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NO MATTER WHICH INDUSTRY 
YOU’RE IN, CHANGE IS A CONSTANT 
IN TODAY’S FAST-PACED WORLD. 
Now, more than ever before, organisations need adaptable employees, flexible 
structures and leaders who inspire. This year’s Driving Change Conference 
focused on all this and more, with some brilliant speakers. Couldn’t make it?  
Then grab a cuppa and read our quick catch-up… 

https://drivingchangeconference.com
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FROM SOLUTIONS TO PROBLEMS
CHRISTINE DAVEY

For six decades Which? has tested 
everything from cameras to 
contraceptives, checking that each 
item is acceptable for consumers. 
Now, Which? is a modern social 
enterprise that’s moving quickly  
into the digital age.

At Which?, teams were used to 
working in silos, which often made 
things slow and reduced their 
effectiveness. When a new CEO 
arrived, it was time to shift to a new 
culture of innovation and working 
at pace. The focus was on digital 
transformation with upgraded 
technology and people who were 
comfortable with agile practices. 

BACKGROUND CHALLENGE



APPROACH

FROM SOLUTIONS TO PROBLEMS
CHRISTINE DAVEY

Focusing on the digital transformation, the 
first step was understanding the problems 
each team faced so that they could find 
the right digital solutions. They used a 
‘Build, Measure, Learn’ mentality as they 
concentrated on creating value and helping 
teams get comfortable with failing fast. But 
agile practices were alien to some, which 
created tension along the way. So they worked 
to align the whole organisation with the digital 
focus by doing the following:

  Using employee ambassadors to advocate  
the change across the organisation

  Creating an aligned strategy for 
transformation and key objectives for  
the change and culture

  Creating cross-functional teams to help  
make people feel more connected

  Keeping the customer and consumer  
at the heart of everything



  The cross-functional teams are 
making people feel more connected  
to the goal

  People are working well together

   People are more aligned to the  
central goal

   Ideas and approaches are being  
played back to the team: It’s no  
longer the team pushing their agenda; 
people are going to them for help.

RESULTS

FROM SOLUTIONS TO PROBLEMS
CHRISTINE DAVEY

TOP TIPS
  Make sure there is commitment  

and alignment

 Communication is key

 Live your culture

  Your project won’t go completely 
right and that’s fine! You don’t 
have to work it all out up front. 
Have a go and adapt as you  
go along. 



CHANGE IS HARD. 
CULTURE CHANGE 
IS HARDER
TANUSHREE GUPTA
INTERNATIONAL HEAD OF CUSTOMER CHANGE & CULTURE 
GOOGLE



Our brains are designed to resist change, even in 
the workplace. But change can be powerful and is 
a constant, so it’s important we do it well. The big 
question is: how can change practitioners make it 
easier for people?

BACKGROUND
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CHANGE IS HARD. CULTURE CHANGE IS HARDER
TANUSHREE GUPTA

   MYTH 
Our brains are designed to resist change, even in the workplace.  
But change can be powerful and is a constant, so it’s important  
we do it well. The big question is: how can change practitioners  
make it easier for people?

FACT
 Getting leadership buy-in is the most important thing. Leaders need  
to role-model behaviours so getting them on board and part of the  
process is vital. At Google, they have TGIF (Thank Google It’s Friday)  
where the Founders and CEO share stories from around the company.  
This is broadcast around the world to every employee.

  MYTH 
You need to set achievable goals

FACT
It’s better to set big, audacious goals to attract creative and  
innovative people

MYTH 
You need the right people on  
the team

FACT
How a team works matters more than who is on it. If teams don’t  
work together, it doesn’t matter how all-star they are. At Google,  
teams work effectively because there is an environment where  
people can ask questions, make mistakes, and work together. 

  MYTH 
You need to plan for different people’s reactions to change

FACT
There are many reactions to change. But if we make things  
fun and creative, the more attention people will pay to it and  
the quicker they will learn and adapt. Make things fun and  
people will engage.
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REINVENTING JOHN LEWIS & PARTNERS
LINDSAY EYNON

For John Lewis, business is personal. 
Every employee is a partner and there 
are 30k partners throughout the UK. The 
company’s purpose is the happiness of 
all its partners through worthwhile and 
satisfying employment.

John Lewis needed to stay ahead in  
a very challenging retail market.  
They set about reinventing themselves  
by streamlining, innovating, sustaining  
and growing. However, with so much change  
going on in every area, it was  
hard to create collaboration  
between the partners.

BACKGROUND CHALLENGE



APPROACH

REINVENTING JOHN LEWIS & PARTNERS
LINDSAY EYNON

TOP TIPS
  Don’t forget about emotion in change:  

When they had to close a shop, it was 
emotional, but the partners are very  
close and demonstrated high levels  
of resilience

 Learn as you go

 Get leaders close to the reality of change

  Be open and share mistakes

JOHN LEWIS SET UP AN IN-HOUSE  
CHANGE TEAM WHO INTRODUCED:
Simple partner communications: A short, visual, punchy style  
of comms supported by an in-house journalism team

Google+ communities: Created by partners, for partners.  
A democracy team holds the partners to account

A focus on change comms: A 6-person change team works with 
the partners to help them communicate effectively. They work 
with leaders, people managers, peer advocates and champions

Ongoing change conversations: Tuning in to what people were 
saying and tailoring the comms for different audiences. 

People are the differentiator at John Lewis, so they refreshed the 
John Lewis brand to become ‘John Lewis & Partners’. They used 
their partner network to get teams excited before going public 
with the change.
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INFLUENCING BEHAVIOURAL CHANGE
NIAMH GODLEY AND LORRAINE KELLY

Our brains are not designed for the 21st century 
workplace; they’re designed for survival. That means we’re 
hard-wired to avoid threats and seek out rewards, and our 
threat response is very much stronger than our reward 
response. When it comes to change at work, we often find 
ourselves responding to it as a threat: is my job at risk? etc.

BACKGROUND



APPROACH

INFLUENCING BEHAVIOURAL CHANGE
NIAMH GODLEY AND LORRAINE KELLY

THINKING ABOUT 
THREAT/REWARD
1   Think about framing your comms with a reward 

focus so that your employees’ brains don’t 
immediately jump to a threat reaction.

2   Think about what else is impacting your people: 
their environment, their team, their job role etc. – all 
these things can impact their experience of change.

3   Think about who is best placed to provide support. 
Who will your people listen to and trust the most? 

4   Think about the most authentic way to  
communicate change.

5   Think about using pulse surveys and people data  
to find out how people really feel.

Use the SPACES model (below) to think about change at your 
organisation. By looking at each of the six points, you can think 
about whether your change will result in a threat to somebody’s 
relationship with that point. Will it impact their self-esteem?  
Will their purpose feel threatened? 

  Self-esteem

  Purpose

  Autonomy

  Certainty

  Equity

  Social Connection
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ENGAGING LEADERS
CRAIG WHAITES

Part of the Walmart family, ASDA 
has 600 stores in the UK, with 130k 
colleagues. Every week, 18 million 
people visit their stores. The HR 
team’s purpose is to inspire and 
enable colleagues to be the best 
they can be. Their quest is to ensure 
that ASDA’s leaders are the most 
capable, diverse and successful in 
their industry.

The nature of retail means it’s harder 
than ever before to do well. ASDA’s 
customers need to tighten their belts; 
ASDA wants to help them save money. 
There is also a war for talent: ASDA 
needs to recruit, but there’s a lot of 
competition. Leaders are leading in 
a turbulent and chaotic time – Craig’s 
team is there to equip them for change 
and build their resilience.

BACKGROUND CHALLENGE



APPROACH

ENGAGING LEADERS
CRAIG WHAITES

TOP TIPS FOR SUPPORTING 
MIDDLE MANAGERS

SUPPORTING LEADERS IN A HIGHLY DISRUPTED 
WORLD IS AN ONGOING PROCESS SO THEY’RE USING:
‘Leader first’ principle: bringing leaders into the process early 
on to gain their confidence 

Help leaders first: Giving them the support they need before any 
change activities happen

Clarity: Being clear about what’s expected of leaders

Investment: The team continue to invest heavily 

People are the differentiator at John Lewis, so they refreshed  
the John Lewis brand to become ‘John Lewis & Partners’.  
They used their partner network to get teams excited before 
going public with the change.

1   Don’t think you know better. Get them involved with 
building change

2    Be agile and iterate, build in flexibility

3   Leaders have to lead. Think about the impact of getting 
leaders out of their comfort zone and  
growing with their team – it can be huge.

4    Empower middle managers to be the leaders you  
need them to be



MAXIMISE STAKEHOLDER  
BUY-IN & ENSURE THEIR 
INVOLVEMENT & PASSION 
CONTINUES THROUGHOUT  
LONG-TERM CULTURAL CHANGE
ISOBEL MCGONIGLE
HR & COMPETENCE DEVELOPMENT DIRECTOR
VOLVO TRUCKS



MAXIMISE STAKEHOLDER BUY-IN
ISOBEL MCGONIGLE

Volvo Trucks is a straightforward business: 
selling and fixing trucks. It’s a traditional 
business that’s very male-dominated and 
has many long-serving employees.

Volvo Trucks had lots of problems in 
the business but nobody wanted to 
solve them. Nobody was accountable 
and people wouldn’t deal with issues 
as they came up. One depot, Blyth was 
particularly tough: morale was poor, 
engagement was low and things were 
so bad that people from other sites 
were too scared to visit. 

BACKGROUND CHALLENGE



APPROACH

MAXIMISE STAKEHOLDER BUY-IN 
ISOBEL MCGONIGLE

RESULTS
Blythe is now a really profitable site and the shift  
towards good communication means everybody  
feels happier at work. 

The changes to the environment have boosted morale  
and made the whole operation leaner and easier to work  
in. Accountability is better across the business and one 
employee, who initially left due to the change in management, 
has returned and now says the management is far better.

When a new MD came on board, he wanted to create a safe 
environment where people could have a voice and not be afraid to 
fail fast and make mistakes. They came up with Vision 2020, which 
got everybody involved and included: 

 Priorities that focused on accountability

 A focus on ‘Retail Lean’ – a continuous improvement approach

 Addressing people’s skill levels and training needs

 Updating the environment, giving every tool a place

In Blythe, the leadership team started to listen to their people:

 Getting involved in daily meetings

 Discussing action points as a group

  Making people accountable for their problems/questions/ 
daily tasks so that things started to get done.



DRIVING CHANGE
PANEL DISCUSSION QUOTES

Don’t assume the way you 
speak aligns with your 
people. Try lots of different 
ways.

Elizabeth Kotze  
People and Change Leader, Sky

Coach your leaders to shape 
the message, rather than HR 
prescribing it.

Isobel McGonigle 
HR & Competence Development 
Director,  
Volvo Trucks

Engage and support your 
people over the whole 
change journey. Start with 
the basics, then start  
your programme.

Michelle Glendinning 
UK HR Lead Catalyst,  
Johnson Matthey

Make sure your change 
aligns to a corporate 
strategy so that your leaders 
can identify what you’re 
trying to do.

Nicholas Coyne 
HR Director of Technology, 
PaddyPower/Betfair

Involve people in the 
creation of change and don’t 
be afraid to fail.

Barbara Duffy 
Head of Organisation Design, eON

Monitoring Yammer usage 
and what people are saying 
can help you to see how 
change is going. Measuring 
how people feel about 
change can help inform 
communications.

Lori Pryor 
Global Director, HR Change  
and Programmes,  
Centrica



ARE YOU DRIVING CHANGE?
If you’re supporting your employees to become more agile in 
a changing world, we’d love to hear from you. Our business 
psychologists, change experts and creative comms people are  
ready and willing to help. Get in touch with XX for a chat.



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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