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HOWDY! 
The best bits from the PRSA Connect Conference, Arizona. 
At Synergy, we’re always first in line when it comes to finding out 
about new trends in comms – not just here in Europe, but around the 
world. We were excited to fly across the pond to the PRSA Connect 
2019 Employee Communications Conference in Phoenix Arizona, to 
get the latest from the world of internal comms in America. Here are 
the 10 big stories we brought back… 



SUPERCHARGING 
YOUR SQUAD –  
INFLUENCER 
MARKETING
DANIELLE GUZMAN
GLOBAL HEAD SOCIAL MEDIA & DISTRIBUTED CONTENT, MERCER
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CHALLENGE

SUPERCHARGING YOUR SQUAD – INFLUENCER MARKETING
DANIELLE GUZMAN

Every year, senior leaders 
from Mercer attend the World 
Economic Forum. This year, 
the comms team wanted to 
enable employees at every 
level to get involved as well. 

The idea was to get them talking 
about the big issues that are 
discussed at this major global 
event. But it wasn’t easy. 

People said they didn’t feel like 
it was their job, they didn’t have 
the tools, they didn’t know what 
to say, and they wondered ‘What’s 
in it for me?’ In response, the 
comms team embarked on an 
influencer strategy that would get 
people talking.



ENCOURAGED 
CONVERSATION  
AND SHARING 
  
 

They launched an external 
social media community 
on Instagram so that 
colleagues could share what 
they were doing that week 
and at Mercer generally. 
They introduced hashtags 
including: #lifeatmercer, 
#fitwellness, #mercerfamily, 
and #merceractive. Sure 
enough, employees began to 
share, and this community 
was used as part of their  
test case.

USED DATA TO  
SEE WHO ARE  
ALREADY GREAT 
INFLUENCERS 
 

They crunched the data to 
find out who were the best 
people who might enjoy/be 
part of more conversation 
online.

FACILITATED 
CONVERSATIONS 
 
 
  

They bought a range of hats, 
mitts and t-shirts, and sent a 
card to selected employees 
with clear instructions to 
lift the lid on the great work 
being done all over the world 
at Mercer.

OWNED KEY 
CONVERSATIONS 
(HEALTH & FITNESS, 
WELLBEING ETC) 
 

They created 200 words 
around these themes. They 
shared this and encouraged 
colleagues to share their 
stories via blogs/quotes/
videos. They then promoted 
this on their brand channels.

WHAT THEY DID

SUPERCHARGING YOUR SQUAD – INFLUENCER MARKETING
DANIELLE GUZMAN
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WHAT THEY DID

SUPERCHARGING YOUR SQUAD – INFLUENCER MARKETING
DANIELLE GUZMAN

INFLUENCERS
They used influencers from around Mercer to help with bigger 
Mercer Chats. They supported these influencers with: 

     10 suggested messages 
that people could use

     60-second training videos

     Structured training: How 
to build your personal 
brand (monthly)

     Bring in an influencer 
to your conversation 
(quarterly)

     Content that was  
mirrored on the intranet

     Dynamic Signal/
Spreadfast for data 
analytics

DAVOS SQUAD
Mercer now has a Davos Squad running 
all year long, so that colleagues can 
share thoughts on the bigger business 
conversations. Managers can look at 
business campaigns for the year and 
decide which campaigns they want to 
link their employees to. E.g. MercerCares 
–  one month of volunteering around 
the globe. At the end of the week, the 
team does a sum-up of what’s been 
happening and creates a Top 10 Employee 
Influencers list with a thank you card/gift.



WHAT’S NEXT?

SUPERCHARGING YOUR SQUAD – INFLUENCER MARKETING
DANIELLE GUZMAN

The team are looking at the 
personas of their influencers, 
having segmented them into 
curators, thought leaders, 
connectors, motivators, and 
activists. They’ll be launching 
‘Top Voices’ for the top 10% of 
influencers around the globe. 

This will include:

     Custom training for each 
group

     Access to leaders

     Early access to information 

     Content previews

     The opportunity to meet 
external influencers 

The team will then look  
at influencer participation at 
a country level (43 countries). 
They’re also planning to develop  
a maturity model: looking at 
where each country is with 
their employee influencers and 
providing countries with a toolkit 
that they can tailor.



THEY SAY...

SUPERCHARGING YOUR SQUAD – INFLUENCER MARKETING
DANIELLE GUZMAN

YOUR EMPLOYEES KNOW THE BRAND 
BETTER THAN ANYONE ELSE. THEY 
LIVE IT EVERY SINGLE DAY. WE WANT 
OUR PEOPLE TALKING AND SHARING 
ABOUT THE KEY ISSUES THAT ARE 
IMPORTANT TO US



SYNERGY SAYS…

SUPERCHARGING YOUR SQUAD – INFLUENCER MARKETING
DANIELLE GUZMAN

Trust sells. In the UK, leads 
found through employee  
social marketing convert  
7x more frequently than other 
leads, and content shared 
by employees goes 561% 
further than on brand-owned 
channels. At Synergy, we have 
a 3-step approach to building 
an influencer programme:

1 2 3CLARIFY 
OBJECTIVES, 
OUTCOMES, 
METRICS

IDENTIFY  
KNOW AND 
ENGAGE WITH 
THE RIGHT 
PEOPLE

AMPLIFY  
EQUIP YOUR 
PEOPLE FOR 
SUCCESS

THINK CULTURE FIRST, ADVOCACY LATER. 
AND PLAN LIKE A MARKETER: TRUST, 

EMPOWERMENT, AUTHENTICITY.



DIVERSITY  
& INCLUSION
LEENO KARUMANCHERY
PH.D., CHIEF INCLUSION AND DIVERSITY OFFICER, MESH/DIVERSITY
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BACKGROUND

DIVERSITY & INCLUSION
LEENO KARUMANCHERY

In the 1950s there was far 
less differentiation at work 
– social class was the main 
differentiator. But today, it’s 
very different so we need  
to think about:

     What’s being communicated 
when your organisation says 
we focus on diversity but 
looks a certain way? You can’t 
say one thing and do another.

     How people need to feel 
supported, have a sense  
of belonging and, above 
all, feel safe. You can’t feel 
engaged unless you feel you 
belong, and you can’t feel 
a sense of belonging if you 
don’t feel safe.



LEENO SAYS...

YOU DON’T GET TO TELL PEOPLE 
HOW TO FEEL. PEOPLE LOOK AT 
THINGS AND FEEL THE WAY THEY 
FEEL – IT WILL BE DIFFERENT 
FOR EVERYONE

DIVERSITY & INCLUSION
LEENO KARUMANCHERY



SYNERGY SAYS…
TAKE A LOOK AT THIS 
SYNERGY BLOG FOR 
MORE INFO

AUDIT YOUR TALENT STRATEGY AS 
PART OF YOUR D&I EFFORTS. GET  
BUY-IN AT BOARD LEVEL, AND BE 
BRAVE AND OPEN ABOUT WHAT 
NEEDS TO BE DONE. PUBLICLY COMMIT 
TO GOALS, AND CELEBRATE AND 
SHOWCASE YOUR SUCCESSES

DIVERSITY & INCLUSION
LEENO KARUMANCHERY

https://www.synergycreative.co.uk/news-and-insight/driving-profits-through-diversity-and-inclusion/


ENGAGING 
NON-DESK 
COLLEAGUES
AMY MCCONNELL
PUBLIC INFORMATION OFFICER, AND KATHY MACDONALD,  
BUSINESS DEVELOPMENT AND COMMUNICATIONS MANAGER,  
CITY OF MESA 
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CHALLENGE

ENGAGING NON-DESK COLLEAGUES
AMY MCCONNELL

The team needed to reach and engage 
their field-based colleagues – the 
people who fix the streetlights and 
pavements and work in trucks and 
water treatment plants.



First, they surveyed 
colleagues to find out:

     Who they were 

     What they did

     What they wanted  
to know

     How they wanted to 
receive information and 
how often

They piloted Facebook workplace – but it didn’t work. People didn’t use it because they  
were frightened to go on and post content from having a very strict policy/culture before.  
So instead, they changed their approach and did the following:

     Talked to people  
about what they  
wanted to do and why  
it was important

     Focused on making 
comms short, punchy, 
and visual

     Launched a mailchimp 
newsletter with videos 
and pictures with plenty 
of recognition

     Put the comms where 
people were: break 
rooms, where they clock 
out, bulletin boards etc.

     Humanised the C-suite: 
created ‘chill and chat’ 
with directors. (This  
was great for older 
workers but no-one 
under 40 came.)

     Empowered people to  
be content creators. 
They gave people the 
tools to make their own 
content and reminded 
them how to make sure 
all the H&S equipment 
was compliant whilst 
doing so

     They engaged them as 
brand ambassadors, 
involving field staff with 
community events

WHAT THEY DID

ENGAGING NON-DESK COLLEAGUES
AMY MCCONNELL



SUCCESSES

OPEN RATE OF 
NEW EMAILS UP 

FROM 37% TO 

61%

FIELD STAFF  
RETENTION  
INCREASED 

NEW REGULAR  
CHECK-INS MEAN MORE 
KNOWLEDGE AROUND 

WHAT PEOPLE WANT TO 
HEAR ABOUT.

ENGAGING NON-DESK COLLEAGUES
AMY MCCONNELL



SYNERGY SAYS…
We recently held a hackathon 
with a number of comms 
people looking after remote 
field based employees. The 
hackathon revealed how 
important it is to:

1SHARE 
WHERE THE 
BUSINESS IS 
GOING

2ENCOURAGE 
PEER-TO-PEER 
SHARING 3ENCOURAGE 

LEADERSHIP 
VISIBILITY

4SET 
MANAGERS 
UP FOR 
SUCCESS

5BUILD AN 
INFLUENCER 
COMMUNITY 6STREAMLINE 

YOUR COMMS 
CHANNELS 7REMEMBER 

CONTENT  
IS KING

ENGAGING NON-DESK COLLEAGUES
AMY MCCONNELL



INFLUENCERS
MARCY FRANK
DIRECTOR, BNY MELLON
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CHALLENGE

INFLUENCERS
MARCY FRANK

BNY Mellon has 50,000 employees.  
The team wanted to make their content 
trend on their intranet and extend its life. 
They also wanted to make sure employees 
were seeing compelling content from 
senior leaders.



Marcy and team set up an Influencer Programme to promote content –  
the aim being for the influencers to like, comment or share certain content.  
They set up the programme by:

     Looking online to see  
who already had a good  
social following.

     Calling them to say... 

 1)  They had been identified  
as influencers (which  
they liked) 

 2)  That the team were 
impressed with their 
reach/reactions  
(they were flattered)

 3)  Inviting them to be an 
influencer at work

     Asking them to comment  
on something (but this  
wasn’t compulsory)

WHAT THEY DID

INFLUENCERS
MARCY FRANK



TRYING IT OUT
The first experiment was asking the influencers to add their 
views on working from home. This was on behalf of the 
Director of HR. The post trended for six months with...

It’s now the go-to place for working from home searches. 
The HR Director replied, thanked people for posting and 
answered questions. It gave her an outlet to talk to people. 
Other topics have been dress code, understanding diversity 
& inclusion, and mental health.

TOP TIPS
FOR WORKING WITH 
INFLUENCERS  

     They don’t need to be writers

     They need to be happy to be 
involved and share their opinion

     Leverage your network

     Make sure you have someone  
to do the analysis, looking at key 
words /trends 

     Take your time for it to build

     Show the influencers that you’re 
sincere and appreciate them

     Work closely with legal so posts 
can be removed if it gets tricky

573K
VIEWS

800
COMMENTS 

620
LIKES

INFLUENCERS
MARCY FRANK



MARCY SAYS..

INFLUENCERS HAVE CREDIBILITY. 
THEY CAN SHIFT PERCEPTIONS. 
THEY INSPIRE OTHERS TO ACT.

INFLUENCERS
MARCY FRANK



PERSONAL  
BRAND
RACHEL MILLER
DIRECTOR, ALL THINGS IC
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PERCEPTIONS MATTER

PERSONAL BRAND
RACHEL MILLER

Internal Comms needs to  
have consistency, clarity and 
certainty. So, it’s important to  
think about how you’re viewed:  
are you a trusted advisor, or the 
comms police?

Ask yourself:  
What promises have I made the 
company? What does good look like? 
What does bad look like?

Consider your team principles:  
Who you are, what you do,  
how you do it, why you do it.

Think about what you stand for:  
Know what your personal  
brand values are.

1
2
3



SYNERGY SAYS…

YOUR BRAND IS WHAT PEOPLE 
SAY ABOUT YOU WHEN YOU’RE 
NOT IN THE ROOM

MAKE IT GOOD!

PERSONAL BRAND
RACHEL MILLER

It’s really important to be 
true to who you are, live 
your values and build a 
good strong personal brand. 
People who can clearly 
communicate who they are 
and what they do to stand 
out, will stand out. 

Seventy per cent of employers use social media 
to screen candidates during the hiring process 
and, as Jeff Bezos the founder of Amazon is 
famously quoted as saying, 



A SEAT AT THE TABLE;  
HOW EFFECTIVE 
COMMUNICATORS 
EARN RESPECT
PRIYA BATES
PRESIDENT, INNER STRENGTH COMMUNICATION INC.
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THREE BIG QUESTIONS  
FOR COMMUNICATORS

HOW EFFECTIVE COMMUNICATORS EARN RESPECT
PRIYA BATES

1 2 3WHAT CAN YOU 
LEARN TO BRING 
BACK TO THE 
BUSINESS?

HOW CAN YOU 
STOP BEING 
INVISIBLE?

AS A 
COMMUNICATOR, 
HOW CAN YOU DO 
THE FOLLOWING
(in this order): Impact, 
influence, integrate 
across the business, 
interact and implement.



SYNERGY SAYS…

As an internal communications professional, you 
need to be a trusted advisor, mentor, facilitator and 
collaborator – strategic and business focused.

HOW EFFECTIVE COMMUNICATORS EARN RESPECT
PRIYA BATES



STRATEGIC 
FORESIGHT
REBECCA A. RICHARDSON
STRATEGIC COMMUNICATION AND PUBLIC  
RELATIONS EMPLOYEE COMMUNICATIONS LEAD,  
NORTHROP GRUMMAN CORPORATION
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LOOKING AHEAD

STRATEGIC FORESIGHT
REBECCA A. RICHARDSON

As a communicator, have you 
explored what the future of 
employee communications might 
look like? Have you considered 
the ‘what if’ scenarios? 

According to Rebecca, the methodology for looking at strategic 
foresight should work like this:

     Look at the past – historical 
drivers of change

     Look at the present – trends, 
emerging issues, STEEP: 
social, tech, economy, 
environment, political trends

     Look at the macro changes 
– globalisation, mobility, 
demographics, values and 
behaviours, tech 

     Look at emerging issues – 
D&I, legislation, privacy. trust, 
ageing workforce, zero touch 
consumption

     Look at the possible futures 
and create scenarios –  
What if employees only 
worked remotely? What if 
comms was made up of 98% 
user-generated content? 
What if disruptive tech made 
comms deeply personalised?



SYNERGY SAYS…

Whilst we can all be so busy, it’s good discipline to 
stop regularly and really look at what’s happening 
around us. A creative look at your sector and audit 
always highlights areas to help the business grow.

STRATEGIC FORESIGHT
REBECCA A. RICHARDSON



ONLINE 
COMMUNITIES
PAOLA STORCHI
KNOWLEDGE MANAGEMENT SPECIALIST, UNICEF
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ONLINE COMMUNITIES
PAOLA STORCHI

Unicef has 4,000 people working remotely. 
They rely on email, the internet and, in 
emergencies, Whatsapp. They were one of 
the first organisations to bring in Yammer, 
but now less than 15% of colleagues use it.  

BACKGROUND



The team needed to engage 
more with their field based 
employees. They looked at what 
people were reading and carried 
out a survey. They discovered 
that people wanted high-quality, 
work-related content. 

But the biggest challenge was  
simply the language they were using: 
they had loads of key messages and 
a 150-page toolkit to reference – not 
quick and easy to use! They had to 
bring back simplicity.

CHALLENGE

ONLINE COMMUNITIES
PAOLA STORCHI



WHAT THEY DID
     Rebranded the  

whole process

     Promoted content via 
multiple channels

     Coached 1000 people 
to be ambassadors 
(IC professionals and 
enthusiasts)

     Focused on projects – 
connecting 200 people 
working on sanitation 
and hygiene – and built 
Wordpress sites to store 
the knowledge

     Used short visual  
bursts of information  
to encourage action  
and sharing

     The result – went from 
1240 to 5695 users in 
three years

GETTING LEADERS  
ON BOARD
Despite their success,  
the new systems still didn’t 
resonate with leaders.  
So the team decided to go 
for pirated publicity!  
They told their story 
externally via white papers 
and conferences. It got 
picked up by Forbes and 
noticed by their Chief Exec 
– after which the leaders 
embraced it! 

THE  
FUTURE
The team plan to work  
with Swoop and data 
analytics to see what  
kind of conversations  
are happening, watch  
the information flow  
and improve their  
behaviour analytics.

ONLINE COMMUNITIES
PAOLA STORCHI



SYNERGY SAYS…

Want to re-engage your remote home workers/field based employees? 
Then you need to define your vision, get leadership buy-in, run a pilot, 
and plan a proper launch. Then you need to maintain momentum and 
build communities. Ask us for our remote employees white paper and 
recent hackathon results into this area.

ONLINE COMMUNITIES
PAOLA STORCHI



COMMUNICATING 
WITH LONG-HAUL 
DRIVERS
KYLA TURNER
COMMUNICATIONS MANAGER, LOVE’S TRAVEL STOPS & COUNTRY STORES
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Love’s Travel Stops already  
has 500 locations and is opening 
40 more each year, adding 2,000 
extra people to their 23,000 
colleagues. They have their own 
trucking department but their 
drivers are hard to reach. 

They don’t have email, are very 
independent and have their own 
culture. They’ve always done their  
own thing and been left to their  
own devices.

CHALLENGE

COMMUNICATING WITH LONG-HAUL DRIVERS
KYLA TURNER



WHAT THEY DID
The team started by simply 
looking at the intranet to see 
who was looking at what, by 
job title. They found that the 
second most engaged group 
was truck drivers. The group 
was hungry for content. Kyla 
and team did the following:

THE RESEARCH
They needed to find out 
what the drivers wanted. To 
do that, they used a comms 
survey and hung out with 
them: going to the safety 
meetings, riding in the cabs 
with them etc. 

ACTIVITIES
     They decided to give 

them something to 
make their jobs easier. 
They asked them 
‘Show us what you do’ 
via an app platform. 
The drivers shared 
loads of pictures of 
their trucks (of which 
they’re all very proud) 

     They created a video 
strategy called Brent 
Up. This was a short 
video made by the 
VP (informally in his 
office). This achieved a 
30% click-through rate, 
reaching 700 drivers

     When they discovered 
one of the drivers  
also made videos, they 
also got him to make  
a video of his top tips 

COMMUNICATING WITH LONG-HAUL DRIVERS
KYLA TURNER



RESULTS

TOP TIPS
     Give people a voice and 

then get out of the way

     Teach colleagues the 
best way to use the app, 
and keep refreshing this 
for new users

     Amplify the content: 
include the features that 
people need to see, then 
add in push notifications

AFTER 24 HOURS  
THEY HAD 

200 
DRIVERS

AFTER 6 MONTHS  
THIS HAD GROWN TO  

400 
DRIVERS

AFTER 12 MONTHS  
THEY HAD  

800 
PEOPLE

NOW THEY HAVE   

1,600 
PEOPLE

PREVIOUSLY, THEIR COMMS 
TEAM MISSION WAS CONNECT, 

INFORM, ENGAGE.  
NOW, IT’S INSPIRE.

COMMUNICATING WITH LONG-HAUL DRIVERS
KYLA TURNER



KYLA SAYS…

COMMUNICATING WITH LONG-HAUL DRIVERS
KYLA TURNER

BUILD THE COMMUNITY AND THEN LET THE 
COMMUNITY BUILD THEMSELVES. THERE 
IS ALWAYS HEART IN YOUR DEPARTMENTS 
– YOU JUST HAVE TO TAP INTO IT. TRUST 
YOUR EMPLOYEES. IF YOU SET THE STAGE, 
THEY WILL PAY YOU BACK.



CONFERENCE 
HIGHLIGHTS
8 QUICKFIRE ISSUES AND SOLUTIONS 
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CONFERENCE HIGHLIGHTS
8 QUICKFIRE ISSUES AND SOLUTIONS 

COLLEAGUE 
DEVELOPMENT IS 
EXPENSIVE
So get together with 
a comms team in a 
different business/
sector close by to 
network/buddy up.

LOW SURVEY 
PARTICIPATION
Get creative! 
Gulfstream Aerospace 
created a ‘Be Frank’ 
character and put him 
in different uniforms 
on stickers, cardboard 
cut-outs etc. People 
loved him and 
participation shot up 
from 62% to 79%.

HAPHAZARD 
EMPLOYEE EVENTS
Try putting every 
employee event on 
a Wednesday 11-12 
(avoiding the lunch 
hour). Stick to this 
streamlined and 
predictable schedule.

NEW EMPLOYEES 
DON’T FEEL WELCOME
Give them a 1-yr 
badge so everyone 
knows they’re new.

1 2 3 4



CONFERENCE HIGHLIGHTS
8 QUICKFIRE ISSUES AND SOLUTIONS 

CAN’T BE  
EVERYWHERE  
AT ONCE 
Give employees a 
photo channel on 
Yammer to share 
photos of their life 
at the company (and 
try some caption 
competitions!)

MEMO CONFUSION – 
WHAT’S IT FOR? 
Add two lines at the 
top that say: ‘This 
email is going to….., 
Please share with 
xxxxx’ State the 
audience and the 
instruction.

UNINSPIRING  
ALL-HANDS 
(TOWNHALL)  
EVENTS 
Use more visual  
slide content.

CYBER SECURITY 
ATTACKS
Introduce codewords 
for emails, so you 
know they’re official.

5 6 7 8



SYNERGY SAYS…

Creativity, ideas and collaboration can solve all kinds of 
challenges. Get your people together and use diversity to 
break the rules and open up new ways of thinking.

CONFERENCE HIGHLIGHTS
8 QUICKFIRE ISSUES AND SOLUTIONS 



GEMMA’S FINAL THOUGHTS…

It was fantastic to hear from and talk to comms professionals from 
America. I’ve gathered so much insight and new ideas to bring back 
to our clients. For me, the standout takeaway was the focus on 
Influencer Programmes. These are gathering traction right across 
the globe and are going to be a big part of the employee comms 
conversation in 2019 and beyond.



THANK
YOU

hello@synergycreative.co.uk

+44 (0)117 962 1534
www.synergycreative.co.uk

https://www.synergycreative.co.uk/news-and-insights/
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