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CHANGE IS THE  
NEW NORMAL. 
Change is the new normal. So what does that mean  
for the exciting and responsive world of internal comms? 
From learning strategies to 24-hour global conferences,  
this year’s Internal Communications Conference was 
packed full of inspiring ideas and best practice.  
Read our round-up for all the best bits.

https://engageemployee.com/forums/internal-communications-conference/
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HOW TO CONNECT TO A GLOBAL BUSINESS IN 24 HOURS
EMILY SCAMMELL

Onfido produces the world’s leading 
document ID verification and facial 
biometrics technology. It’s moved 
fast from a start-up to a scale-up, 
and now has 250 people. 

While the dream may be of 
big budgets and lots of face-
to-face communication, the 
reality is often very different. 
Onfido needed to connect people 
without physically bringing them 
together, and to do so with an 
awareness of different cultures.

BACKGROUND CHALLENGE



APPROACH
The team ran a virtual conference 
that took place across the world 
over a 24-hour period. Called 
‘Follow the Sun’, it kicked off with 
an executive team video posted in 
each timezone and worked like this:
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     Each timezone had a separate agenda

     Key messages were played throughout

     Local sessions were held, allowing teams  
to discuss local issues 

     Leaders hosted certain sessions, giving 
employees the ok to take part

     Elements of a physical conference were 
included: a dedicated site for registration etc.

     There was a focus on fun, with a countdown, 
branding, and food etc.

     Webinar technology, Slack, and the intranet, 
were used to allow people to communicate and 
keep up with the speaker profiles/sessions etc.



RESULTS
Emily and the team knew measurement was 
important to prove the event was worth it. They 
found that the average NPS for the webinars was 
67 and the average rating for each event was 3/5. 
In terms of issues, technical difficulties proved to 
be a problem. However, for a company that can be 
London-centric, this event allowed people from 
across the global offices to get involved. It provided 
an opportunity to hear from different speakers, and 
brought colleagues together – the social elements of 
the day were particularly strong.

TOP TIP
When it came to 
attendance, leaders were 
key in making sure people 
would be free on the day. 
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INTERNAL COMMUNICATIONS AS A CATALYST FOR CHANGE
LAURA FARRINGTON

NCG is the largest education 
company in the UK. They work with 
colleges across the country serving 
38,000 learners every year.

As NCG had grown, different teams had joined the Group but 
stayed focused on their own geographical area. It meant that 
NCG was a diverse but disjointed organisation, with teams in 
the different colleges working in silos. In 2008, NCG had been 
graded a 3 (requires improvement) by Ofsted, making people 
feel very vulnerable and exposed. Ofsted assesses organisations 
as a whole, so NCG needed to start operating that way.  
The challenge was to:

  Build an employer voice (people were joining the colleges 
rather than NCG)

 Balance the local with the national

 Create a strong internal response to the Ofsted results

  Engage colleagues: making them feel that things were 
being fixed and that NCG was a good place to work.

BACKGROUND CHALLENGE



APPROACH
The team came up with a campaign 
based on ‘A great place to teach/
work/learn’. This was a simple idea 
with three strands that everyone 
could relate to and get behind.  
The messaging was focused on:

1  Everybody being responsible to develop  
and support these three strands

2  Working together to create the  
necessary change.

They rolled this out by:

     Introducing partnership working with marketing/comms teams 
across the different colleges. They worked together to communicate 
the three strands and get people working on the vision.

     Focusing on engaging new starters as well as existing colleagues. 

    Working with L&D to put all learning materials online.

     Creating a stronger voice on social media with a joined-up 
approach between the colleges, and using it to celebrate/spread 
key messages etc.

     Introducing Workplace & Teams: virtual communities across 
different locations.

    Holding annual awards linked to the three strands.

    Developing a shared terminology and tone of voice.
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RESULTS
The campaign proved to be an authentic, effective 
approach that created a clear path for the 
organisation in four key ways:

The engaging umbrella messaging gave people real clarity,  
helping them make decisions around projects/work. 

The shared tone of voice boosted engagement by helping people 
celebrate each other’s successes. 

The collaboration between marketing/comms teams made it easier 
to communicate shared messages across locations.

The focus on local/national gave people greater trust in their local 
teams which helps with Group buy-in.

Crucially for the campaign, an Ofsted inspection in February noted 
‘A great place to…’, and the new CEO is fully-bought in. They’re now 
working on moving the campaign forward.

TOP TIP
If comms are disjointed, 
they won’t land well. 
Join them up to make  
it easier for people  
to understand. 

INTERNAL COMMUNICATIONS AS A CATALYST FOR CHANGE
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Be At One was set up by three 
friends who met when bartending. 
It’s a chain of bars that now has 33 
venues across the UK. 

When so many things are done 
online (even appraisals), what does 
engagement really mean? In the last 
few years, the pursuit of technology 
and innovation has caused people 
to hide behind platforms. 96% of 
employees believe showing empathy 
is important to employee retention, 
but you can’t show empathy digitally. 
Chris wanted to take it back to 
basics and get staff talking away 
from the digital world.

BACKGROUND CHALLENGE



APPROACH
The fact that 75% of people leave their 
manager, not the business, means that 
culture, leadership and management 
are key. Chris believed that while there 
is clear value in technology,  
it shouldn’t be used as the default.  
Be At One introduced a career pathway 
that included a chance to interact  
with people at every stage. They also 
offered roles that had nothing to do  
with business progression such as  
‘Flair Specialist’.
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RESULTS
This back to basics approach offered 
no end of returns, including:

      90% of staff are now developing 
towards a goal

      Engagement increased 40% in 
nine months

     Staff retention has increased

      Colleagues are growing and 
developing in their role

      People feel more loyal to  
the business.
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Dazn is a sports content provider 
(like Netflix for sports content) that’s 
transforming the world of sports. It 
began as a start-up, but experienced 
super-fast growth in 2017-18. Now, 
it’s in nine major markets across 
four continents and has gone from 
30 people to 3000 people in just 
three years. It started out as being 
very centrally driven, but now 
the various markets have more 
autonomy. Employees are really 
passionate about the brand. 

How do you manage the nuts and bolts of 
communication when you’re growing so fast?  
After all, what works with 30 people doesn’t  
work with 3000. Dazn needed to make sure that:

     Their comms systems, tools and processes could  
take the strain

     Employees could keep up with what was happening  
in the business

     Existing employees understood the need for so many 
new employees

     They could keep elements of the nice culture they  
had with just 30 people

     They could catch people’s attention and make  
comms cut through

BACKGROUND CHALLENGE



APPROACH
The team take a stop and start approach, 
adapting as they go along. They focus  
on making engagement quick and fun, 
often using video which reaches their 
people well. 

This includes 2-minute talk videos with 
headlines that people can watch quickly 
– they make them non-intrusive and 
fun (they even did one canoeing down 
the Thames). As a result, they’ve seen 
engagement improve.

INTERNAL COMMUNICATIONS IN A FAST-GROWTH START-UP
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TOP TIPS 
FOR HIGH-PACED ENVIRONMENTS

     Use continuous review to keep trying new things  
and changing 

      Start small and make sure you deliver – it will  
give you credibility

     Set a strategy, even if it’s going to change. It doesn’t need 
to be really detailed or hard and fast, but it will keep you 
accountable and demonstrate your rationale

    Measure and report, even if it’s anecdotal

    Be best practice within your business

     Remember: What works today might not tomorrow

    Pick your shots and be ready to pass

    Do the basics really well.
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Nationwide is the largest building society 
in the world owned by customers. It has 
16million members and is 173 years old.  
A few years ago it went through a period  
of enormous change: 

1  A new CEO had brought in a new strategy 
and organisational structure

2  There was greater competition from both 
the traditional and new types of bank 
(Monzo etc)

3  Customers’ expectations were  
constantly shifting

They needed to keep employees feeling 
innovative and creative, but there was  
an underlying blocker of complacency – 
employees thought they’d continue to be 
successful without needing to change too much.  
They wanted employees to be curious and 
interested, instead, they were comfortable. 

IT MEANT A BIG CULTURAL CHALLENGE, 
PARTICULARLY WITH SUCH A LONG HERITAGE.

BACKGROUND CHALLENGE



APPROACH
The team started with a narrative 
that would inspire people to change 
their behaviours. Words alone 
weren’t enough, so they called on the 
expertise of a behavioural scientist.  
They focused on thinking small, 
nudging people along to the  
target behaviours. 

They experimented: trying new  
things and learning from them  
before moving on. They also 
developed five comms principles

1CHALLENGE THE 
STATUS QUO 2DON’T GIVE ALL  

THE ANSWERS

3
5

STORY-TELL 
BEHAVIOURS

DON’T TAKE OURSELVES 
TO SERIOUSLY

4USE LEADER  
ROLE-MODELS
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AWARDS RESULTS
  232 teams and 1333 colleagues 

participated in the first two years

  8% felt more engaged

  11% said they were more likely to have  
a go and innovate

  10% were more likely to say they had  
the freedom to make decisions

  10% were more likely to take  
action to improve efficiency.

Arthur Webb ran nationwide for 59 years through two world wars. When he left,  
he presented the Board with the Arthur Webb Challenge Cup that was to be awarded 
to the best team each year. The team re-instated the Cup and tied it in with a 
12-month challenge to get the teams involved. They rolled out the Cup as follows:

  Created a buzz by leaving 
moustaches everywhere without 
an explanation to intrigue people

  Developed a unique tone and style, 
and used humour disarm fear 

  Set a challenge each year but  
with no funding or guidance.  
People had to come up with  
things in their own teams. 

  Used Arthur’s story as  
a role model. 

  Focused on celebrating the 
learning/failure rather than on the 
success. The scoring was weighted 
on the how rather than the what.

  Encouraged leaders to share  
their own stories and play the  
role of sponsors/judges with  
a focus on coaching

  Launched a film that became 
central to the campaign and 
featured finalists from the previous 
year – this became a must-see film.

DRIVING BEHAVIOUR CHANGE AND CULTURE CHANGE THROUGH COMMUNICATION
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Home Group works with local authorities 
across England and Scotland, working with 
people with mental health problems and 
disabilities. They are a not-for-profit who 
reinvest their money back into social and 
affordable housing. With lots of volunteers 
and apprentices, Home Group is a place that 
people love to work. Seventy per cent of 
employees are field-based, and colleagues 
are keen to know more about the  
company strategy.

Limited channels meant the 
exec team thought internal 
communications at Home Group 
were ‘average’ ‘ok’ and ‘tired’. 
Change was needed – it was time 
to translate their strategy in a 
way that their 2800 people  
could engage with.

BACKGROUND CHALLENGE



APPROACH
The team carried out a comms review 
that included asking employees and 
the exec team what sort of comms they 
wanted. They then wove this insight into 
their strategy, realigning their comms 
with their culture as follows:

Workplace:

People wanted two-way communication, so the 
team introduced Workplace. This worked well 
and, thanks to high levels of trust, didn’t need  
to be policed. Now, 85% of colleagues use it.

Emails:

Rather than sending out blanket emails  
to everybody, they made their emails much 
more targeted.

STRATEGIC COMMUNICATIONS ON A SHOESTRING BUDGET
NICOLA CROWLEY



APPROACH

STRATEGIC COMMUNICATIONS ON A SHOESTRING BUDGET
NICOLA CROWLEY

CEO:

People wanted the CEO to be more accessible 
and visible. The team made this happen, 
including putting his picture up in the office!

Time-saving:

The team recognised that people consume and 
digest information in different ways. Now, when 
producing comms they think about what will 
help reduce people’s need to scroll through 
endless emails/news feeds etc.

RESULTS
  97% of colleagues trust the 

information they receive from 
their manager and team.

  90% trust the information that 
comes from the executive team.

  93% trust the information that 
comes from Home Group as  
an organisation.
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Halfords has over 2000 employees  
working at 318 autocentres.  
The workforce is multi-generational (16-77).

Previously, Internal Comms at Halfords 
was very dependent on email, despite 
many employees only having limited 
access. There was also a one-size-fits-all 
approach to every message, no version 
control and lots of rumours. But Halfords 
was growing and needed an intranet to 
put everything in one place.

BACKGROUND CHALLENGE



They took a ‘mobile-
first’ approach, ensuring 
everything was available on 
employees’ mobile phones. 
They made sure employees 
could give feedback at every 
point, and delivered digital 
solutions that included:

APPROACH
  Push notifications on the intranet  

to drive people to other information

 Apps that complemented each other

  Success stories from across  
the organisation

  Gamification (quizzes, senior 
management guess who)

  Collaboration areas (enabling 
colleagues to talk to each other  
via a ‘toolbox chat’)

HOW TECHNOLOGY IS CHANGING INTERNAL COMMUNICATION AT HALFORDS
AINE EGAN



360 DEGREE COMMS  
TO EMBED CHANGE  
AND MOBILISE TEAMS
KATHI LEON 
SENIOR DIRECTOR OF COMMUNICATIONS
WALGREENS BOOTS ALLIANCE



360 DEGREE COMMS TO EMBED CHANGE AND MOBILISE TEAMS
KATHI LEON

This global company produces brands that 
everyone knows and trusts. It has a young 
workforce of 2500 employees.

Walgreens Boots Alliance’s 
workforce was dispersed 
globally, with multiple cultures, 
languages and company profiles 
(Liz Earle vs Soap and Glory). 
This made it tricky when the 
company needed to launch its 
new vision and FY20 plan.

BACKGROUND CHALLENGE



The team adopted a 360 degree change 
comms approach and created a strategy 
house, focused on creating an emotional 
connection and belonging. The global  
launch was led by senior leaders, with 
follow-up activities carried out in smaller 
groups. The emphasis was on face to face 
comms backed up by other methods.  
They also asked the managers to set 
objectives, ensuring these laddered  
up to the FY20 goals. 

APPROACH

360 DEGREE COMMS TO EMBED CHANGE AND MOBILISE TEAMS
KATHI LEON

RESULTS
  They found that the comms with 

the biggest impact were the 
vision video and strategy house. 
Employee rated the launch  
an impressive 4.2 out of 5. 
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Nationwide has 15million members 
including 7000 frontline colleagues. 

Feedback from colleagues was 
that messages were too long 
and complex. However, a wide 
demographical reach meant 
people wanted to consume 
messaging in different ways.

BACKGROUND CHALLENGE



They reviewed and revised the whole end-to-end comms 
process and looked at the cultural shifts. They also 
worked with colleagues to co-create communications, 
dividing the type of comms into three groups:

Nice to know:
These featured on the Society homepage  
on the intranet

Need to know:
These were added to Rubi 

Need to do: 
These were sent via email

APPROACH

SIMPLER, CLEARER, BETTER
HEATHER MUSTAFA

RESULTS
People now love how easy it is 
to find messages once or twice 
a week, and there’s been a 
significant increase in page views.
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Citi is a leading global bank, with more than 
200m customer accounts. It does business 
in over 160 countries and jurisdictions,  
and has 220,000 employees globally,  
with 34,000 in the EMEA. 

Change had become the new normal for 
Citi, but they knew that 70% of change fails 
due to employee attitudes and managerial 
behaviour. As they made the move from a 
highly compliant culture to an innovative 
culture and implemented a client-first 
strategy, they asked: ‘How can we help staff 
to engage with change to make it more 
successful?’ Citi had always been fairly 
formal and corporate, but the team were 
keen to introduce a more human side. 

BACKGROUND CHALLENGE



The team developed a client-first strategy and asked people what they needed in 
order to deliver it. They then did the following: 

APPROACH

RE-THINKING ENGAGEMENT
DEBBIE BENNET-JACKSON

  Produced a campaign based on encouraging 
the behaviours needed for an innovative culture

  Created impactful comms with lots of thinking 
about how comms were framed

  Focused on leader participation

  Created social conversations:  
The CPO attended some of these  
conversations which was brilliant from  
a social proofing point of view

  Encouraged storytelling, with one senior 
leader sharing a story around having a 
breakdown, making it ok to talk about  
mental health

  Used external speakers

  Introduced the 30-day challenge,  
with one 10-minute challenge every day.
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LV= is a leading financial services 
provider employing over 5,500 people. 
The team knew that sixty-one per cent 
of senior leaders have wellbeing on 
their agenda, and mental health is one 
of the top three causes of long-term 
sickness – it’s an important issue.

The aim was to make every employee 
understand that LV= cared about their 
wellbeing, after all, why wouldn’t a company 
want to look after its employees?

BACKGROUND CHALLENGE



APPROACH
The team created four specific wellbeing aims:

1MAKE IT EASY TO 
ACCESS SUPPORT 2EDUCATE PEOPLE  

TO BE HEALTHY

3USE A TARGETED AND 
TAILORED APPROACH 4HELP PEOPLE TO BE 

MENTAL HEALTH AWARE

Communication

They used the intranet to start their 
journey, explaining why mental health was 
important and encouraging people to get 
involved. They started sharing stories from 
within the business around topics including 
self-care, suicide prevention, cancer, eating 
disorders, and nutrition.

COMMUNICATING A WELLBEING STRATEGY
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Buy-in
They ensured that senior directors prioritised the campaign, 
encouraging them to comment on articles and lend their 
support the various mental health initiatives.

Training and education
They trained 25 mental health first aiders and 84 wellbeing 
reps. They also ran awareness days including: wellbeing, 
finance, burnout, relaxation, sleep, self-care, detox, exercise.

RESULTS
LV= now has a wellbeing hub, 
a directory of support and a 
number of activities that people 
can access alone or within their 
teams.

COMMUNICATING A WELLBEING STRATEGY
ROSS PARKER



OVER TO YOU
We’ve been attending and presenting at lots of conferences 
over the summer, so do make sure you read all the best bits 
via our News and Insight Page.

For more insight into any of the topics, get in touch – we’re 
always keen to share!

https://engageemployee.com/forums/internal-communications-conference/
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