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JAM-PACKED WITH 
FANTASTIC SPEAKERS  
AND FRESH THINKING.
This year’s Internal Communications Conference wasn’t one to miss. 
We loved hearing about different strategies for giving messages 
real cut-through, and were excited to see that creative thinking and 
collaboration are still hot topics. 

Couldn’t make it? Then take a look at our round-up of the best bits.



INTRODUCING 
A NEW SOCIAL 
MEDIA PLATFORM
SIAN JONES
BANK OF ENGLAND



INTRODUCING A NEW SOCIAL MEDIA PLATFORM
SIAN JONES

The Bank of England employs 
4,300 people, mostly in central 
London. Their mission is to 
promote the good of the people 
by maintaining monetary and 
financial stability. They do that by 
regulating banks, issuing bank 
notes and setting monetary policy.

Until recently, the Bank of England 
was a very traditional and vertical 
organisation – it was difficult  
for people to work horizontally.  
So, when the Bank developed a 
new vision for 2020, that vision 
became a driver for introducing  
a brand new internal social  
media platform. 

BACKGROUND CHALLENGE



APPROACH

1
2
3

DRIVING CROSS-TEAM 
COLLABORATION

CONNECTING PEOPLE  
WITH NEW SKILLS  
AND OPPORTUNITIES

CREATING CULTURAL 
CHANGE

INTRODUCING A NEW SOCIAL MEDIA PLATFORM
SIAN JONES

The team developed and launched 
Bank Exchange, a social media 
platform based on communities 
that was built using Beezy and 
sits on SharePoint. To support 
roll-out, the team trained up lots 
of ‘digital ninjas’ throughout the 
organisation. Now, Bank Exchange 
is breaking down silos and 
changing the way colleagues  
work by:



INTRODUCING A NEW SOCIAL MEDIA PLATFORM
SIAN JONES

RESULTS
Bank Exchange’s set of online tools mean the team 
can measure exactly how many people are engaging 
from each department. After two years, they have 
achieved the following:

     237 approved communities 

    28,000 posts

     33% of colleagues are regular users 

     The Opportunities Exchange (advertising short-
term opportunities) has an 81% fulfilment rate 

     Cross-team collaboration has increased

KEY 
TAKEAWAYS

     Carry out a pilot first

     Skills exchange is very popular. 
Colleagues can put up their 
skills and these can be matched 
to short-term opportunities

     Nurture adoption and culture 
change (it’s a long-term game)   

     Define success and track 
progress

     Provide safe havens 

     Be patient!



POSITIONING INTERNAL 
COMMUNICATORS AS 

STRATEGIC PARTNERS
VANESSA UNWIN

HITACHI RAIL 
GLOBAL HEAD OF INTERNAL COMMUNICATIONS



Hitachi Rail has 14,000 
employees across 18 countries, 
including 3,000 in the UK. 
They maintain trains, provide 
infrastructure and use 
technology and innovation to 
improve every aspect of the 
journey for train customers. 

Senior leadership teams often 
see internal communications 
leaders as fluffy bunnies.  
But we need to be seen as 
strategic partners if we’re to be 
taken seriously. The challenge  
is how to make that happen 
and prove the value of internal 
communications. 

BACKGROUND CHALLENGE
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POSITIONING INTERNAL COMMUNICATORS
VANESSA UNWIN

1ALIGN YOUR INTERNAL 
COMMUNICATIONS 
TO YOUR STRATEGIC 
PRIORITIES 

2MAKE THE LINK 
BETWEEN YOUR 
ACTIVITIES AND  
THE BOTTOM LINE

3MEASURE YOUR 
RESULTS TO 
DEMONSTRATE VALUE 4MAKE SURE YOUR 

INTRANET PROVIDES 
YOU WITH ANALYTICS

Leaders want to know how 
people are feeling. It’s up to 
internal communications teams 
to measure and report back: you 
need to know how colleagues 
across the business are feeling 
and what they want to know about. 
You can do that in nine ways: 

BACKGROUNDAPPROACH



POSITIONING INTERNAL COMMUNICATORS
VANESSA UNWIN

65 USE FOCUS GROUPSALIGN SOCIAL GROUPS 
TO YOUR STRATEGIC 
PRIORITIES 7GET OTHER  

TEAMS INVOLVED  
IN YOUR PLAN

8ENGAGE YOUR  
SENIOR LEADERSHIP 
TEAM EARLY 9MAKE RESULTS  

WORTH TALKING 
ABOUT 

KEY TAKEAWAYS
Be proactive, not reactive, by asking 
your leaders: “What’s the biggest 
problem you’re facing at the moment?” 
Promise to make an impact on that,  
and you’ll be seen as an ally.

APPROACH



TEARING DOWN 
COMMUNICATIONS BARRIERS 
AND ENCOURAGING 
ENGAGEMENT
DEBORAH SMITH
SKYSCANNER
SENIOR INTERNAL COMMUNICATIONS MANAGER



Skyscanner is a travel 
comparison website that people 
use to plan and book their trips 
away. It has 9,000 visitors a 
month and 1,300 employees 
globally (up from just 800 in 
2016); it’s growing very fast.

When Skyscanner was a small 
company, it was easy to maintain 
a fun, buzzy culture. But, as the 
company had grown, that had 
become more of a challenge. 
The team was keen to get some 
of the fun vibe back, but with 
seven different time zones, 64 
nationalities, 40 languages, and 
11 offices it wouldn’t be easy! 
They asked themselves: How 
can we all be part of the same 
conversation?

BACKGROUND CHALLENGE
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TEARING DOWN COMMUNICATION BARRIERS
DEBORAH SMITH

APPROACH

 VIDEO CONFERENCING 
  (each meeting room has camera and 

screens, and they love Zoom).

 SLACK SOCIAL MEDIA PLATFORM
  This builds common ground and a shared 

interest. It has great features that work with 
different time zones, and is fun (with gifs  
and emojis). 

  WEEKLY TOWNHALLS
  These are run with an open Q&A and 

no moderation (alternating time zones). 
Important sessions are run twice for 
different time zones – so that everyone can 
experience the live event. If breakfast is 
happening in one office, snacks are provided 
in the other country.

 INTRANET 
  This is used for sharing employee news.  

They encourage blogging & vlogging and 
publish a weekly roundup.

  MONTHLY EMPLOYEE  
MAGAZINE 

  GLOBAL NETWORK 
OF COMMUNICATIONS 
REPRESENTATIVES 

 (meets fortnightly). 

The three-member team created a support network across the 
globe. They introduced some fantastic tools to help colleagues 
communicate across the different time zones, including: 



TEARING DOWN COMMUNICATION BARRIERS
DEBORAH SMITH

RESULTS
The focus on face-to-face and building relationships 
has had a strong impact on Skyscanner’s culture. 

Results include:

    Over a million messages sent each month  
using Slack 

    91% of colleagues agree that Skyscanner 
provides the tools for 2-way communication

   15,000 meetings on Zoom

   1774,588 minutes on Zoom in a single month

   Record watch-backs for the town hall meetings

KEY 
TAKEAWAYS

     Don’t build high reliance between teams 
who sit outside each other’s time zones

     Take a considerate and flexible approach  
to communicating across teams

     You need a global comms network to help 
maintain cultural comms    

     Be aware of constraints 

     Recognise the culture you want to maintain

     Discover the right tools

     Listen and adapt

     Ask advocates “How’s this landing?”



CREATING A 
HIGH-IMPACT 
INTRANET
MICHAEL GEELEHER 
PLAYSTATION EUROPE
INTERNAL COMMUNICATIONS MANAGER



CREATING A HIGH-IMPACT INTRANET
MICHAEL GEELEHER

With people in the UK checking 
their phones every 12 minutes, 
there’s a real danger of internal 
communications messages being 
lost. Internal communications 
professionals need to fight 
fire with fire: making internal 
messages just as impactful as 
the external ones.

PlayStation had an old intranet 
system that couldn’t have been 
further from its external brand 
experience. It was wildly out-
of-date, unstructured, had no 
governance, no search function, 
no ability to send a URL,  
no targeting, and no analytics  
– it was awful! 

BACKGROUND CHALLENGE



CREATING A HIGH-IMPACT INTRANET
MICHAEL GEELEHER

APPROACH
The team created and launched 
a new intranet called The 
Hub. This was closer to the 
PlayStation brand and a lot 
more visually appealing. 
They split The Hub into 
PlayStation news and company 
news (things that affected 
employees). They made it easy 
to point other channels to the 
content and built it to look and 
feel very close to something 
colleagues might use in their 
personal time.

MEASUREMENT
As well as using measurement 
to find out how well The Hub 
was working, the team used 
the metrics to put themselves 
in a strong position when 
talking to the executive team.

RESULTS
The team set up four pillars 
of achievement for the 
new intranet, and used the 
Employee Opinion Survey to 
measure impact. They found 
that across every single  
metric, the results had at  
least doubled.



REINVENTING  
INTERNAL 

COMMUNICATIONS 
AT SKY

JIM COCKIN 
SKY 

HEAD OF INTERNAL COMMUNICATIONS 



REINVENTING INTERNAL COMMUNICATIONS
JIM COCKIN

Sky employs 26,000 people 
across 25 different locations, 
many of them are shift and 
remote workers with a broad 
skillset. It’s constantly growing 
and changing.

Two years ago, the internal 
communications team was trying 
to communicate everything.  
The sheer volume of information 
was intense and wasn’t allowing 
for any creativity. Something had 
to change.

BACKGROUND CHALLENGE



REINVENTING INTERNAL COMMUNICATIONS 
JIM COCKIN

APPROACH
The team wanted to simplify the Sky story  
to be about: 

1.   Great content 

2.   Constant innovation

3.   Customer focus

4.   Being a responsible business

5.   Their people 

They created an agile model that meant they 
focused on a single theme each month. This 
made lots of space for creativity and innovation, 
including gamification and competitions.

RESULTS

KEY 
TAKEAWAYS

Staff engagement has gone up 4 points. 

     Don’t be too rigid – things do happen, you 
need flexibility to react when necessary

     Simplify your story and take control of  
the narrative

     Build a team with broad experience to 
create space for creativity to flourish



VIDEO 
COMMUNICATIONS 
QUICK WINS
RACHEL DIES
BRITVIC
HEAD OF EMPLOYEE EXPERIENCE 

REBECCA ALDERTON
BRITVIC
EMPLOYEE COMMUNICATIONS MANAGER



VIDEO COMMUNICATIONS QUICK WINS
RACHEL DIES AND REBECCA ALDERTON

Britvic makes, bottles and  
sells soft drinks. They have 
5,000 employees, mainly in 
Great Britain, Ireland, Brazil  
and France.

Britvic had a very complex, 
email-centric business structure. 
When the team carried out a 
channel audit, they found that 
people wanted quick, concise 
bite-sized comms that they  
could view on their phones. 
They’ve been using videos to 
make that happen.

BACKGROUND CHALLENGE



1ST 2ND 3RD
RULE  
YOU DON’T HAVE  
TO BE SPIELBERG

    Learn as you go 

    It’s ok not to have a polished 
product – relevant content 
trumps small imperfections

     Stay classy at all times. 
Leaders get nervous on 
camera too – work together!

    Difference is great: tailor the 
video style to your audience

RULE  
BEING REAL IS BEST

    Honesty gets more hits 
(their highest-rated video 
included an honesty lesson 
after a crisis)

    Win hearts and minds 
(leaders who let their 
personality come through 
win views)

    Have clear, consistent 
content flows and include 
shout outs

RULE  
DELIVERY MATTERS 
EVERY TIME

    Check everyone has access: 
networks, single sign-in and 
access matter

    Use email sending:  
sending an email with  
link boosts views

    Complement your videos 
with other channels and have 
a plan B channel for those 
who prefer alternatives

3 TAKEAWAYS
FOR QUICK WINS ON VIDEO

VIDEO COMMUNICATIONS QUICK WINS
RACHEL DIES AND REBECCA ALDERTON



EMPOWERING  
EMPLOYEE 
DEVELOPMENT
PAUL DOWNEY
MONEYSUPERMARKET GROUP
HEAD OF INTERNAL COMMUNICATIONS & ENGAGEMENT



EMPOWERING EMPLOYEE DEVELOPMENT
PAUL DOWNEY

Money Supermarket Group has over 
750 employees and operates the 
following: 

     Money Supermarket 

     Travel Supermarket

    Money Saving Expert

They recently launched their ‘reinvent’ 
strategy with the proposition: 

‘ BE YOURSELF, BE BRILLIANT  
TOGETHER, BELONG’ 

Part of their cultural transformation 
includes the ‘Freedom Pot’, a £300 
budget that each employee can use to 
learn without the need for manager 
sign-off. This forms an important part 
of a strand of their learning and 
development offering: ‘Freedom to 
grow.’ Employees are encouraged  
and supported by their line managers 
to do what they want and take the  
time they need, promoting personal 
growth & ownership.

BACKGROUND



EMPOWERING EMPLOYEE DEVELOPMENT
PAUL DOWNEY

CHALLENGE
The team wanted to find new ways to engage the 
business with the Freedom Pot. They developed 
and ran a blog/vlog-based campaign between 
April 2018 and December 2018 that encouraged 
employees to blog/vlog about:

1.    What they were going to spend their  
Freedom Pot on (to inspire others)

2.   The learning/development as it happened

3.   What they learnt 

4.   How they were bringing their own self into work

RESULTS

KEY 
TAKEAWAYS
1.    Collaborate with HR from the beginning 
2.    Take an idea and ladder it back to the  

overall strategy
3.   Get buy-in and senior advocacy

     1,309 intranet views 

     900 news item views

     800 vlog views 

     88% said it the Freedom Pot was an amazing idea

     85% said the Freedom Pot aided their personal 
development

     791 (98%) colleagues spent their freedom pot 



MULTI-CHANNEL 
STRATEGIES
JAMIE MORGAN
DEPARTMENT OF HEALTH & SOCIAL CARE
HEAD OF INTERNAL CAMPAIGNS



MULTI-CHANNEL STRATEGIES
JAMIE MORGAN

The idea is this: change can be 
good, but if a traditional format 
works why not stick with it?

BACKGROUND CHALLENGE
The challenge for internal 
communicators is to determine the 
right channels and media mix for 
effective, engaging multi-channel 
communications. We can be guilty 
of thinking we know best, but you 
can find out what works for your 
colleagues by: 
1.   Asking the audience
2.    Reaching out for support and 

peer advice
3.    Sharing best practice  

and tips with comms 
professionals

4.    Tailoring your channel strategy 
to your audience

5.    Being consistent in  
your messages and tone  
of voice across your channels 
mix 

6.    Sense checking your  
tone of voice across 
communications 

7.    Remembering that while  
face-to-face is the best form of 
internal communications, it’s 
not always practical – Skype  
is a good alternative

KEY TAKEAWAYS
•    Don’t just go for new and shiny; 

if traditional channels work,  
use them

•    ‘You said, we did’ is a well-used 
phrase that works



USING THE  
RIGHT CHANNELS 
TO INSPIRE
VICKI DAVIES
HIGHWAYS ENGLAND
HEAD OF INTERNAL COMMUNICATIONS



VIDEO COMMUNICATIONS QUICK WINS
RACHEL DIES AND REBECCA ALDERTON

Highways England was formed 
four years ago. Their work 
includes tunnels, cycle paths, 
and footpaths. There are lots of 
acronyms; so many in fact that 
documents often come with 
jargon-busters. 

BACKGROUND CHALLENGE
The team needed to enthuse 
managers and help them 
understand that they were 
working for a great 
organisation. They carried out 
an internal communications 
review that included interviews 
with leaders and 15 workshops. 
They found out that people felt 
there was information overload 
and too many channels. 



USING THE RIGHT CHANNELS TO INSPIRE
VICKI DAVIES

APPROACH

CREATING  
AN INSPIRING 
NARRATIVE  
AND VIDEO:

Pride, Care and Experience, 
Highways England connects 
England.

A MANAGEMENT 
DEVELOPMENT 
PROGRAMME:

 
Informing people about  
how their day job makes  
an impact. 

LEARNING & 
DEVELOPMENT  
HUB:  
 

 
With toolkits, a tone of  
voice guide and a focus  
on ‘normal not formal’

TEAM  
TALK:  
 

A manager tool with access 
to corporate key messages.  
It includes the ability to  
self-select messages and 
pull them into a team brief 
with manager notes and  
an agenda. 

1 2 3 4



EMPOWERING EMPLOYEE DEVELOPMENT
PAUL DOWNEY

NEXT STEPS
     Publishing a weekly email by job role

     Pushing use of Yammer

    A channel audit

    Employee internal communications survey

KEY TAKEAWAYS
     Equip your managers

     Engage your managers & employees

     Share inspiring stories



WANT TO FIND OUT MORE?
From conference notes to white papers, at Synergy Creative  
we’re all about sharing. So, if any of the topics above strikes  
a chord, get in touch for more of the latest thinking. 



THANK
YOU

VISIT
Our Internal Comms 
Knowledge Hub

hello@synergycreative.co.uk

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


