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Most creative communications for larger
organisations

Travis Perkins harness the power of technology and
community to actively engage 2,000 more employees
The company

The approach

Travis Perkins PLC is a British builders’ merchant and home
improvement retailer based in Northampton. It operates
1,900 outlets, and has more than 27,000 employees in the
United Kingdom & Ireland.

The first step for the team was to create a trial Google+
community for Travis Perkins “MyPerks” benefits brand.
It took everyone by surprise and snowballed into a large
community very quickly. Employees were using it to give
advice and feedback, especially during the launch of Travis

The challenge
Travis Perkins is an ambitious business, using acquisitions
to increase their scale and activity, whilst at the same time
simplifying internal processes and activity. To combat
these periods of change and continue moving forward
with Travis Perkins’ wider strategic goals, the company
adopted Google+ communities for a more collaborative
approach to work and data sharing. The popularity of this
initial community led to an opportune moment for the
Reward Team to revitalise benefit communications for their
“MyPerks” engagement hub to be inline with the wider
technology strategy.
Before this, staff surveys were carried out at regular
intervals by the Travis Perkins team and identified that
colleagues were only partially aware of what their benefit
package actually had to offer. They had a good system
in place, using leaflet drops and face-to-face interaction,
except the effect was limited in a busy environment, and
these resource-intensive campaigns meant it could take
weeks before the message reached everyone.

Perkins “Green Car” benefit – talking each other through
the process and proudly posting pictures of their brand
new cars. Which, of course, led to even more applications
being made.
The community was also important in distributing
constructive feedback so employees could chime in open
and honestly and improve the employee experience. The
feedback loop, which ordinarily would have been lost
in traditional channels, resulted in an uptake in benefits
across the hub.
Travis Perkins’ community was a success and the Reward
Team found questions being asked in the group were
being answered by those in it quicker than the team could
address them, giving them back time to progress with
work beyond day-to-day admin.

The result
The MyPerks Google+ Community is now a major
communication channel of 1,500 passionate advocates
who spread benefits awareness beyond the group and help
to bridge the gap between less tech-savvy colleagues. This
helped Travis Perkins to achieve the following results in line
with their objectives:
•

75% of employees giving positive answers to surveys
for increased awareness and satisfaction with their
benefits offering.

The team saw one main goal which could be achieved
here – marry the intensity of face-to-face communication
with the responsiveness and immediacy which technology
brings. And within this, they identified the following
objectives:

•

2,000 more employees are actively engaged with
the MyPerks hub and have spent an extra £600,000
compared to last year.

•

Increase employee engagement and spend through
benefits.

•

All business units which were previously not engaged
with Groups Benefits are now onboard.

•

Improve perception of benefits with greater
transparency and access.

•

Attract business units which currently do not engage
with employee benefits.

The Travis Perkins team also use the community to trial
proposals for new benefits, allow approved suppliers to
engage with members directly, and identify issues before
they become major – a way to quickly implement change

6

www.engagementexcellence.com

Travis Perkins took home the award for ‘Most Creative
communications for larger organisations’ at the
Engagement Excellence Awards 2017

and improve the MyPerks brand, and increase employee
satisfaction.
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Most creative communications
for smaller organisations

Oliver Bonas use launch boxes, competitions, and
cartoon characters to creatively increase usage and
savings for a largely offline workforce
The company

The approach

Oliver Bonas has gone from selling clothes designed by
others to creating their own ranges and becoming a retailstaple on the high street. Today, they have 62 stores across

Oliver Bonas quickly saw value in partnering with Reward
Gateway to use an employee engagement platform which
houses their existing benefits alongside the addition of
unbeatable employee discounts. The platform has been
completely customised to the Oliver Bonas brand and
culture, and can be accessed on any device. Ideal for the
offline demographic. With the platform in place, the Oliver
Bonas team gathered support from management teams and
encouraged them to be the front line promoters of the new
offering. This included highlighting the enhancements of the
new offering and instructions on how their teams can get
registered.

the UK and 780 employees who work to their company
values of “Work Hard,” “Play Hard” and “Be Kind.”

The challenge
Back in 2015, Oliver Bonas conducted an employee
engagement survey to review their entire benefits offering
with the findings indicating that what they offered was,
in fact, fair and competitive. However, it highlighted their
main challenge – internally communicating an online
offering to their 70% offline workforce who work in-store
and in warehouses. Something many in the Retail industry
struggle with.
Team members in these areas don’t have a work email
address and they don’t have access to their own computer
during working hours. Those working part-time are only in
the business for a few days a week, too. This leads to them
missing company updates from not always seeing their
manager or being too busy serving customers during peak
trading periods to check for themselves.
With this in mind, Oliver Bonas identified four key
objectives:
•

Review what’s currently being offered to ensure
competitiveness.

•

Create an engaging and creative communications
strategy.

•

Increase traffic and uptake of benefits from all team
members.

•

Ensure all communications reflect Oliver Bonas’ brand
and culture.
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To kick off their creative communications and add to their
overall communications strategy, the team built momentum
pre-launch with a series of custom designed posters and
emails – creating curiosity and excitement across the
company. When the curiosity reached its peak, each store
received specially-designed launch boxes. In the customdesigned boxes were party food, personalised letters,
posters and an interactive “flapper” leaflet which displayed
different images and messages when folded in different
ways.
Each box brought a wave of joy to each store and set a tone
of celebration. In the midst of this excitement, managers
conveyed key information about the new offering, and the
launch assets prompted employees to register and use the
new offering while on their lunch breaks or while at home.
To maintain a buzz post-launch, clever competitions
showcasing cartoons of the Oliver Bonas’ business owners,
hidden on the new hub, prompted team members to write
a paragraph about what they value the most about the new
offering. Those who took part could win exclusive prizes
from the company’s partners. Oliver Bonas has also been
able to keep the offering engaging and current by being
able to instantly update content and continually refresh the
design and imagery used.

#EnExAwards |

@EnExcellence

The result
Oliver Bonas saw an instant impact on how team members
viewed their benefits and, importantly, how the benefits made
them feel. A steady increase in platform registrations and
anecdotal feedback added to the overall impact. This was
proven with the usage results and also from the incredible
feedback which employees anecdotally passed on throughout
the competition.

Oliver Bonas scooped the award for ‘Most creative
communications for smaller organisations’ at the
Engagement Excellence Awards 2017

With Oliver Bonas’ offering keeping everything in one, easy to
access place and their new approach to communication, they
saw:
•

20% increase in team members surveyed agreeing they
understand and engage with their benefits offering – only
six weeks after launch.

•

78% of team members are now active users with a noted
increase from their offline demographic.

•

65% increase in traffic to the offering and a 44% increase
in savings made through employee discounts.

Benefits are now even more critical to the Oliver Bonas brand,
with thorough discussions on the new offering during the
interview and onboarding stage, a new benefits page on the
recruitment portion of the Oliver Bonas website, and even oneto-one training on how to use the platform with new starters.
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Most creative communications for public
sector / charity organisations

Transport for London (TfL) refreshes benefits brand to
increase usage by 65% and better educate employees
on the merit of total reward
The company

The approach

TfL has been responsible for keeping public transport
in London moving since 2000. In 2015, at the time of
reviewing their communications strategy, TfL had 24,000

In order to reach as many employees with their new
communication strategy as possible, the TfL team involved
communication experts from each business area and held

employees working across more than 500 locations, with
many of their people working offline and remotely.

focus groups. They consulted on what worked well and
what didn’t, finding that employee communications were
getting lost in a sea of other pieces all branded to match
TfL’s standard corporate blue.

The challenge
Transport for London (TfL) has partnered with Reward
Gateway since 2010, providing employee discounts
and salary sacrifice through “myTfL.” In that time, the
perception of reward was suffering and directly impacting
employee engagement. Whilst an impressive 90 per cent
of TfL’s workforce were registered with the website, only
22 per cent were accessing it each month. TfL knew they
would need to increase awareness by redefining their
communication strategy to drive up usage, better educate
employees and improve the perception of the wider
reward package.
Upgrading to Reward Gateway’s all-encompassing
employee engagement hub in 2015 - which maximises
benefits through an easy to use platform, encouraging
repeat visits – gave them the chance to do this. With
no additional budget, they needed to find innovative
communication ideas at no extra cost.

The team quickly set about refreshing the reward
communications, opting for bright and bold images, which
would stand out and be noticed. TfL used the same tactic
for their employee engagement hub and simplified the
user experience by only showing key messages, which link
through to richer content.
Further feedback told the team that employees were
only really using discounts to save on groceries and big
retailers. And with over 800 other retailers offering a great
discount, the team started running new campaigns every
three weeks to promote the wider range of offers available
on myTfL, highlighting to employees how they could save
more of their money.

The result

A similar approach was taken with Cycle to Work. The
team promoted application windows through attentiongrabbing prize draws to win a free bike and sent out
reminder emails if signed hire agreements had not been
returned leading up to the deadline.

•

With the communications, promotions and engagement
hub all being rebranded to match the exciting new design,
the team looked for new channels to communicate their
message. They managed to reach more than 5,500
operational staff, who had previously been hard to engage
with, by communicating the different deals staff could
benefit from using digital signage and screens in train
depots and rest areas.

The sheer range of channels, the scale of the
communication work undertaken, and the
determination to reach every employee is what made
this strategy so creative, compelling, and effective. And
it achieved the following results:
65 per cent increase in the number of monthly
users since the communications were redefined,
and a total of 81 per cent unique users over the last
12 months.

•

20 per cent increase in average monthly spend
through employee discounts to £1.5 million, and
a 6 per cent increase in employee savings to £1.7
million over the last 12 months.

•

13,650 orders placed on average per month – the
highest number ever recorded on myTfL.

•

25 per cent increase in Cycle to Work applications
in one application window, and 200 per cent
increase in uptake of Dental Insurance and a
significant increase in other voluntary Health Cash
plans

consistently delivered through channels that employees
actively engage with. Their employee engagement hub
allowed them to be more creative, despite minimal
budget, and effectively educate employees on the
importance of the wider reward package.
Transport for London won the accolade of ‘Most
creative communications for public sector / charity
organisations’ at the Engagement Excellence Awards
2017.

TfL’s results show the importance and impact of a
uniquely branded communications campaign, which is
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Best branding for larger organisations

Edwardian Hotels wrap new branding into employee
hub and communications to increase spend by four
times and reduce employee turnover by 20%
The company
Edwardian Hotels has built their business over the last
40 years on the ideals of individuality, passion and
professionalism to deliver experiences which keep their
guests delighted. Now, they have 2,300 employees
working numerous shift patterns at 12 different locations.

The challenge
Edwardian Hotels pride themselves on their individuality,
passion, and professionalism, calling their employees
Memory Makers to reflect their levels of service. After 40
years of being in business, the company saw a need to
bring all of their individual entities together and rebrand
under one identifiable hotel chain. Many of Edwardian’s
2,300 employees had little knowledge of the company’s
roots and so their HR Team was tasked with bringing them
all together as a community with shared values.
The team assessed their current offering and saw that their
HR systems didn’t symbolise what Edwardian stands for,
showcase their true beliefs, or reach the masses of their
employee base. This led them to search for an employee
engagement hub which would be a one-stop-shop for
all of their Memory Makers – immersing them in their
brand and those core beliefs. Edwardian’s new hub, My
Edwardian, would need to become an employee-centric
tool which was paramount to their working experience.
True to the Hospitality industry, Edwardian’s workforce is
massively diverse. Employees ranging from 17 years old
to 81 – some with 49 years of service! – work side by side
and the multi-national representation covers no less than
91 countries. And with only 45% of Edwardian’s employees
online during working hours, bringing these unique
individuals together under a new brand was going to be a
challenge. Especially with the team seeing this as the one
and only chance to harness their new identity and direct a
cultural shift.

The approach
Edwardian Hotels London won the award
for ‘Best branding for larger organisations’
at the Engagement Excellence Awards 2017.
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To seize this opportunity, the HR Team partnered with
their marketing colleagues who had put the external
branding together and could help tie it to their employee
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engagement hub and wider offering. Together, they
created a turbocharged strategy for the year ahead and
established the three core values which an Edwardian
Memory Maker needed to succeed – the mind of a leader,
the spirit of a warrior, and the heart of a host. For the first
time in Edwardian’s history, they had an internal brand
which would set the foundation of the entire employee
experience.
To give Memory Makers an offering which was immediately
identifiable as being Edwardian, the team matched their
employee engagement hub to their new internal brand.
The custom logo incorporated Edwardian Hotel’s flair for
iconography and the homepage of the hub was rooted in
striking colour and carefully selected imagery.
The team built further solidarity with Reward Gateway,
who put together a communication campaign which
utilised all of the available channels for launch and
beyond. Part of this involved tying the new branding to
email communications and engaging collateral which
was designed for employee induction roadshows. With
everything in place, the team had a plan which reached
every corner of the business.

The results
The My Edwardian hub launched in February 2017 and
within one month the team saw fantastic results:
•

Employee registrations rose from 36% to 48%.

•

Spend increased by £71,000 compared to February of
the previous year.

•

And now, spend has increased overall by four times of
the previous year.

The team have also seen improvement in their employer
brand, noted in the increase in personal recommendations
for roles and an increase in registrations on the
engagement platform – showing Edwardian that their
employees now feel emotionally engaged with their brand.
And, to top it off, projected employee turnover for 2017 vs.
2016 has seen a 20% reduction.

www.engagementexcellence.com
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Best branding for smaller organisations &
Most strategic communications for smaller
organisations

Nottingham Trams use unique communications to
engage remote workforce and achieve Investors in
People accreditation
The company

The approach

Nottingham Trams has been operating for 13 years and
now have nearly 300 employees in a wide range of remote
working roles. Largely male and predominantly offline,
their workforce is focussed on providing a great customer
service to all they encounter.

In order to have a brand, you need to have a name. And
the Nottingham Trams team decided to introduce a
mascot for the app called EmMA – taken from Employee
Mobile App. EmMA is a pink and white robot, created to
attract Nottingham Trams’ wide-ranging demographic, and
is based on the image of a former employee who was the
go to-person whenever someone had a problem or needed
advice.

The challenge
The Nottingham Trams HR team carried out an employee
engagement survey which showed that most of their 300
employees were disengaged from communications and the
business, something which needed to change in order to
become accredited as Investors in People.
The team had found effective communication to be
elusive, understandable when factoring in the employee
demographic of largely male, between the ages of 40 to
60, and 80% working remotely as Tram Drivers, Travel
Officers, Cleaners, and Engineers. Nottingham Trams
also saw that their intranet-based benefits offering was
delivering low engagement since it hard for employees
to access and was spread out among different providers.
This increased administration for the HR team and made it
confusing for employees – who didn’t view it as a benefit
at all.
In November 2016, Nottingham Trams made the decision
to build an Employee Mobile App for their people, in the
hope it would bring all of the benefits into one place and
break down the communication barriers. They also knew
that providing an app couldn’t appear as a management
gimmick, so getting the branding right was seen as critical
to its success.
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EmMA’s main aim was to give the app a friendly
personality and make the new technology more
approachable for those who might be less inclined to
instantly adopt. The team made EmMA part of Nottingham
Trams, giving her the honorary title of Engagement and
Communications Assistant and making her a key driver for
the communication of the app. Elements such as “Report
an Issue” were changed to “Ask EmMA” to complete the
personalisation.
Nottingham Trams extended the EmMA brand to their
Reward Gateway benefits offering too, calling it “EmMA’s
Benefits.” Using discounts and salary sacrifice, now from
one provider, the team gave real value to their employees
in a central platform which was designed around a strong
Nottingham Tram’s theme. The use of artwork focused on
trams and key Nottingham landmarks, making it instantly
recognisable to all of their employees. And, with the three
elements of EmMA, the Trams, and Nottingham in place –
Nottingham Tram’s brand was born.
To communicate EmMA’s Benefits, the team devised a
strategy which included stickers in payslips, desktop
screensavers, posters, banners, drop-in sessions, and
using employees as advocates. This was rounded off
with “EmMA’s Essential Guide,” given to everyone in the
company and created to visually explain how to use the
new app.

#EnExAwards |
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The result
Having EmMA as part of the team, Nottingham Trams
employees had a single place where they could get their
benefits and need to know information, at all times. Aided
by Reward Gateway’s single sign-on technology (SSO),
the team saw 67% of employees download the app and
register for the EmMA’s Benefits hub – in only four weeks.
Companies of a similar size usually only see these levels
of take up after 12 months. Nottingham trams employees
also increased their take up in Cycle to Work and Childcare
Vouchers applications thanks to simplified use made
possible by SSO.

employee’s everyday lives and is used continually for
promoting all of their readily available benefits

Nottingham Trams took home the awards for ‘Best
branding for smaller organisations’ and ‘Most
strategic communications for smaller organisations’
at the Engagement Excellence Awards 2017.

Crucially, the team saw a marked improvement with their
remote employee demographic. From their 139 Tram
Drivers, 97 of them logged in during the first month,
compared to only 19 using the old intranet in the same
month of the previous year. And over the following
few months, that figure rose to 112 individuals actively
engaging with the offering – a high 80%.
Nottingham Trams received their Investors in People
accreditation thanks to the increase in engagement, which
the team are really proud of. And they’re not resting
on their laurels either, with an EmMA brand refresh in
development, their brand continues to be part of their

#EnExAwards |
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Best branding for public sector / charity
organisations

CultureNL tie branding to brand new benefits offering to
consolidate employee-to-employer relationship
The company

The approach

CultureNL were established in 2013 as an arms-length
organisation of North Lanarkshire Council to better
support the local community. They have a diverse
workforce who work marginally more offline and have 820

CultureNL’s team saw the opportunity to use Reward
Gateway’s employee engagement platform to bring all
of their benefits into one central place, and allow offline
employees access on their own time through a device
of their choosing. The team called their new platform
Culture Vultures and chose a cartoon vulture as their logo
to match. They also partnered with Reward Gateway’s inhouse Design Team to create a hub which was fun, quirky,
emphasised a positive message, and matched the colours
of CultureNL’s logo.

employees covering 117 locations.

The challenge
CultureNL were keen to create their own identity which
emphasises the role they play in delivering a wide range
of initiatives to their local community. They also manage
almost all functions within these initiatives from catering
to cleaning, right through to caretaking, providing a richly
diverse workforce as a result.
As a charity, the HR Team were looking for cost-effective
ways to increase employee engagement and satisfaction
whilst, at the same time, reinforcing their organisational
identity. The team were also aware of organisational
changes and efficiency savings on the horizon which
would impact staff morale and motivation. To achieve
the first and avoid the latter, CultureNL sought a benefit
initiative which would particularly help the employees on
lower salaries and those working part-time hours – and
who would typically spend a larger proportion of their
income on daily essentials.
With over 110 locations and over half of their workforce
offline during working hours, CultureNL found difficulty in
communicating to everyone and making the employees
feel as though they all work under the same umbrella.
The team also only had team meetings and notice boards
as their main communication channels, which meant
they needed a new approach to highlight and distribute

With the Culture Vultures platform being launched two
days before 14th February, the team took the opportunity
to match the launch and communication pieces to a
Valentine’s theme, whilst at the same time promoting it as
something new and exclusive to CultureNL staff. The team
captured this by giving out a postcard to each employee
and pinning more than 150 posters in key staff areas. To
further encourage employee participation, CultureNL ran a
competition for staff to find a name for their new cartoon
vulture, resulting in him now being known as Calvin the
Culture Vulture.
Shortly after launch, the team moved away from the
Valentine theme and distributed further promotion
materials – ensuring the picture of Calvin and various bird
references were used. They also utilised the instant nature
of their employee engagement hub to update information,
highlight specific benefits – such as their new Cycle to
Work scheme – and ensure that the content displayed is
easy to read, relevant, and easily accessible

The result
Prior to the launch of Culture Vultures, CultureNL had no
employee benefits programme in place and this marked
the launch of a brand new initiative. Within the first 30
days, Culture Vultures became recognised throughout all
parts of the organisation and 141 employees had registered.

CultureNL took home the award for ‘Best branding
for public sector / charity organisations’ at the
Engagement Excellence Awards 2017.

The team are using this momentum by continuing to work
closely with Reward Gateway to maintain Culture Vultures
as their core communication tool, with regular updates
and new features to keep it fresh. They are also recruiting
internal champions to act as advocates for their platform
by looking at the readily available data to identify and
focus on areas of the organisation where uptake can be
improved.
And as far as results go, nothing says it better than those
using the offering:

relevant information to their staff.

“I‘ve used Culture Vultures for everything from my weekly
shop to booking my holiday abroad and getting a better
broadband deal. So far I’ve saved £197 and got £140
Cashback in 3 months, which is amazing!”
“Culture Vultures is brilliant – I’ve saved money on my
weekly shops, furnishing my home and garden and trips
to the cinema. Delighted that our employer provides this
rewards scheme!”

18

www.engagementexcellence.com

#EnExAwards |

@EnExcellence

#EnExAwards |

@EnExcellence

www.engagementexcellence.com

19

Most strategic communications for larger
organisations & Best evolution of company
benefits

Atos use employee engagement platform to offer
employees unique benefits set and actively engage 90%
of their hard-to-reach workforce
The company

The approach

Atos provide information technology services throughout
the UK & Ireland with 9,300 employees working across

Atos’ team invited a group of diverse employees to be their
Prosper Champions who got early access to the engagement
hub and were a sounding board for communication
challenges. The team saw this as an important step in
forming their strategy as well as giving them another channel
during launch which would maximise engagement through
word of mouth.

many different geographical locations. The company has
recently grown through mergers and acquisitions resulting
in a diverse employee base.

The challenge
Back in 2013, Atos undertook a Great Places to Work survey
which revealed 65% of their employees were looking for
their company to provide a unique set of benefits relevant
to them and their individual lifestyles. Atos already had an
offering in place, iChoose, which wasn’t getting the levels of
engagement they I had hoped, and so opted to partner with
Reward Gateway to launch “Prosper” – their new employee
engagement platform. The team deliberately chose Prosper
as the name as it signalled the end of the defunct iChoose
offering and created a new brand identity of success and
fortune.
Further feedback from the survey showed that employees
also had a lack of understanding towards their benefits and
total reward package. Atos’ HR team decided to use Prosper
as an holistic one-stop-shop platform to bring all of these
aspects together. They knew for this to be a success they
needed to get across the message that the new benefits are
far better than the previous and ensure their people would
want to use them.
To do this, the team put together a pre- and post-launch
communication strategy with the key objective to drive
employee engagement and promote their new set of
benefits as being usable by everyone. Critical decisions
would also need to be made around the diversity of their
workforce, with 40% being site- or home-based, 10% being
offline, 400 based overseas, and 211 operating locations to
consider.

With the important feedback gathered from their Prosper
Champions, the team had now identified no less than 12
communication channels. Highlights of which include:
•

Scheduled eCards – for joiners, birthdays, and service
anniversaries.

•

Branded merchandise & roadshows – Prosper goodies
given out at launch.

•

Manager packs – for managers to educate offline
employees about benefits.

•

Leadership-hosted calls hosted with the entire company
to promote Prosper initiatives, hosted by SVP of HR.

To refine their focus, the team categorised their offering
into three pillars – MyHealth, MyWealth, and MySelf – and
established a plan which takes into account key holidays
and internal initiatives. This includes the Wellbeing@Work
week where the team used Prosper to promote the Reward
Gateway-provided benefits such as Cycle to Work, employee
wellness and an array of healthy lifestyle discounts. Atos also
tied the promotion of recognition into their Prosper hub,
utilising it to promote weekly themes alongside engaging
content which is appropriate for all employees.
Through evolving the hub, the team were able to include peer
to peer eCards, manager led InstantAwards, the Atos Star
awards, a Hall of Fame, and the ability to send a colleague
flowers in special circumstances. They also turned their focus
to financial wellbeing with Barclays Workplace piloted at

The result
During the implementation of their Prosper hub, the Atos
team had set a benchmark figure of 60% engagement
within the first 12 months. They far exceeded this, seeing
90% of employees actively using the hub in the first year
– with 40% of these registering in the first two weeks! The
team have also seen spend rise month on month over and
by Prosper’s third year, £3.1 million had been spent through
the platform with employees saving £243,000.

Atos scooped awards for ‘Most strategic
communications for larger organisations’ & ‘Best
evolution of company benefits’ at the Engagement
Excellence Awards 2017.

Direct feedback from employees has also shown Atos that
their communications are reaching those at home and
offsite locations:
“Working on the NS&I account [offsite] can mean I don’t
have ready access to an Atos laptop, but since joining I
have learnt about Prosper and how easy it is to access from
home. My wife is obsessed!”
Atos continue to communicate the value of wellbeing
to their people and in January 2017 launched Reward
Gateway’s SmartFit™ product, offering discounts at gyms,
boot camps and on home equipment.

their three largest sites. And in line with their evolution, Atos’
team launched a digital banking solution where employees
can book phone or video conference appointments to
discuss their financial needs.
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Most strategic communications for public
sector / charity organisations

Home Group consolidate offering into central hub with
improved discounts and achieve higher engagement in
two weeks
The company

The approach

Home Group is a social enterprise charity and is now one
of the UK’s largest providers of high-quality housing and
supported housing services. They have a largely online

Home Group’s team saw the importance of keeping
colleagues involved throughout the project and chose
to engage them through webinars, supplier demos and

workforce of 3,200 employees who operate from 120
locations.

remaining transparent, as well as asking what they “liked”
about the current offering and what they would “love”
to see. After this initial phase, Home Group decided to
partner with Reward Gateway. This allowed them to create
a central employee hub called “My Discounts” with the
important additions of single sign-on for seamless access,
improved employee discounts and reduced running costs.

The challenge
Home Group conducted a review of their benefits offering
to meet two main goals – reward and retain brilliant
people, and be 20% more efficient. The Home Group HR
team used focus groups and reward surveys to discover
that their colleagues didn’t know about the benefits
available or understand how they fit into their overall
package. This was compounded by the fact that less than
20% of colleagues were using the available employee
discounts.
The offering which Home Group had in place at the time
was outsourced to a third party and required colleagues
to go through a cumbersome double login process which
required remembering two passwords, caused frustration
and generated large amounts of admin. On top of this, the
employee discounts were added in by another third party
who didn’t pass on the full discount amount to employees,
keeping some back for themselves. It neither rewarded
brilliant people nor offered efficiency.

Home Group’s Internal Communication team then worked
with Reward Gateway to tie their employer brand to their
internal concept of “that’s when it hits home” – focussing
on real-life examples of how colleague and customer lives
can be impacted. This also included the design of a My
Discounts hub logo which featured their corporate colours,
images of colleagues used on promotional materials, and
customised postcards sent home.
Two weeks after launching the My Discounts employee
hub, Home Group launched Facebook for Work. This
allowed the team to share updates, stories, pictures
and videos, massively increasing the visibility of the My
Discounts offering and bringing it to the forefront of
colleague’s minds.

The results
Thanks to the involved colleague approach, Home Group’s
workforce was engaged even before the My Discounts
hub launched. Within two weeks of launch, Home Group
saw 25% of colleagues engage with the offering, as well as
spend reaching 3x the amount from the same period of the
previous year. More than half of the most popular retailers
on My Discounts are instant, showing that the improved
range is making a big difference for colleagues who work
remotely and rely heavily on the use of smartphones.

Home Group won the accolade of ‘Most strategic
communications for public sector / charity
organisations’ at the Engagement Excellence Awards
2017.

The team’s efforts to revamp communications have been a
hit too, with 85% of colleagues using Facebook for Work,
giving them the leading edge in their sector – as measured
by Facebook feeding back that Home Group is one of
their most successful NGO launches. And not only have
Home Group seen a higher ROI compared to the previous
provider, it also saves them £9,000 a year compared to
outsourcing. On top of this, they’ve achieved a 33rd Great
Place to Work position and plan to re-invest their extra
budget into recognition, further enhancing retention and

Benefits perception has a direct link to attraction and
retention so the HR team had the challenge to increase
engagement and awareness with Home Group’s reward
package. A large part of this challenge was the modest
budget which the team had to play with and value for
money was a key decision driver.

engagement.
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Engagement leader of the year

Deirdre Ward, HR Business Partner at Watford
Community Housing utilises employee engagement to
improve customer satisfaction from 65% to 93%
The company
Watford Community Housing is a housing association
which owns and manages nearly 5,000 homes in the
South East. They were established in 2007 and have 170
employees working with the vision to provide “Better
homes, friendlier communities ...together.”

The challenge
Watford Community Housing hadn’t measured employee
engagement since their transfer from the local Council
in 2007. In November 2013, the organisation’s team
surveyed their employees and found only 43% of them
were engaged with the business. Deirdre Ward, the
organisation’s HR Business Partner, holds the responsibility
to transform the culture at Watford Community Housing
and increase the levels of employee engagement.
To do this, Deirdre identified areas which needed
improvement. These included:
•

Discontent towards management for seemingly unfair
pay reviews

•

A lack of benefits communication

•

Off-site employees having to come into offices to
book annual leave

•

Large amounts of paper-based systems which caused
confusion and error

•

Incoming customer calls taking 15 minutes to be
answered

•

A low score of Customer satisfaction at only 65%

Deirdre sensed a large amount of change would be
needed and intended to use her partnerships within the
management team to clarify what was needed for their
people, develop better employee relations and drive
organisational performance.

The approach
Dee is clearly a champion at Watford Community Housing
and now she’s an award winner, too, having taken home
the award for ‘Engagement leader of the year’ at the
Engagement Excellence Awards 2017.

choosing to partner with Reward Gateway to provide
the “Gateway Rewards” employee hub and making their
unbeatable discounts offering available to all employees.
Deirdre also used the hub to create a new intranet which
allowed employees to recognise each other for a quarterly
staff award, and vote for an overall annual winner.
In partnership with management consultancy, Deirdre
put a new development programme in place for the
organisation’s business leaders, leading in this by
becoming qualified as an accredited coach. This has
increased management’s capabilities and created a
common language which all employees can identify with.
To add to the learning and development and improved
management oversight, Deirdre also implemented an
online appraisal system so managers could conduct
appraisals fairly, with added transparency to both
managers and employees.

The results
Deirdre saw all of her efforts being essential to improve
employee engagement which she believed would then
increase levels of customer satisfaction. To help, now, HR
information, leave booking systems, forms and policies
are accessible online so both on or off-site employees can
access them on a mobile device. To amplify engagement,
Deirdre came up with the idea to give all employees a
powerbank to keep mobile devices charged. She saw a link
between employee engagement and increased customer
satisfaction. And she was right:
•

Incoming customer call waiting times dropped from 15
minutes to 14 seconds.

•

And customer satisfaction increased from 65% to 93%.

Coupled with the management initiatives Deidre actioned
using the hub’s accessibility, Deirdre has begun to think of
employee engagement as affecting many aspects of the
business. And she was right on this, too: Her engagement
project has delivered a direct impact to the business of a
£5,000 return on investment per annum.

Deirdre was quick to realise that change wouldn’t happen
overnight and it would take prolonged and sustained
success to create lasting change. Her first port of call was
to review their employee benefit offer. This led to Deirdre
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Engagement team of the year

Ashford Borough Council use engagement hub and
employee advocates to engage 81% of their staff
The company
Ashford Borough Council is a local authority providing
services to those living in Ashford, Tenterden and the many
surrounding villages. They have nearly 460 employees
who work from 18 locations, with almost all having online
access.

The challenge
The team at Ashford Borough Council had one clear
challenge – how to reward staff in a public sector, local
government environment whilst being faced with a
decreasing government grant. This was particularly
important as the Council wanted to attract talented
employees who would fit in with their forward thinking
vision. And to do that, they knew they needed to provide a
suitably strong employee reward package.
In a time of low funding, the team needed to persuade
their management team that the money needed for
employee reward was justifiable in a time when pay rises
were limited. The age-old public sector question would
also need to be answered – could the cost be justified?
In order to show the merit for overall employee reward,
the team cleverly gauged the interest of their people to
see if it was something they actually wanted. After a single
day, a quarter of staff registered their support. These
encouraging employee statistics were incorporated into a
wider pitch to management, and soon after a trial period
began.

The approach
Seeing the value for money in partnering with Reward
Gateway, the team implemented their employee
engagement hub and named it “My Ashford Rewards,”
complete with unbeatable employee discounts. A custom
designed cartoon pig named “Wilbur” was also created in
conjunction to become the hub’s mascot, complete with
his own monthly article in the staff magazine. The team
used this to establish a recognisable brand which they
could tie into seasonal initiatives, such as highlighting the
January sales, summer holidays and Christmas shopping.
In order to reach every area of the Council, the team used
a direct communication strategy aimed at continuously
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drip-feeding information as employees sit at their desk and
move around the building. This helps the hub form part of
their everyday routine through the following channels:
•

Intranet news items

•

Posters in meeting rooms, communal areas, stairways,
lifts and toilets

•

Images added to the desktops of all computers

•

Carousel images added to intranet which scrolls
through latest news

•

Monthly staff magazine

•

Information for all new starters followed up with a
personal email

•

Roadshows

The team also used their hub and discounts to create
a buzz amongst the Council and form the first staff
engagement team. This team is made up of a wide variety
of volunteers from mixed genders, ages, lengths of service
and departments. They provide valuable feedback as well
as actively drive awareness and engagement through the
Council, being particularly effective in areas which find
traditional communications too corporate.

The result
Thanks to the team’s efforts, there is 81% engagement
with their “My Ashford Rewards” hub, 371 live
registrations and to date there’s been a spend of
£1.3 million – which has given employees a saving of
£126,000. The cost savings the organisation has seen
is nearly 2x that of a company-wide pay rise, as the
£126,000 saving employees have made would have
cost £156,000 as a pay rise, considerably more than
what the Council spend on the overall offering.
The team have also seen scope to expand their
offering to include recognition through Reward
Gateway’s eCards, which will be designed to fit into the
immediately identifiable “My Ashford Reward” brand.
As for the formidable team of engagement volunteers,
their enthusiasm and dedication has made a
considerable impact to the engagement of benefits and
wider staff events.
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Ashford Borough Council showed that
teamwork makes the dreamwork by winning
the award for ‘Engagement team of the
year’ at the Engagement Excellence Awards
2017.
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Most effective launch & Most integrated
engagement platform

GO Outdoors consolidate discounts and career
development into one hub and increases sales figures
and improves customer service
The company

team also placed posters, table toppers, and leaflets in key
areas of stores.

GO Outdoors is the UK’s largest retailer of outdoor
equipment and have a predominantly part-time workforce
of 2,400 employees. Many of these work offline from 62
locations across the UK.

To capitalise on the momentum, GO’s team used social
media to create a teaser campaign with gifs, videos, banners,
and competitions. This was combined with word of mouth
promotion from brand ambassadors, store managers, and
leadership team members who had early access to the new
offering with the added bonus of money to spend in their
discounts account.

The challenge
GO Outdoors had the same challenge felt by many in the
retail sector – engaging predominantly part-time staff who
work offline across multiple locations. The GO Outdoors HR
team also had to deal with a lacklustre intranet and limited IT
infrastructure.
The team ran an employee engagement survey and found that
almost all employees thought working at GO wasn’t rewarding
enough, an issue highlighted further by the company’s high
staff turnover rate. They also identified that the biggest gaps
in the current offering were the accessibility of employee
development tools, keeping everyone up to date with company
news, and being able to recognise people for their hard work.
With these gaps in mind, the team at GO decided to partner
with Reward Gateway to provide an engagement hub which
would be a one-stop-shop for everything which an employee at
GO would ever need.

The approach
When naming their hub, the team chose “GO for it!” and
answered many initial questions from employees about what
the new offering would entail by using the instructional tagline
of “make life more rewarding.” With such a diverse workforce,
the team at GO knew they would need much more than a
name and a tagline, which led them to grow their engagement
reach with a multi-channel approach.
This began with a flyer attached to each payslip, covering the
key messages about the launch. The team knew in doing this
they would also spread awareness to colleagues who were
seasonal and due to come back at a later date. For the easier
to reach employees in the Support Centre, a secret desk drop
of save the date cards were placed on everyone’s desks. The
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As employee development was a key part to the platform’s
success, the team used Reward Gateway’s single sign-on
capabilities to integrate their e-learning offering and make
it accessible from home. Colleagues were in the driving
seat of their development for the first time and the use of
gamification added an element of fun. The team also added
the eCard product to their platform to allow for instant
peer-to-peer recognition – allowing any employee to send
a personalised “Well Done” or “Thank you” message to a
colleague.

The result
Through all of this promotion, the team successfully got across
the message that “GO for it!” was more than the unbeatable
discounts available – it’s a place for colleagues to develop
themselves, further their careers, and feel more included in the
business. This was echoed in the first two weeks with 42% of
employees registering and a whopping 122% increase in the
number of e-learning modules completed.
12-months post launch and the team have seen participation
in their engagement survey hit an all time high of 87% and
their overall engagement score has increased. On top of this,
£200,000 has been spent through employee discounts with
staff saving £20,000 overall, meaning each person is saving
around 10% each time they use the offering.
GO has also seen how a more positive working experience for
their employees has led to higher levels of customer service.
This is reflected in sales hitting an all-time high and improved
feedback from customers on how helpful people in-store are.
To further improve on this, GO added Reward Gateway’s eCard
recognition product to their hub and saw over 500 digital
cards sent in only three weeks of launch.

#EnExAwards |

@EnExcellence

GO Outdoors scooped the awards
for ‘Most effective launch’ & ‘Most
integrated engagement platform’
at the Engagement Excellence
Awards 2017.

Most effective relaunch

SThree consolidate benefits into one-stop hub and relaunch
benefits brand, reducing employee turnover by 17%
The company
SThree is a global staffing organisation who recruit for
the science, technology, engineering and mathematics
industries. They have 800 employees who are all online
and work from six different locations.

The challenge
SThree had a variety of benefits in place which were being
underutilised as employees found it difficult to engage
with them. Employee discounts were on one platform,
further benefits on another, there was a lack of information
on what was available and the process wasn’t user-friendly.
SThree’s HR team found that all of these issues combined
had led to a negative perception amongst the workforce
towards their total reward package.
On top of this, a round of global restructuring had resulted
in headcount reductions and morale was at a low point,
leading to a high turnover of staff. SThree’s team had a
modest budget to create an offering which would retain
the company’s high performers and attract the best talent.
As SThree already had a set of benefits in place, part of the
challenge was promoting what was currently available. The
team also knew that ultimate success meant they would
need to consolidate all of their benefits into one easy-touse platform, supported by an immediately identifiable
benefits brand which captured SThree’s renewed values of
“Respect,” “Rapport,” “Reward” and “Energy.”

The approach
The first step in the team’s approach was to renew
the partnership with Reward Gateway, continuing to
offer employee discounts, but adding the next step to
implement an employee engagement hub. The team chose
to call the hub “SThree Benefits” and it was branded to
match the company’s renewed values. A key benefit of
SThree’s new employee engagement hub is that it allowed
SThree to move all of the existing employee benefits into
one, easily accessible place.

SThree won the award for
‘Most effective relaunch’ at the
Engagement Excellence Awards

a roadshow with the help of Reward Gateway’s Product
Ambassador. Employees could discuss any questions they
had about their new benefits hub at prominently-placed
stands throughout the day. The team also used a range of
collateral during the launch which included teaser emails,
posters, TV screensavers, and messages in pay slips.
To keep up the buzz post-launch, the team visited every
office location to hold interactive, face-to-face sessions
aimed at showcasing all of the benefits which were
available and explaining how they work. The sessions
included testimonies from employees who were actively
using the benefits on offer and had already saved large
amounts through employee discounts. The team also
promoted the benefits they offered during the recruitment
process and ensured new starters were aware of the hub
from their first day.

The result
Thanks to the team’s communication efforts and having
one central hub for all of their benefits, usage shot
up. Unique logins to the hub increased by 252%, the
number of orders placed through employee discounts
increased by 267%, and the total amount saved by
employees increased by a huge 431%!
SThree also saw employees voicing a greater affinity
towards their employer and now 93% of their people
say that SThree is a great place to work. This is echoed
in the 17% reduction in employee turnover the team
now sees.
With the renewed interest in their benefits package,
employees began suggesting potential new benefits.
This led to the introduction of gym discounts and,
through Reward Gateway, a salary finance offering.
Using this momentum, the team are introducing
Reward Gateway’s recognition products into the
“SThree Benefits” hub to take their total reward
package to the next level.

SThree’s team chose to launch the new hub at a
companywide meeting which allowed them to
communicate face-to-face to the entire U.K. workforce. To
capture the staff’s attention on the day, the team put on
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Best employee engagement project

Derbyshire Constabulary use employee feedback
to engage 75% of their workforce, improve benefits
perception
The company

and Childcare Vouchers for working parents to save up to
£933 a year on childcare.

Derbyshire Constabulary are focussed on protecting
people and promoting law enforcement across Derbyshire.
They have 3,400 members of staff who work from four
locations, with 70% of them online.

With support from the Health and Wellbeing Committee,
chaired by their Deputy Chief Constable, the team
launched a health and wellbeing section which has major
prominence on the front page of “My Extras.” Launched
during Mental Health Awareness Week, it included activities

The challenge
Derbyshire Constabulary conducted their first ever
employee engagement survey, called “Viewpoint,” in
2013. The survey highlighted that only 53% of employees
felt their pay was fair for the work they perform and
only 68% felt the force offered a good range of benefits.
Furthermore, the survey showed Derbyshire Constabulary
that 50% of their people had considered leaving to earn
more money and only 33% felt more motivated than they
did a year ago.
On top of these numbers, the HR team at Derbyshire
Constabulary also found that their employees wanted
more information around health and wellbeing. The
reliance on the occupational health department at the time
was not delivering the fully rounded wellbeing focus which
Derbyshire Constabulary’s employees were seeking.
The team knew they needed to extend the salary of their
people and, with a backdrop of large cuts to policing
and reductions in workforce numbers, their budget was
tight. They had a vision to offer their people a wide range
of benefits which would support employees, as well as
increase engagement and recognise individuals for the
great work which they do.

The approach
Derbyshire Constabulary launched their “My Extras”
offering with Reward Gateway – combining employee
discounts with an all-in-one employee engagement hub.
The HR team saw this as the perfect opportunity to extend
the salaries of their staff at a time when they were not able
to offer a meaningful pay rise. They also linked “My Extras”
back to the employee feedback received with a “You said,
we did” campaign to show the voice of the workforce was
being listened to. This saw the additional benefit of Cycle
to Work being introduced with no maximum spend limits,
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for mental, physical, emotional and financial health. The
team also deployed competitions, a charity drive, free
health screenings, presentations, videos from staff and
senior leaders, and health and wellbeing offers through “My
Extras.”
The team saw a great reception to the new offering
with a large amount of employees coming forward with
overwhelmingly positive feedback. It even attracted local
media attention from staff raising £500 for a local charity
through the launch initiative.

The results
Since launching “My Extras” the team have seen 75% of
staff engage with the offering. Those same employees have
spent £1,120,000 through Reward Gateway’s employee
discounts – saving them £110,000. As the discounts offering
continually evolves and matches the shopping habits of the
employee, savings have increased year-on-year with a 36%
increase on the previous year. In addition, 72% of Derbyshire
Constabulary employees now feel they are being offered a
good range of benefits.
Moving all of their benefits onto on employee engagement
hub has helped the team to increase engagement in all
areas. Within the first Cycle to Work window, there were
250 applications, and staff have saved £120,000 through
the Childcare Voucher benefit in the last 12 months. And,
the inclusion of health and wellbeing has led to employees
talking about mental health issues which before was a
subject no one spoke up about.
Derbyshire Constabulary have seen a return on investment of
nearly six-times of what it costs to run the scheme, showing
that it has delivered for both the Constabulary and those
working there. “My Extras” also enables the HR team to
engage with their people without offering cash incentives
and provides a benefit which doesn’t affect public interest –
strengthening their social corporate responsibility.
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Derbyshire Constabulary scooped

the award for ‘Best employee
engagement project’ at the
Engagement Excellence Awards
2017.

Most unique company benefits

DHL use all-company sporting event to bring employees
together from across the globe and receive three Top
Employer accreditations in 2017
The company

The approach

Logistics company DHL has a mantra of working “As
One” to create a workplace where their employees feel
emotionally committed to making results flourish. They
have over 4,100 employees working across the UK from 34
separate locations.

To promote the EuroCup, DHL’s team used a multi-channel
approach which included weekly manager updates, TVs
in each location, emails, a dedicated EuroCup website,
magazine articles placed in break areas, Instagram, a
closed Facebook group and an app built for attendees.

The challenge
In the past, DHL hosted a “EuroCup” competition which
brings employees from across the globe together to
take part in a long-weekend of cheerleading and football
tournaments. Due to popular demand, DHL’s HR team has
brought back the EuroCup to emphasise the “As One”
spirit and it is now one of the company’s most sought after
benefits.
DHL’s goal for the EuroCup goes beyond sports. Through
competitive spirit and four fully-expensed days in Centre
Parcs Belgium, it gives their people the opportunity to
meet others who work for the same set of values and
would otherwise never cross paths. And when the day’s
sports activities ended, the evenings offered further
networking through plenty of entertainment and dancing.
Whilst this is a prestigious benefit to offer their people, the
team were conscious that they had two main challenges
with it. The first was ensuring that all employees, including
those who work offline, were aware and could get the
chance to win EuroCup tickets or be part of a competing
team. The second was making sure the excitement felt by
those attending the weekend was felt across the rest of
the business.

The team decided to use an app from feedback from the
previous year’s competition. It allowed those attending
to know exactly who is playing who and what the score
is across 10 pitches hosting 55 teams from 40 European
countries. Next year, the team plan to make the app
available to DHL staff who are not at the event so that they
can be kept up to date and generate a buzz “back home.”
Planning the EuroCup is no easy task and DHL approach
it in line with how they work as a business globally. The
team coordinated the event across all countries with each
one nominating a coach to take the lead on planning
activities. Monthly team calls were held across the globe to
make sure everyone was on track which further brings the
international teams and skills together.
DHL used social media to create excitement by streaming
draws and the finals on Facebook, updating on how
teams were preparing for games, and showcasing squad
photos. This brought the games to life and increased the
enthusiasm of those not attending by creating a sense of
pride towards their colleagues who were competing on
their behalf, which was particularly popular with millennial
employees. To further include those not able to go, three
weeks after the EuroCup all employees were offered the
opportunity to take their family to one of seven theme
parks across the U.K.

The result
The results from the EuroCup saw the cheerleading
awards go to the Finance team from Maastricht in
the “Basic” category and the Czech Republic in the
“Advanced” category. The champions of the football
tournament were France and, unfortunately, the team
from the U.K. lost out in the semi-finals. DHL’s team
saw a huge impact once the EuroCup was over, with
employees returning to work happy and motivated –
drivers which are echoed throughout the company. The
team also received large amounts of positive feedback
both personally and via email.

to receive the prestigious Top Employer Global
certification.

DHL won the accolade of ‘Most unique company
benefits’ at the Engagement Excellence Awards 2017.

DHL’s team also saw the EuroCup contribute to the
results of their yearly Employee Opinion Survey. Results
have increased positively year on year and 90% of
employees are engaged according to the latest survey.
On top of this, the participation rate for the whole
company is an impressive 93%.
To date, DHL has received three 2017 Top Employer
accreditations for the U.K., Europe and Globally, whilst
also being certified as being one of the best places to
work worldwide for the third consecutive year. Adding
to this, DHL are also one of only 10 companies
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Best use of the platform to drive business
strategy

ENGIE use employee engagement hub to unite
employees under single brand after multiple mergers
and acquisitions
The company

The approach

Formerly known as Cofely, ENGIE employ 15,000 employees
across 1,700 locations. The company is one of the U.K.’s
leading energy and services groups, covering the three main
areas of services, solutions and infrastructure

ENGIE’s team use the “myENGIE” hub to integrate their
entire workforce under one identity, showing them what
it means to be an ENGIE employee. The first part of this
saw the team using an annual benefits window to increase
engagement with their employee engagement hub and
focus attention on the ENGIE brand. Working in partnership
with Reward Gateway, the team created a communication
campaign designed to promote the window as well as create
a buzz around the hub and encourage a conversation about
“myENGIE” between employees.

The challenge
ENGIE saw their employee number rocket from 3,000 to
15,000 after numerous mergers and acquisitions, leading to
multiple new business units each having their own benefits
offering in place. ENGIE’s HR team responded to the
expansion by partnering with Reward Gateway to provide
an employee engagement hub which would cement the
ENGIE brand and become the cultural heart of the entire
business.
When the hub launched in 2015, ENGIE was still known as
Cofely and the team chose the name “myCofely” for the
platform. There was a rush of interest in the first month with
3,000 employees signing up and then sign-ups began to
slow down. The team ran a subsequent engagement survey
which highlighted that a lot of employees were unaware of
the offering and communications needed to be improved.
In 2016, the whole business was brought under the ENGIE
brand, giving the team the opportunity to re-name their
hub “myENGIE.” Of course, a name change only goes so
far and the team wanted to use the rebrand to increase
awareness of their benefits offering. A particular challenge
when 8,000 of their workforce are offline, with no access to
the company intranet or work emails, many employees also
work shifts and unsociable hours with little contact from
managers and employee turnover was at a high of 26%.

Key parts of the campaign which ENGIE’s team used include:
•

Annual benefits leaflet sent home to employees,
advocating the use of personal email addresses and
device registration.

•

A series of themed posters and targeted
communications to build momentum.

The result

•

A “myENGIE” prize draw encouraging employees to
register for the chance to win tech-prizes or instantly
redeemable retail vouchers direct to their hub accounts.

The success of the team’s strategy is reflected in the
increased take-up of their employee benefits offering –
most notably, a 40% increase in Holiday Trading, a 102%
increase in Cycle to Work applications, a 38% increase
in employee discounts spend, and a 38% increase in the
amount saved by employees. With ENGIE having a lot of
Living Wage employees, the discounts offering from Reward
Gateway has helped to stretch their salary significantly –
the total spend to date is £1,800,000, saving employees
£180,000.

The second part of the team’s strategy was to use the hub
to integrate their benefits offering with other areas of the
business, encouraging cross-promotion and helping to
create a more cohesive organisation. To do this, the HR
team collaborated with their colleagues in the Corporate
Responsibility team to feature company-wide initiatives –
such as a step challenge and Cycle to Work scheme – directly
from the “myENGIE” hub.

ENGIE took home the award for ‘Best use of
the platform to drive business strategy’ at the
Engagement Excellence Awards 2017.

ENGIE’s team has also seen an increase in the amount of
registered users on “myENGIE”, with 44% of their workforce
actively using the hub – 28% of which are hard-to-reach,
offline employees. And a further employee survey showed
an 8% increase employees saying they’re satisfied with their
benefits. This shows the HR team’s efforts have helped to
make ENGIE a more desirable place to work, improving
recruitment, retention and productivity as employees feel
more rewarded and part of the bigger picture.
On top of all of this, the amount of employer NI savings
by ENGIE has covered the running of their employee
engagement hub.

38 www.engagementexcellence.com

#EnExAwards
#EnExAwards ||

@EnExcellence
@EnExcellence

#EnExAwards |

@EnExcellence

www.engagementexcellence.com

39

Best recognition strategy

Thales UK use continuous recognition to involve agediverse workforce and achieve an engagement score of
72%
The company
Thales research, develop, manufacture and supply
technology within the Aerospace & Defence sectors. They
employ 6,700 employees across 46 sites across the UK
and have a mostly online workforce.

The challenge
In 2014, Thales’ annual people survey highlighted that
employees didn’t think saying “thank you” was part of the
Thales culture, with managers, in particular, feeling that
they didn’t have the discretion to reward their employees
for going the extra mile. To combat this, Thales put
together a project team to implement a robust recognition
offering which would link with organisational behaviours
and business performance.
One of the biggest challenges facing the team was
designing a scheme which would engage employees
across the entirety of their workforce which includes
multiple and remote sites, shift workers, and offline
employees. At the time, according to the CIPD, 30% of
the average workforce in the U.K. was over 50, whereas,
at Thales, 41% were over the age of 50. Any recognition
offering had to appeal to people of all ages.
The team carried out research and benchmarked against
other companies to understand their approach. This was
used to build the strategy and approach which would
best fit their culture. From the outset, the team knew they
would need to build a platform which was accessible and
appealing to all, with the team’s vision for it to provide
tools and understanding to drive Thales values and desired
behaviours. Thales’ team turned to Reward Gateway, who
already provided their employee discounts, to take their
shared workforce understanding and turn the project into
a tangible recognition offering.

could do so. Key to the design of the hub was the focus
on Thales’ values and behaviours, and how they help the
business achieve its goals. To further encourage employees
to interact, the recognition branding broke from the
traditional Thales brand and used a bold, colourful design
to encourage excitement.
Within the recognition scheme, the team deployed a range
of eCards which employees can send to each other at
any time and from any device. With the eCards tailored
to match Thales new recognition design, they covered
simple sentiments such as Thank You and Congratulations,
and also linked to desired behaviours. InstantAwards™
were introduced to allow Thales managers to reward their
employees who go the extra mile with a monetary award.
The team chose three levels – Bronze (£10), Silver (£25)
and Gold (£50) – with the awards linked to Thales’ desired
behaviours. Employees can then redeem their reward at
their retailer of choice through the recognition hub.
Thales’ team also introduced the “Above and Beyond
Awards” with Reward Gateway’s AwardNominator™
product, allowing employees and teams to nominate
colleagues across five categories which are aligned to
Thales’ values. Those who win receive a £250 voucher
which can be redeemed at their chosen retailer on the hub
and teams who win can celebrate with a group activity of
their choice up to the value of £100 per person.

The next annual people survey revealed the true success of
the programme. At the time of launching their recognition
hub, the team saw their UK engagement score increased
to 62%, and a year later it rose even further to 72%. On
top of that, 60% of employees are now actively using the
recognition hub compared to 43% in the previous year.

Thales took home the award for ‘Best recognition
strategy’ at the Engagement Excellence Awards 2017.

Since the team launched the hub, over 2,500 eCards have
been sent with the most popular being their “Thank You”
eCard. They’ve also seen great success with their manager
led InstantAwards™ and over 3,200 of them have been
sent since launch. Over a third of employees have had the
joy of receiving an InstantAward™ and in the last year, the
team have seen the amount of InstantAwards™ sent by
managers increase by 57%.
There’s been a strong uptake with the “Above and Beyond
Awards,” too. Employees have nominated 455 colleagues,
with 370 employees being winners for their contributions
either as an individual or team. To take this to the next
level, the team are monitoring trends across the business
to find ways in which they can improve the offering and
further celebrate the success of those working at Thales.

The approach
Working with Reward Gateway, the team implemented a
branded recognition hub which provides a “Recognition
Toolkit” – a central area to educate employees on the
importance of recognising colleagues and how they
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Best wellbeing strategy & Grand Prix

Causeway use targeted wellbeing strategy to reduce
absence by 35% and see 90% of employees feel the
company genuinely cares about their wellbeing
The company
Causeway is a fast-paced technology company with around
200 employees who are all online. Company culture is
sustained through committed and talented employees who all
work towards being energised, decisive, driven and tenacious
– with an eye to the future.

The challenge
After analysing employee absence data, Causeway’s HR team
identified increased levels of anxiety and stress amongst their
workforce – despite the company providing their employees
with a robust wellbeing offering. A further look into the data
showed patterns correlating to specific times of heightened
stress and anxiety.
In order to change this, the team saw the following key areas
which they needed to address:
•

Enhance Family-Friendly measures to address caring
responsibilities

•

Provide increased education and support to ensure
employees are emotionally equipped to deal with
challenges

•

Improve employee mental wellbeing, resilience and worklife balance

•

Enhance physical wellbeing services to address
musculoskeletal problems

•

Reduce absence and improve productivity

•

Reinforce and encourage a positive culture of wellbeing

•

Ensure employees recognise that the company cares
about their wellbeing

The approach
The team decided on a multi-pronged approach which
included increased communication, targeted promotions for
the benefits and services available to colleagues with caring
responsibilities, and education aimed at improving awareness
around anxiety and stress. They also provided employees with
practical tips on prevention, stress management and resilience
Causeway Technologies took home ‘Best
wellbeing strategy’ and the prestigious ‘Grand
Prix: Best of the Best’ at the Engagement
Excellence Awards 2017.
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personal difficulties, they knew they would need an innovative
approach to engage them. A campaign was devised to
promote and recognise carers as “Unsung Heroes” to create
openness. Promotional gift packs were designed for different
groups, and benefits promotions focused more coherently
around “Life Journeys” – making it easier for employees to
identify with what’s important for them at particular life stages.
All of this was communicated through a variety of
communication channels such as emails, posters, flyers, social
media, personalised packs, and coffee mornings at Causeways
on-site cafés. And with 100% of employees registered to use
the “Causeway Lifestyle” employee engagement hub in place,
the team had another avenue to promote and support the
campaign and its communications.

The results
The team saw a noticeable impact from the previous year
with the annual employee survey results showing that 70% of
employees believe the company has a genuine family friendly
feel. Further to that, the survey results also showed that 90%
of employees believe that the company genuinely cares about
their wellbeing, whilst 81% feel proud to tell people about the
wellbeing provided.
Not only did the survey feedback confirm the wellbeing
strategy’s success, the numbers and ROI spoke for themselves:
•

Total absence decreased across the business by 35%, with
its associated cost decreasing by 62%.

•

Cost of absence for the four areas targeted decreased by
90%, representing a saving of over £70,000.

•

Engagement with monthly promotions and education
reached 65%.

•

Absence due to stress and anxiety decreased by 81%,
with its associated cost decreasing by 98%.

•

Absence due to headaches and migraines decreased by
60%, with its associated cost decreasing by 96%.

Causeway’s team is continuously reviewing and improving
their hub and wellbeing benefits to meet the needs of their
employees in an ever changing environment. 2017’s ongoing
communication and promotion includes information for
parents to understand and prepare for childcare voucher
changes, as well as financial education and mental health
awareness.
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Supporting these incredible companies and their passionate
HR teams on their engagement journey is something we are
enormously proud of here at Reward Gateway.
The Engagement Excellence Awards are only made
possible by the amazing work that the global community
of HR, Reward and Engagement professionals do on a day
to day basis. We will do all we can to support you all on
your journey and the work you do that contributes to the
employee engagement movement.
Best wishes,

Doug Butler,
46

CEO
Reward Gateway
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