made 
an immediate splash, bringing clarity. And 
with 78% of colleagues rating communications 
throughout COVID favourably, it’s continued to 
have a positive impact.

OUR TAKE
We’d recommend any 
business thinking of doing 
the same to make sure 
they’re putting as much 
effort into communicating 
brilliantly when we’re not 
in the midst of a global 
pandemic. Build on that 
momentum and keep the 
two-way dialogue going!



SANJOY MUCKERJEE-RICHARDSON 
Head of Internal Communications  
and Engagement, BBC

DAVID MANNING 
Head of Internal Communications  
and Employee Engagement, 
BBC (Design + Engineering)

STAYING ON AIR    
STAYING POSITIVE

THE CHALLENGE
As the pandemic hit the UK in 
March, 94% of British people 
relied on the BBC for news 
and information they could 
trust, educational support for 
the kids, and entertainment to 
ease the worries we’ve all been 
experiencing. 
But what about the BBC itself? 
How could they stay on air, keep 
their employees engaged, and 
manage lockdown across their 
sites around the world?



LESSONS LEARNED
   The pandemic is an 
opportunity to kick start 
culture change

   Leadership visibility and 
engagement is so important

 
    You need the right people,  

in the right place, at the  
right time

   Working from home is part  
of our present - and our future

STAYING ON AIR 
STAYING POSITIVE

THE APPROACH
Making the most of the channels  
they already had in place, their 
emergency intranet site became a 
Corona-focused channel, while leaders 
were supported with dedicated weekly 
calls on what was happening and how 
they could best support their teams. 

To stop colleagues feeling isolated, 
they supported everyone with courses 
and guides, development sessions 
and advice on working from home 
comfortably. And, to stay connected, 
the Director General ran a live radio 
show where colleagues could phone  
in to chat about their experiences.

OUR TAKE
We love how the BBC 
focused on not just 
informing and educating 
their colleagues and the 
nation, but on entertaining 
them, too. We’ve all needed 
to pause and enjoy some 
light relief at times, 
so keep on creatively 
communicating to break up 
the scary messages and 
hard facts.



TRACEY LEGHORN 
Chief Human Resources  
and H&S Officer, SUEZ 

THE CHALLENGE
In a world where face-to-face 
engagement and social interaction 
has been discouraged, but 
wellbeing is more important than 
ever, SUEZ needed to promote 
their employees’ wellbeing using 
their modern communication 
platforms. 

SUPERCHARGING 
WELLBEING VIA 
TECHNOLOGY 



LESSONS LEARNED
   Take the time to understand 
what your employees need

   Don’t try and do everything 
at once – do one thing well 
and see where it lands

 
    Using technology that’s 

widely available makes 
support more accessible

SUPERCHARGING WELLBEING     
VIA TECHNOLOGY

THE APPROACH
Taking a holistic approach, SUEZ 
approached wellbeing from every 
angle: emotional, mental, physical, 
social, financial, work environment, 
job-related and diversity and inclusion. 

To align with what was happening 
throughout the pandemic, they ran 
weekly online webinars focusing 
on all aspects of mental wellbeing, 
including anxiety, sleep, financial 
wellbeing and resilience. And, to 
ease the financial burden on their 
colleagues, through their online 
platform, colleagues could access 
their wages ahead of payday.

OUR TAKE
Wellbeing covers many 
things, so making the effort 
to understand what your 
employees really need is 
a great starting point. But 
make sure you’re not relying 
too heavily on tech to look 
after people – sometimes 
there’s nothing better than 
just picking up the phone 
and asking someone how 
they are.



WHAT’S NEXT 
FOR D&I? 

SHAUN TETLEY 
Payroll, Pensions and Expenditure 
Manager, Portsmouth City Council

RACHEL FRASER 
Head of Internal Communications,  
Man United FC

MEENA RAJPUT 
Diversity and Inclusion Lead, 
Greenpeace

ANNA GRACEY 
Head of Engagement and 
Communications, Experian

PANEL DISCUSSION



THE WORLD TODAY
If you’re not stepping up, sharing your 
views and telling people what you’re 
doing as a business, you’ll fall short. 
You need to live and breathe this –  
or risk losing the battle for talent.

    People care about cultural and 
environmental issues – we’re seeing 
companies being called out every 
day on this

   To attract and retain the right 
people, companies must reflect 
these views 

   D&I is integrated now – bring it back 
to your values. 

    Ask yourself, are our values and 
behaviours inclusive? Do they reflect 
our current and future colleagues? 

WHAT’S NEXT 
FOR D&I?

As internal comms professionals,  
we have a responsibility to our people. 
Diversity and inclusion is so important, 
and unconscious bias often comes 
from a lack of knowledge.

TOGETHER 
WE HAVE THE POWER TO:
• Change things
• Give staff a voice
•  Show the benefits a diverse and 

inclusive workforce can bring



EQUITY AND 
EMPOWERMENT
Work with people 
of colour in your 
organisation and help 
them reach their full 
potential. 

REPRESENTATION 
Seeing people from a 
variety of backgrounds 
is really important 
– many businesses 
aren’t taking this 
seriously enough.

EDUCATION
We need to tackle 
unconscious bias 
and undo the history 
of what people were 
taught earlier in life.

ALLYSHIP
It’s time to think 
about how we can be 
better allies to our 
colleagues and the 
wider community.

EXPOSE RACISM
That means looking 
inwards. But don’t  
just call people out  
– focus on finding  
a long term, 
sustainable solution.

TACKLING 
SYSTEMIC RACISM 

The Black Lives Matter movement 
has opened a lot of businesses’ 
eyes, and it’s not just a temporary 
bandwagon to be jumped on. 
There’s a lot we can – and must  
– do to enact real, lasting change.



NEED A HAND  
WITH THAT?

Looking for support reconnecting your  
employees and rebuilding that all-important  
sense of community? Book a 20 minute confidential 
chat with employee engagement specialist, Lucy 
McKerron, to see how we can help. 

lucy.mckerron@mccannsynergy.com


