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Dear Reader,

When it comes to employment engagement, communication has a 
critical part to play. Effective two-way communication allows employees 
to understand the organisation’s strategic narrative, engage with 
management and actively participate in driving organisational change.
Engaging with employees matters because it promotes, in turn, better 
performance and heightens brand awareness. In this Special Edition we 
turn our attention to the latest issues employee engagement in 2017. How 
can it be handled in a better manner? How is it changing HR practice? How 
will we manage growing anxieties in the workplace due to the changing 
nature of the political landscape?

We’ve included thought leadership pieces from a range of different 
companies, from large corporate businesses to SME’s, to charitable 
organisations and government bodies.

The issue includes analysis from Amy Armstrong from Hult Business 
School, who will be chairing at our leading conference on Employee 
Engagement in March; as well as expert commentary from others speakers 
at the event including Cathy Brown from Engage for Success, Fiona 
Sweeting from Northern Gas Networks and Karen Notaro from the Civil 
Service.

Readers of this special edition will receive a one-off discount code towards 
the price of attending the conference, which you can find on our programme 
insert within the magazine.

The edition is sponsored by leading Employee Feedback, Engagement and 
Insight technologists Questback and Tastecard and the Gourmet Society, 
who provide food and beverage discount cards to businesses to enhance 
their employee engagement strategies.

We hope you enjoy the issue.

Rebecca Clarke, Editor at HRreview.
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Engagement has been 
part of most board 
agendas for over a 
decade now and the 
topic continues to garner 
significant interest in 
both the academic and 
business communities. 
If you type ‘employee 
engagement’ into Google 
for example, it yields 
over 26 million results. 
There has been over 
25 years of academic 
research resulting in 
over 2000 studies on 
the topic. Yet, were still 
not getting it right. In 
Gallup’s 2013 State of 
the Global Workplace 
Report, they found that 
only 13% of people 
across 142 countries feel 
engaged in their work. 
Worldwide, actively 
disengaged workers 
outnumber engaged 
workers at a rate of 2 to 
1. In the UK, it has been 
estimated that poor 
engagement is costing 
the UK economy up to 
£26 billion each year and 
the UK has the highest 
proportion of actively 
disengaged workers 
across Western Europe. 
Actively disengaged 
workers are damaging 

to organisations. They 
are the employees 
that are vocal about 
their unhappiness, 
create higher levels of 
absenteeism and are 
those who monopolise 
managers’ time. If we 
take the Gallup figures 
of 13% of people feeling 
engaged across 142 
countries, that means 
we are sitting on 87% 
of untapped global 
human capital. If we are 
able to understand why 
engagement levels are 
so low and figure out 
what can be done about 
it, we have the potential 
to transform the world 
of work.

In this short article, I 
am going to suggest 
that there are three key 
reasons why we are 
getting it wrong when it 
comes to engagement. 
These reasons are 
derived, in part, from 
extant and ongoing 
research into barriers 
to engagement that I 
have had the pleasure 
to lead on behalf of 
Engage for Success, 
a UK movement that 
is seeking to improve 

engagement and well-
being levels across the 
UK.

Reason 1: Organisations 
do not understand what 
engagement is.

There are over 
60 definitions of 
engagement and no 
universally accepted 
definition of what it 
means. In our current 
research, highly engaged 
teams were selected on 
the basis of engagement 
scores, but when we lift 
the lid on these teams, 
we are finding ‘illusions 
of engagement’, that is 
to say, teams describe 
themselves as engaged, 
yet when we ask what 
this means, employees 
describe job satisfaction 
not engagement. As one 
research participant 
said “I come to work, do 
what’s needed and what 
I know I’m capable of 
and I go home happy”. 
To us, engagement 
is much more than 
job satisfaction. 
Engagement is an 
emotionally committing 
act on behalf of 

Dr Amy Armstrong is 
Senior Faculty in Ashridge 
Executive Education 
at Hult International 
Business School and 
will be chairing the 
12th Annual Employee 
Engagement Summit. She 
is a regular writer and 
speaker on the topics of 
engagement, authentic 
leadership, resilience and 
compassion at work and 
has a particular interest in 
how ‘crucible experiences’ 
of personal trauma affect 
who we are and how we 
lead. 

Amy Armstrong 

What’s wrong with 
engagement?

Dr Armstrong will be chairing the 12th Annual Employee 
Engagement Summit in March. Here she suggests the three key 
reasons why organisations may be getting it wrong when it comes 
to engagement.
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employees, where they choose to 
go the extra mile and to give the 
very best of themselves at work.

Reason 2: Leaders are barriers 
to engagement.

Being an engaging leader is 
difficult. It is much easier to lead 
by command and control and it 
takes a special set of skills and 
attributes to engage, such as 
the ability to forge deep trusting 
relationships; leading with 
emotion and authenticity and 
being able to be genuinely open 
and honest. Research has found 
that certain leader personalities 
can lead to disengaging 
behaviours such as narcissism, 
arrogance, a lack of empathy 
and an inability to show personal 
vulnerability. In the current 
climate, viability and survival has 
become the sole focus for many 
leaders, which makes it easier 
for them to ignore engagement, 
or to use economic uncertainty 

as an excuse for poor leadership 
behaviours.

Reason 3: The system itself is 
antithetical to engagement

With its short-termism and 
focus on quarterly results, it 
could be argued that the UK 
corporate system rewards short-
term outputs, as opposed to 
valuing the long-term invisible 
processes required to build 
engagement. Within organisations 
themselves, hierarchy is a clear 
barrier by creating divisions 
which prevent honest and free 
flowing conversations from 
taking place. Not only are we 
not all on the same page when 
it comes to understanding what 
engagement means (reason 1), 
the language of engagement 
is in itself disengaging. For 
example, the term ‘employee 
engagement’ implies an ‘us and 
them’ between senior managers 
and the rest of the organisation. If 
we were able to find way of talking 

about engagement that breaks 
down power words and implied 
hierarchies, then we may kick 
start a process of finding a better 
way of working that enables the 
full capabilities of everyone to 
be released, so that we drive 
organisational performance and 
ultimately economic growth for 
Britain.

References:
Armstrong, A. (2013). 
Engagement through CEO Eyes, 
Ashridge Research Report 
http://engageforsuccess.org/
engagement-through-ceo-eyes
Gallup (2013). The State of 
the Global Workplace. Gallup 
research report.
Godding, A (2016) Five Warning 
signs of disengagement in YOUR 
team, 19 December, LinkedIn.
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In increasingly 
competitive markets, 
companies recognise 
the value of employee 
feedback to business 
success. At the same 
time we see again 
and again that they 
understand traditional 
approaches to employee 
engagement are no 
longer enough to 
collect real insight 
from employees and, 
crucially, use it to drive 
ongoing success. This 
means that rather 
than solely relying on 
an annual employee 
survey, they are moving 
to a more continuous 
dialogue with staff, and 
adding new ways of 
gathering and acting on 
feedback in order to gain 
more comprehensive 
insight into their views 
and thoughts. This 
move to more constant 
feedback mirrors what 
is happening in the rest 
of our lives - after all, 
everyone today is used 
to giving ratings, reviews 
and feedback every time 
they use services such 
as Uber and TripAdvisor. 
So why shouldn’t we 
expect that opportunity 
at work too? 
We recognise moving 
from where you are 

now to becoming an 
organisation that 
proactively uses 
employee feedback 
to drive constant 
improvement and a 
high-performance 
culture can appear 
daunting. It requires 
deep cultural change 
and buy-in from both 
staff and management 
at all levels. Therefore, 
rather than trying to 
jump directly to the 
end of the journey, we 
recommend following a 
more measured, step-
by-step approach. 

Transforming employee 
feedback

Whilst each organisation 
is different, the 
Questback Employee 
Maturity Curve Model 
provides a useful 
point of reference 
when considering the 
journey you might be 
about to embark upon. 
It is made up of four 
separate stages that 
see organisations move 
up the maturity curve in 
how they use feedback. 
The first step is to 
identify where you are 
currently and then look 
at how you can move 

forward to meet your 
objectives, rather than 
trying to do everything 
at once. The four stages 
are:

Satisfied

This stage is where 
many organisations 
currently find 
themselves. They 
run a single, annual, 
anonymous survey 
across the entire 
workforce. Data 
from this exercise is 
not integrated with 
information from 
other feedback (such 
as exit interviews or 
performance reviews), 
but sits in a silo on 
its own, limiting its 
effectiveness. There is 
no way of following up 
individual concerns, 
and the overall focus 
is on gaining feedback 
that will drive tactical 
improvements. Often 
these annual surveys 
are still paper-based, 
making their setup, 
collection and analysis 
time consuming. Overall, 
the results are backward 
looking – rather than 
focusing on what is 
happening now.  

Luke Talbot  is Director 
of Product Marketing at 
Questback UK.

Luke joined Questback 
in 2014 and is now 
responsible for enterprise 
products and solutions 
globally. His role is 
focused on connecting 
Questback’s products 
and capabilities with 
the needs of the market 
and customers as well 
as establishing the 
vision that will keep the 
company ahead of the 
competition. 

Luke Talbot 

Moving from tactical 
to foresight-driven 
Employee Insight 
Questback are one of the leading providers of Employee 
Feedback, Engagement and Insight technologies across the globe. 
Here they discuss the key stages to an effective strategy.
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Engaged

The next stage of the model 
moves beyond the single, annual 
survey to embrace the collection 
of event-driven feedback around 
specific occurrences within the 
employee journey. These could 
include onboarding new joiners, 
collecting feedback from training 
sessions or returns to work after 
leave. Importantly, there is a 
closer, clearer link between the 
feedback provided and the follow-
up actions taken. This makes it 
obvious to employees that their 
views make a difference, and 
that they are being listened to. 
Feedback is handled much more 
holistically, with comparisons 
able to be made between 
departments and countries within 
a wider group.  

Mobilised

By the end of the second stage, 
employee voice is embedded 
within business processes, and 
the feedback staff provide is 
helping to drive improvements. 
The next step is to make feedback 
a central part of business 
operations and create a two way, 
constant dialogue that benefits 
the organisation and empowers 
staff. In addition to event-driven 
feedback, feedback is ‘always on’, 
with staff able to provide their 
views however and whenever 
they want, confident that their 
voice will be heard and action 

taken. Mobilised businesses 
have a real-time understanding 
of what is happening within 
their workforces, and use this 
information to guide their strategy 
and take strategic, rather than 
just tactical decisions.

Ahead

The final stage of the model 
completes the move from 
reactive to proactive, going 
beyond insight to being driven 
by foresight. Across the entire 
organisation, decisions are 
driven by a deep understanding 
of the drivers behind employee 
behaviour, enabling businesses 
to accurately spot trends and 
opportunities and take immediate 
action to benefit from them. 
The combination of a mobilised 
workforce and continuous 
feedback and knowledge drives 
a transformational, sustained 
performance improvement which 
leads to a high-performance 
culture. The journey to the final 
and Ahead stage of the model 
takes time, and builds on the 
progress achieved within the first 
three stages. 
If you want your business to 
survive and thrive in increasingly 
competitive and fast moving 

markets, then it needs to be agile, 
flexible and innovative. Listening 
to your people and acting on their 
insight is at the heart of delivering 
this organisational effectiveness. 

Conclusion

Initiatives that affect employees 
and culture are by their nature 
significant and take time to 
deliver. Progressing up the 
feedback maturity curve towards 
organisational effectiveness can 
appear challenging, but if you 
take it step by step and work 
with the right external partner 
you can create a responsive, 
foresight-driven business that 
uses employee insight to drive 
long-term success and underpins 
high performing cultures. 

At Questback we’ve partnered 
with a wide range of organisations 
to help them move up the 
maturity curve, providing the 
technology and support they need 
to embed feedback insight in their 
business decision making. To 
find out how Questback can help 
you, read more here https://www.
questback.com/uk/employee-
insight
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When CEO Mark Horsley 
arrived at NGN in Janu-
ary 2011, he inherited 
a business operating 
much as when it was 
privatised in the 1980’s 
– and that included 
the way in which we 
engaged with our em-
ployees. Our engage-
ment scores were just 
53% - people didn’t feel 
that they had a voice. 
Customer satisfaction 
scores were equally poor 
– we were the worst 
performing gas distribu-
tion network operator in 
the UK. 

Since then, our custom-
er satisfaction journey 
from the worst perform-
ing utility to the best 
is well-documented, 
winning 11 national 
awards for our success-
ful journey.

Internally our colleague 
satisfaction is good, (the 
latest ICS Serv Check In-
dex score is 72.71 - 7.36 
higher than the average 
all-sector score). How-
ever, in our 2015 Climate 
Survey, colleagues told 
us that they sometimes 
felt like the poor rela-
tion compared to cus-
tomer and safety, two of 

our critical measures. 
They said there were 
too many rumours and 
not enough fact - they 
wanted more consulta-
tion and involvement 

So since January 2016, 
we have been focussing 
on this feedback and 
putting our ‘internal cus-
tomers’ literally centre 
stage. We analysed what 
colleagues were telling 
us about how they felt 
and we sense checked 
this in a number of ways.

We started the year by 
redefining our dream 
which is ‘to become 
the UK’s most loved, 
admired and respected 
business and to estab-
lish a new paradigm for 
doing business really 
well through a united 
and empowered team 
which is mind-blowingly 
great’ and then planned 
how we could bring the 
dream to life.

We knew that key this 
was putting people first, 
transforming our culture 
and opening up channels 
of two-way communica-
tion, enabling colleagues 
to have a true voice.  
Many strands weave 

together to form NGN’s 
engagement strategy. 
Our agile approach to 
business planning and 
the hands on approach 
of our senior leaders 
means that decisions 
are taken and actioned 
at lightning speed. 

Over the last year, we 
have launched a monthly 
CEO call and live Q&A 
session. In June, we in-
vited all 2,000 direct and 
contracted colleagues 
to the NGN Bounce - an 
ideas and problem shar-
ing session chaired by 
our CEO at the Baltic art 
gallery in Gateshead. 
A hundred colleagues 
were randomly selected 
to attend. The third 
and most recent NGN 
Bounce proved so popu-
lar that we increased 
our numbers so that 150 
colleagues could attend. 
They have driven through 
significant changes, par-
ticularly around terms 
and conditions. 

We have initiated a piece 
of work called ‘1000 
Conversations’  – in 
which 1:1 conversations 
take place with col-
leagues about what mat-
ters to them.  These are 

Fiona Sweeting 

Placing ‘internal 
customers’ at centre stage

Fiona Sweeting is 
Colleague Engagement 
Director at Northern Gas 
Networks and will take up 
this role fulltime in late 
2017.  Having qualified in 
Industrial Relations and 
Personnel Management at 
the LSE, Fiona has more 
than 25 years’ experience 
in HR, including roles at 
HSBC, 7 years as Head of 
People Resources at first 
direct , and 10 years as a 
freelance HR professional. 
She is passionate about 
delivering a world class 
colleague experience and 
believes that colleague 
engagement is critical to 
achieving this. 

Northern Gas started the year by redefining their dream to 
‘become the UKs most loved, admired and respected business’. 
Fiona Sweeting discusses the measures that have been put in 
place to ensure this. 
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reported back directly to the CEO.  
The conversations are private and 
confidential, but we are able to 
trend the feedback.

In Spring 2016, we refreshed our 
Colleague Involvement Group 
and now have 17 colleague rep-
resentatives on the group, repre-
senting our colleagues. This is a 
further opportunity for colleagues 
to have a voice about the business 
and our future. 

We also held the first ever NGN 
Family Day, inviting ALL col-
leagues and their families to 
attend; kicked off weekly Join 
the Discussion debates around 
a diverse range  of business 
and  industry topics, inviting ALL 
colleagues. And finally, we are 
updating our workplaces so that 
colleagues have the right environ-
ment to give their best. 

As a result we’ve seen a mas-
sive increase in visibility of what’s 
important to both our colleagues 
and the business. We use agile 
boards to track progress, identify 
blockers and provide transpar-
ency of ownership. Our CEO and 
his Directors even have their own 
Board, affectionately called BOB 
– Board of Boards – their Board 
is all about colleague focussed 
issues. Whilst there is obviously a 
financial angle to all things, they 
try to always consider the person-
al impact on colleagues first.

Mark also made a fundamental 
change to his meeting structure.  
Whilst considering what a con-
scious business was, he has re-
focused his traditional meetings.  
The leadership team regularly 
meet and the items discussed 
are only people related.  The hard 
edged business/governance is-
sues are now far more focussed 
with a reduced leadership team.

Helping with this, Directors have 
each adopted a depot; spend-
ing  more time getting to know 
colleagues who work out of that 

depot, trying to get under the 
skin of what’s important to them.  
Along a similar theme, we held a 
business wide safety tour recently 
- Directors and other Senior Man-
agers went out and about engag-
ing with colleagues but the only 
question asked was “what does 
safety mean to you?” The next 
similar day addressed the ques-
tion “what does being healthy 
mean to you”?  

Creating more and better chan-
nels for our colleagues to have 
a voice in NGN has been at the 
heart of our work and progress 
since the beginning of 2016 - 
although it’s not a project! NGN’s 
style is to bring about change 
through a range of interventions 
driven by our people, which com-
plement and build on each other 
to create a momentum which 
keeps the ball rolling.

Business results are easy to see.  
We are top of the gas distribu-
tion networks leader board for 
efficiency; we are currently 2nd  
in the customer league table; 
and based on accident frequency 
rates we are top for safety perfor-
mance.  All of this is underpinned 
by our stakeholder engagement; 
our people listening to the people 
that we impact.  This supports 
everything that we do and helps 

us to continue to deliver excel-
lent customer service and set the 
future direction for our business.

Not so easy to demonstrate is 
the colleague engagement score.  
Honestly?  That is a really dif-
ficult question for us to answer. 
Our preference is to steer away 
from the ‘point in time’ all col-
league surveys.  Rather we want 
to develop more agile ways to 
gather quantifiable and qualitative 
data.  We have much anecdotal 
feedback suggesting that our col-
leagues feel a lot happier at work 
and that discretionary effort is on 
the increase.  But is that enough?  
Probably not.

The independently conducted 
April 2016 Institute of Customer 
Service (ICS) survey showed our 
colleague engagement has risen 
0.36 points since 2013 and that we 
continue to perform beyond the 
utility sector (3.54 points higher) 
and UK industry as a whole (5.05 
points higher).

What we do know is that the jour-
ney we have started doesn’t have 
an end, like any good walk, we 
want to keep going; we don’t often 
look backwards, always striving to 
conquer the next challenge ahead 
of us. 
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 “Honesty is the 
best policy” This 
is definitely true in 
most circumstances. 
Especially when it 
comes to talking to 
staff about Employee 
Engagement. Ensuring 
that people understand 
the organisations story 
and how they are a part 
of it, by Leaders and 
Managers enabling their 
staff to be able to give 
their best every day. 
Having a way to obtain 
an individual’s views and 
listening to them are all 
vitally important whilst 
remembering that any 
sort of corporate speak 
will be seen straight 
through if it is not said 
with integrity.

But what does this have 
to do with Employee 
Engagement? Isn’t it just 
about an annual survey? 

A Report was 
commissioned in 
2008 about Employee 
Engagement. This report 
“Engage for Success” 
contains case studies 
from public and private 
sector organisations. 
In the report it sets out 

four key enablers of 
Employee Engagement 
which were recurring 
themes in the 
organisations who 
were further on their 
engagement journey. 
In this article I am 
going to talk about 
the importance of all 
these things and share 
with you some ideas 
to enable Employee 
Engagement within your 
organisation. 

What’s the story? 

In order to have an 
inclusive and engaged 
workforce, it is 
important that your 
people understand 
what the organisations 
objectives are, from the 
very highest strategic 
level down to the local 
business plan. By seeing 
the bigger picture 
they will be able to 
understand where they 
fit into it. This can be 
done by asking teams 
to devise a purpose 
statement of the work 
that they do or perhaps 
as a storyboard mapping 
out where the local 

office fits into the story. 
You could also try writing 
a recruitment campaign, 
selling all the stories of 
why the organisation is a 
great place to work.

Can you tell me a little 
bit about yourself? 

The team leaders, 
managers and senior 
leaders within an 
organisation have a key 
role to play in enabling 
employee engagement. 
Team leaders need to 
have a genuine interest 
in engaging their teams, 
to do this they need to 
have an interest in their 
teams. How many people 
work with someone for 
years but don’t know 
what their husband/wife/
children are called or if 
they have any interests 
outside of work? By 
learning something 
new about someone you 
learn to know where 
their strengths are; play 
to those strengths in 
work. Someone may be a 
great proof reader, or be 
a good communicator – 
call on those skills when 
working on a project and 

Karen joined the civil 
service working for the 
Department of Works 
and Pensions in 2000 
interviewing foreign 
nationals for national 
insurance numbers.  

She became a member 
of the Engagement 
Champions Forum in 
March 2009 and is now 
the chair, lead designer 
of the annual Champions 
Day, facilitating bespoke 
sessions across the MOJ 
family. She is also the 
Head of the Engagement 
Champions Network 
and is responsible for 
continuing to grow 
and up-skill the now 
1,000 strong cadre of 
Engagement Champions 
across the department.

Karen Notaro 

The importance of being 
honest

Employee engagement is not just about sending an annual 
survey to your staff. Here Karen Notaro discusses why it is vitally 
important to expand your horizons when it comes to engagement 
at work.
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discretionary effort will follow. 

Are you listening to me?

If you use a survey as a way 
to measure how engaged 
your employees are with your 
organisation and this contains 
free text boxes then once the 
survey is completed and the 
results have been analysed, 
consider carrying out an activity 
whereby actual words from the 
free text boxes in the survey 
are used and communicated 
with staff. This will show that 
completing the survey is not 
just a tick box exercise and that 
the thoughts and comments are 
actively listened too. Ensuring 
that your employees’ voices are 
heard is not just through the 
completing of a survey, this also 
needs to be embedded in your 
communication strategy. Look at 
how you communicate with staff 
and ask yourself: 

Clarity – are your messages clear 
about why it is important that 
staff have the opportunity to have 
their say?

Confidence – Have you confidently 
shown what has been done as a 
result of the previous survey?

Community – Have you shown 
the diverse audience what a 
difference they have made? 

The right kind of communication 
being delivered in the best way to 
suit your organisation will help to 
enable employee voice. 

Is it ethical?

Having a sense of ethical values 
which are present in all parts of 
your organisation from the risk 
management strategy, codes of 
conduct, complaints procedures, 
governance and recruitment 
policies etc will demonstrate 
organisational integrity. As a 
leader (even if you are not a 

leader) ask yourself: 
Do you know the organisations 
culture?

Can you identify the values? 
Do you act in accordance with 
them? 

Do you promote those values? 

Do they underpin the decision 
making in the organisation? 

How do you know that the 
messages that you are sending 
about ethical behaviours are 
being received and accepted? 

If you can’t answer these 
questions then chances are 
your organisations values will 
not be present in your teams’ 
behaviours. You could consider 
looking at how you can raise your 
own and others awareness of the 
organisations integrity. 

The final word 

I hope that what I have said is 
nothing new to you or if it is that 
you can see the benefit of having 

an engaged workforce. 
The enablers: Strategic 
Narrative (the organisations 
story), Engaging Managers 
(team leaders who know their 
teams), Employee Voice (actively 
listening to your people) and 
Organisational Integrity (values of 
the organisation) will start your 
engagement journey. Through 
being honest with your people 
about where the organisation 
is, up-skill managers to have 
continuous conversations, a 
channel to communicate with 
everybody and demonstrating the 
values through your behaviour 
will provide a platform for you 
and your teams to be creative 
and innovative, this in turn will 
mean that you retain staff and 
expertise, it will reduce absence 
or presentism and as a result 
you will be able to grow your 
organisation into the best it can 
be.  



10

I wrote last year about 
the shifting mindset of 
the workforce, and the 
way that we as employ-
ers need to rise to meet 
the challenge to engage 
and retain our people.
At the time I wrote about 
our four key areas of 
focus being:

Openness

• Being clear on what 
your purpose as an 
organisation is, and giv-
ing people the chance to 
see how they connect to 
it. People want to work 
for something they can 
feel proud of, and feel 
like they are contributing 
something of value.
• Keep it real. REALLY 
real. You need to share 
enough of your business 
so that the wrong person 
will be put off, but the 
right person will stay. Be 
honest. The people that 
stay will be looking for 
the same longer term 
commitment that you 
are.

Togetherness

• The people are what 
truly matters. I’ve writ-

ten about this before. 
95% of the people I 
speak with say that the 
people are the thing they 
enjoy the MOST about 
their current role. Give 
people the chance to get 
to know your people and 
find out what they are all 
about.
•People spend so much 
time with one another, 
we become family at 
work. It’s therefore 
importance to provide 
space for collaboration.

Opportunity

•People are looking for 
how their work fits into 
their own overall story. 
They aren’t looking for 
guarantees of progres-
sion, just an idea of the 
possibilities. Also by giv-
ing people the space to 
grow, to think, to develop 
their own ideas.
•Helping to map out 
some potential options 
for your prospective hire 
could mean the differ-
ence between hiring a 
great candidate and not.

Individuality

•I’ve written about this 

also in the past. People 
thrive when they allow 
themselves to be just 
who they truly are. I have 
learnt first hand, that 
being able to come to 
work as myself is when I 
truly began to shine.
• We can do that as 
Employers, by having 
our leaders be as real as 
real can be, setting the 
precedent for the wider 
organisation.
So these things remain. 
But let’s add a few more 
for the workforce of 
tomorrow:

Awareness

• Things are moving 
faster than ever before, 
and our brains are defi-
nitely one of them. There 
is talk of an 8 second 
filter to decide; is this 
thing worthy of my time? 
We have to engage our 
people in the right way 
and with the right level 
of efficiency.
•I ncreasingly people 
will have an environ-
mental approach, so 
people really do care a 
great deal about what 
they do and why they are 
doing it.
• People will also have 

Ruth Penfold

That time I realised that 

change is the only constant

Ruth Penfold is Director 
of Talent Acquisition at 
Shazam. 

Ruthie has around 15 
years experience in the 
recruitment industry. 
Her first 13 years were 
spent in a number of 
small, boutique largely 
contingency firms which 
set her up perfectly for 
the pace of the ‘StartUp’ 
space. She moved ‘in-
house’ for Shazam in 
2013, and now leads their 
global hiring. 

She believes that brilliant 
people are the lifeblood of 
any successful business 
and is excited to share her 
experiences in evolving the 
recruitment practices at 
Shazam with you all.

Ruth Penfold is a well known figure in the HR industry and has 
spent her last few years leading talent acquisition at popular 
media tech firm Shazam. Here she discusses the important 
factors of a successful employee engagement programme.
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an increasingly pragmatic ap-
proach to work and, having wit-
nessed or been part of financial 
crashes, will be a little more risk 
averse by design.

Entrepreneurship

• The spirit of the entrepreneur is 
alive and well and growing in your 
business. Harness it. People want 
to evolve, upskill, develop and 
learn fast, they want to feel like 
they are truly innovating, so find 
ways to turn entrepreneurship 
into intrapreneurship. Give people 
the space to innovate and grow 
and harness their energy in the 
right way; their ideas and innova-
tions could have a profound effect 
on the potential growth for your 
business. Listening and reciprocal 
education are key, because you 
will learn a lot more from them 
than they will ever learn from you.  
You just need to make sure your 
company is actually listening.
• Freedom is also important. The 
rise of the ‘gig economy’ is a clear 
sign of that. Are there things you 
could do to offer more flexibility to 
your team?

Diversity

•Diversity will be - and should 
be - the norm, and our organi-
sations need to not only reflect 
that, but also celebrate that. 
Traditional categories will con-
tinue to decrease in relevance, 
so as businesses, we should be 
aware of that. People entering our 
workforce today really are truly 
worldly, and will often have been 
to around 11 countries by the time 
they are 16 years old.

Digitality

•I feel like I might have made that 
word up, but it works so I’m keep-
ing it. The vast majority of us are 
now ridiculously efficient at using 
technology, and increasingly we 
will find people might commu-

nicate a little better via screen 
than in real life. We can overcome 
that as employers by encourag-
ing in person collaboration, and 
supporting our people to develop 
their other communication skills 
where needed.

So here are my top tips for your 
business, and the things you 
should focus on, allow and give 
space for:

• Be authentic, honest and open 
as much as you can.
• Keep your internal processes 
simple, quick and effective; but 
most importantly remember that 
one size does not fit all.
• Listening and reciprocal edu-
cation are key. Create as many 
opportunities as you can to learn 
from your people.
• Find new ways to promote or-
ganic growth internally, empower 
your people to support their own 
growth. Pay attention to diversity, 
make sure you are creating an en-
vironment that provides everyone 
with an opportunity to thrive.
• Support real life collaboration 
and communication through both 
your office environment and the 
space you give people to collabo-
rate.
• Be flexible; perhaps it’s time to 
lose the 9-5 mindset?

Happy, fulfilled people = healthy 
happy thriving business, it really 
is that simple.
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March 29 2017 @ Holiday Inn Kensington, London

Media Partner:

Conference Preview

Employee Engagement 
2017
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Welcome to the Employee Engagement preview

I am very excited to invite you to take part in our annual Employee Engagement 
Summit. The focus of the Summit is to enable a platform to benchmark, discuss 
and review the challenges and strategies devised to continuously drive employment 
engagement to develop a productivity, collaborative and resilient workforce . 

The Summit will delve deeper into the technological, economic, political and 
sociodemographic changes that is impacting on the way individuals work and 
engage with their jobs, teams and organisation. This will enable you as HR and Employee Engagement 
Specialist to better connect, communicate and engage with your workforce. 

Join us for a day of learning, benchmarking and networking with your industry colleagues.
Tracy Lee, Head of Conference Production, Symposium Events

09:00 Coffee and registration 

09:30 Chair’s opening remarks – Dr Amy 
Armstrong, Senior Faculty, Ashridge Executive 
Education at Hult International Business School. 

09:45 Employee engagement now and into the 
future  
•	 Assessing current and future trends in 

employee engagement  
•	  Evaluating the technological, social, economic 

and political landscape and their impacts on the 
way we work and engage 

 
Cathy Brown, Executive Director, Engage for 
Success  
 
10:10 Embedding employee engagement as a 
business priority into your Organisation’s DNA 
 
•	 Ensuring engagement is led and championed by 

the Leadership team
•	 Aligning your employee engagement agenda 

with your organisational strategy and vision 
•	 Setting the frameworks that enable engagement 

to succeed   
•	 Embedding engagement in the organisation’s 

DNA – people, culture, policies and practices 
 
TBC, IBM 
 
10.35 Questions and discussion with speakers 

10.45 Knowledge share networking session  
Roundtable discussions with your peers to 

share solutions to your key talent management 
challenges 
 
Focus:  Influencing key stakeholders to get behind 
the employee engagement agenda  
 
11:10 Refreshments and networking 

11:30 Follow me I’m right behind you! – How great 
leaders drive engagement and grow their business 
•	 Learn about the human psychology of 

engagement 
•	 Identify the key drivers of engagement at work 
•	 Take away a scientifically researched model of 

workplace engagement  
•	 Gain insight in measuring and building 

engagement in your business 
 
Dr. Mark Slaski, Senior Psychologist & Founder, 
WorkplaceBuzz 
 
11:55 Securing early engagement through a 
seamless attraction, assessment and onboarding 
process  
•	 Understanding where and how engagement 

begins prior to employees entering the 
workplace 

•	 Candidate experience as an assessment of the 
authenticity your organisation’s values, vision 
and culture 

•	 Strategically assessing and selecting individuals 
based on their strengths and the requirements 
of the role and alignment to the organsation’s 
values, culture and vision  

 Cagatay Guney ,CEO, Peoplise  

Conference programme

Employee Engagement Summit 2017 Preview
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 12:20 Questions and discussion with speakers 

12:30 Lunch and networking 
13:30 Knowledge share networking session  
Roundtable discussions with your peers to 
share solutions to your key talent management 
challenges 
 
Focus: Organisational cultures that enable 
engagement  

Breakout session 1
 
14:00 Developing a workplace environment that 
drives innovation, growth and change 
 
•	 Developing and embedding an organizational 

values and culture that enables exploration, 
growth and innovation 

•	 Frameworks and leadership that drives 
individual and team engagement and growth  

•	 Leveraging the skills and capabilities of your 
employees through social and internal learning

•	 Reviewing the workplace design and its impacts 
on engagement and collaboration  

Alice Browne, Talent Manager, Brain Labs Digital 
  
14:25 Colleague led organizational change – 
the impact of involvement and voice in driving 
engagement and change  
 
•	 Providing a VOICE for colleagues, in a variety of 

ways  
•	 Pioneering new initiatives designed to create 

new and inclusive ways of working 
•	 Empowered ownership - unlocking colleague 

influence, no matter what their role  
•	 Running brand values workshops, testing 

language and creating conversations 

Susan Wareham, HR Director, Northern Gas 
Networks  

Breakout session 2

14:00 Improving managers in order to improve 
engagement 
 
•	 Examining the impact of Line Managers on 

enabling or inhibiting engagement  
•	 Equipping Line Managers with the right tools 

and skills to drive engagement  
•	 Engaging disengaged Managers  
•	 Line Managers as advocates of engagement  

Raymond Mulvey, Head of Engagement and Talent, 
Royal Mail

14:25 A network of champions to engage with a 
dispersed workforce   
 
•	 Engagement champions as a means of 

embedding engagement at all levels of the 
workforce  

•	 Empowering engagement champions to initiate 
change and developments   

•	 Leveraging the influence of engagement 
champions to share and filter communication

•	 Developing collaborative engagement hubs 
across multiple departments/groups 

 
Karen Norate, Head of Engagement Champions 
Network, Ministry of Justice  
 
14:50 Questions and discussion with speakers
 
14:50 Questions and discussion with speakers 

15:00 Refreshments and networking 

15:20 Digital disruption and its impact on employee 
engagement  
 
•	 How is technology impacting on the way we 

work and engage? 
•	 How can you leverage technological tools to 

enable greater engagement, interaction and 
collaboration? 

•	 Managing the negative repercussions of 
technological advances 

15:45 Maintaining and evolving employee 
engagement through change   
 
•	 The importance of a clear and transparent 

strategic narrative  
•	 Reviewing and adapting your engagement 

agenda to the changing business needs without 
compromising its integrity  

•	 Developing a strong, flexible and engaged 
workforce  

 
Amina Graham, HR Director, RHP Group 
Chloe Marsh, Head of Engagement, RHP Group 
 
16:10 Questions and discussion with speakers 

16:20 Chair’s closing remarks and end of 
conference  

www.symposium.co.uk
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Our expert speakers include:
Cathy Brown, Director, Engage for Success

Cathy has wide ranging experience across the public, private and third sectors in 
raising awareness and providing practical guidance to organisations looking to improve 
employee engagement. With a background in delivering strategic transformation 
programmes for a FTSE 100 company, she recognises the importance of values, good 
management, authentic leadership and the ability to listen in creating environments 
where people can bring the best of themselves to work every day

Employee Engagement Summit 2017 Preview

Alice Browne, Talent Manager, Brainlabs Digital

Having graduated from Cambridge University in 2015, Alice joined Brainlabs, the 
fastest growing tech company in the UK. Immediately heading up the HR department, 
she wrote the employee handbook, creating initiatives based on scientific research 
rather than more traditional, accepted methods.

Amina Graham, RHP Group Executive Director for Corporate 
Services, RHP

Amina Graham joined RHP as the Executive Director of Corporate Services in 2008 
after 22 years at Marks and Spencer. She has a wealth of business experience in 
customer service, people management , organisational development and complex 
change delivery. Amina’s innovative approach was recognised in the HR Most Influential 
2016 list.

Dr. Mark Slaski, Chief Psychologist, WorkplaceBuzz Ltd

For the past two decades, he has worked with major organisations across the world 
to build performance excellence, advising C-suit executives on aligning people and 
business strategies. Mark’s greatest asset is his depth of knowledge and insight into 
human psychology and performance. His greatest skill is his ability to communicate his 
expertise to help people and organisations achieve greater success.

Chloe Marsh, RHP Group Head of Engagement, RHP

She joined RHP in 2009 as an HR generalist and in 2011 became their Learning and 
Development Manager. Chloë played a key role in developing and embedding their 
cultural change programme ‘iamrhp’, leading to a significant increase in employee 
engagement with satisfaction moving from 88% to 97% and RHP gaining a top five 
place in the Sunday Times Best Companies list for not-for-profit.

Since becoming Head of Engagement, Chloë has helped RHP reach new heights in 
employee engagement. 
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Profile of the Chair
 

Amy holds a First Class Bachelor’s degree, an MBA, PhD and is also a senior faculty 
member in Ashridge Executive Education at Hult International Business School. 
Amy runs leaderships courses within the Ashridge Executive MBA for the Creative 
Industries (EMBACI) the online Masters in Management (MiM) degree.

She is a regular writer and speaker on the topics of engagement, authentic 
leadership, resilience and compassion at work and is particularly interested in how 
‘crucible experiences’ of personal trauma (such as critical illness and bereavement) 
affect the way in which managers view and approach their work.

Amy is also a visiting lecturer at Aston University and she leads the research steam 
into barriers to engagement for Engage for Success, a Government-led movement 
which is seeking to improve engagement and well-being levels across the UK.

www.symposium.co.uk

Ray Mulvey, Head of Engagement and Talent, Royal Mail Group

Ray has worked for Royal Mail Group for 25 years joining in Glasgow as a seasonal 
postal driver in 1991. Having had a wide and varied career starting in operational 
management, to his current role: as the Head of Engagement & Talent for the East 
Region.  Ray is passionate about organisational development in particular the design of 
leadership interventions that have engagement and coaching practice at their core.

Susan Wareham, HR Director, Northern Gas Network

Susan Wareham joined Northern Gas Networks in August 2005. She has over 30 years’ 
experience working in Human Resources, predominantly in the utilities sector. Susan is 
committed to employee engagement and encourages a culture of fairness and equality.
Having left school with few academic badges, Susan has studied and progressed 
through her career and attributes her success to a strong work ethic demonstrated by 
her parents.

Karen Notaro, Head of Engagement Champions Network, HM 
Courts & Tribunals Service 

Karen became a member of the Engagement Champions Forum in March 2009 and 
is now the chair, lead designer of the annual Champions Day, facilitating bespoke 
sessions across the MOJ family. She is also the Head of the Engagement Champions 
Network and is responsible for continuing to grow and up-skill the now 1,000 strong 
cadre of Engagement Champions across the department.
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Our dining club memberships can be offered as 
part of your employee benefits package or 
simply as a gift to your employees to thank them 
for their ongoing commitment to your business. 
Cost effective and impactful, they are an easy 
way to let your employees know they are 
valued. Helping to increase employee
 engagement, satisfaction and retention. 
Memberships have also been proven to reduce 
business expenses, encouraging employees to 
utilise their discounts whenever possible.

Getting started is easy

We will support you in promoting memberships to 
your employees, providing marketing material, 
information documents and attending benefits 
roadshows, ensuring your employees 
understand how to access their membership 
and start saving. 

For your employees it means enjoying 12 
months of discounts at more than 6,500 
restaurants nationwide, including some of the 
UK’s top chains and 1,000s of independents. 
With the choice of either tastecard or 
Gourmet Society, you can be sure that with our 
help, you will choose the right membership to 
suit your employee demographic. 

Looking to increase
employee engagement?

We can help with that. 
Benefits for your organisation         

Discounts for your employees         

To find out more call 01484 478 507 or email benefits@tastecard.co.uk         

tastecard

Discounts at more than 6,500 restaurants nationwide!

Gourmet 
Society

Gourmet Society
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We all get more out 
of going to work if the 
organisations we work 
for have an engaging 
culture, a philosophy 
that there is a ‘better 
way to work’. Research 
shows that engaging 
organisations are 
more productive, have 
healthier, happier 
staff, fewer accidents, 
higher profits and better 
customer service. 

There are four factors 
that are present in 
high performing 
organisations with highly 
engaged employees: 

•They have a clear story 
about the organisation 
and strategy - 
articulated in human 
terms
 
•They develop engaging 
managers, who trust 
their staff and treat 
them as individuals

•They role model the 
organisation’s values in 
everyday behaviour
 
•Employees are able to 
speak out and influence 
within the organisation

Corporate culture 
is in the process of 
a paradigm shift. 
Command and control, 
‘blind obedience’ , 
bullying and harassment 
in the work place, these 
are outmoded styles of 
management that no 
longer fit todays ways 
of working. Societal 
changes such as the 
death of deference, 
increases in knowledge 
based jobs, use of 
technology and social 
media all mean that 
work no longer works 
in the way that it used 
to. As an example, a 
common cultural norm 
of the 20th century 
was that ‘knowledge 
= power’. Expertise 
was closely guarded, 
providing respect, 
status and power within 
the organisation. With 
the advent of Google, 
Quora, collaborative 
social media, any of 
us can start to access 
that knowledge for 
ourselves - we no longer 
automatically respect a 
boss or an expert simply 
because of their job title 
or position. 

Many of todays leaders 
however, gained their 
leadership experience 
in the ‘bad old days’ 
and, especially in 
times of stress, can 
default to that outdated 
management model. A 
culture that allows this 
can lead to us feeling 
stressed, defensive, 
unappreciated and 
disengaged. Our 
performance will drop, 
as will that of our 
organisation! We now 
live longer, healthier 
lives, which means that 
we work longer and thus 
we are extending that 
outdated model past the 
end of its life.  

We, as employees 
and as leaders and 
employers of the future, 
have a responsibility to 
set a higher ambition 
for ourselves and our 
employers to find a 
better way to work in 
order to enable growth 
for ourselves and our 
organisations. In the 
uncertain times we 
currently find ourselves 
in, with the opportunities 
and challenges 
presented by Brexit for 

Cathy has wide ranging 
experience across the 
public, private and 
third sectors in raising 
awareness and providing 
practical guidance to 
organisations looking 
to improve employee 
engagement. With a 
background in delivering 
strategic transformation 
programmes for a 
FTSE 100 company, 
she recognises the 
importance of values, 
good management, 
authentic leadership and 
the ability to listen in 
creating environments 
where people can bring 
the best of themselves to 
work every day.

Cathy Brown 

The four enablers of 
employee engagement

Cathy Brown, Director at Engage for Success, discusses the four 
factors that are present in high performing organisations with 
highly engaged employees.
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instance, this has never been 
more important. 

However, one of the biggest 
stumbling blocks in growing an 
engaging culture is where to 
start? The world of engagement 
is sufficiently diverse and fluid 
that it’s hard to even pin down a 
definitive definition of the concept. 
However, the Four Enablers 
provide a useful lens through 
which to assess your organisation 
and culture. 

In summary, ask yourself these 
things: 

Does my organisation have a clear 
story? You should understand 
where it’s been,  where it is now, 
where it’s going and how you fit 
into that. Can you tell that story to 
the people who work for you? 

Are the organisations values a 
reasonable fit with your own? The 
managers you meet should role 
model those values authentically 
and you should be able to see 
yourself doing the same. 
  
Is there support for managers, 
to teach them the skills that they 
need in order to operate in an 
engaging way, through coaching, 
focussing and developing their 
staff? 

Are you able to influence decision 
making in the organisation and 
trust that your voice will be 
heard? 

If not, what can you do to make 
things better?  And as a final tip, 
saying ‘thank you’ more often 
generates a surprising amount of 
engagement…

Engage for Success exists to help 
organisations and individuals 
on the journey of building better 
places to work. A free to access 
social movement, we encourage 
you to come and explore the 
website, download a case study, 
connect with people, check out 
our events and perhaps come 
and follow us on Twitter at @
engage4success.  

You can find out more about the 
Four Enablers of Engagement 
and Engage for Success at www.
engageforsuccess.org 
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The way we 
communicate, the 
content we share, the 
actions required and 
ultimately the level of 
engagement expected 
from employees has 
a lot to gain from the 
Customer Relationship 
Management (CRM) 
practices designed 
to drive customer 
engagement.

Introduction

The most joyful part of 
what I do is leading an 
agenda that is all about 
engaging employees, 
a field I have worked 
in for over 15 years.  I 
work for an amazing 
brand name which 
naturally instils pride 
and a desire to “go the 
extra mile” in the pursuit 
of excellence – but my 
job has challenges like 
many others.

During my career I 
have seen the term 
“engagement” become 
a term of gravitas 
helped in no small way 
by the MacLeod report 
and research done by 

organisations such as 
Towers Watson all of 
which evidenced the 
positive correlation 
between higher levels 
of engagement and 
improved business 
performance.

Diluted and polluted

In my personal opinion, 
the use of the word 
“engagement” has 
become not just diluted 
to a broader meaning 
but also polluted with 
unsubstantiated facts 
and concepts. I recently 
read that the provision of 
milk, tea and coffee can 
drive higher engagement 
– really? 

For a period of time the 
research I previously 
mentioned drove 
sharp focus on how HR 
practitioners talked 
about engagement 
and the rationale 
for investment in 
engagement related 
activities – it has become 
a linchpin of ROI on 
people investment. Like 
many other companies 
Harrods has diligently 

carried out employee 
surveys, taken part in 
case studies*, presented 
at conferences and won 
numerous employer 
awards. However, 
questions remain 
- where is the hard 
evidence of engagement 
driving results and how 
do you replicate more of 
the same?

To be fully engaged.

For Harrods  what drives 
full engagement or 
as we often refer to it, 
“bringing the whole self” 
into the workplace, is 
the combined strength of 
three relationships.
First, a deep affinity 
for the organisation 
you work for, often 
expressed by the 
strength of one’s pride.

Second, a mutually 
beneficial relationship 
where a manager 
demands the best of 
their team for the good 
of the organisation and 
in return demonstrates 
the value of their team 
members’ contribution 
through unsolicited 

Niall Ryan-Jones is Head 
of Employee Experience 
for the world-renowned 
luxury retailer, Harrods.

Niall is responsible for 
a number of employee 
touch points, such as; 
Internal Communication, 
Benefits & Recognition, 
Engagement Insight, 
Corporate Health, 
Corporate Responsibility 
and Employer Brand 
Management.

Harrods has recently been 
given two awards  as a top 
Employer 2017 by both the 
Top Employers Institute 
and Glassdoor who have 
names Harrods as one of 
their Best Places to work.

Niall Ryan-Jones 

Employee and Customer 
Engagement – two sides 
of the same coin.
Niall Ryan-Jones is Head of Employee Experience at Harrods, 
who recently won awards as a top employer 2017 by both the 
Top Employers Institute and Glassdoor. Here Niall discusses 
engagement and its broader meanings.
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gratitude.

Third, a job that offers fulfilment 
both professional and personal. 
The outcome of which is an 
experience of challenge, 
invigoration, personal pride, 
satisfaction to name but a few. 

Engagement driving the results

Albeit we are biased, our business 
numbers do speak for themselves 
– although we  can only share 
a snippet of the numbers. Our 
business is outperforming the 
market with double digit growth 
and has done so for much of the 
last 10 years. “Engagement” is a 
respectable 80%, labour turnover 
a healthy 22% considering we 
are a London based retailer, 
and pride in the brand 94% - the 
indications are we are doing 
something right.

Diversity a new challenge?

One of our most pressing 
challenges is the diversity of our 
workforce. Five generations, 
36% below 35, from 100 
nationalities, serving three 
hundred nationalities. And there 
is diversity in first languages, 
culture ………an endless list. 
Our employees are consuming 
information differently, what we 
have to say as an organisation has 
to cut through what is for many 
a noisy world. Not being able to 
reach out to our employees with 
the right information at the right 
time on the right channel with the 
right tone makes engagement 
somewhat trickier!

The following diagram is only 
a brief overview of the number 
of engagement touch points 
whereby an employee may be 
fully engaged (reward and growth) 
to somewhat passive (culture and 
practices). The employee lifecycle 
will provide levers of micro focus 
to understanding what will drive 

higher levels of engagement – not 
necessarily providing milk, tea 
and coffee!

Replicate more of the same – a 
new approach

 Many businesses share one 
goal, to improve the bottom 
line.  Hopefully, many of you are 
aware of customer relationship 
management (CRM), but, what 
if we draw on the practices 
and learning gained through a 
CRM approach, and applied a 
similar methodology to Employee 
Relationship Management 
(ERM). Like your customers, your 
employees are going to make or 
break your bottom line through 
the strength of their relationship 
with the brand, so investing in 
them is just as important as CRM.

Perhaps this seems like common 
sense, but when companies 
are focusing heavily on their 
customers, the employees who 
establish relationships with said 
customers are often overlooked, 
albeit there are progressive 
thinkers like Richard Branson 
who advocates a philosophy that 
“employees come first”.

We know that engaged employees 
deliver improved customer 
satisfaction. While many are 
busy researching the best CRM 
practices, I am  making sure that 
ERM practices are on that list as 
well, and that the engagement 
efforts are contributing to 
strengthening the three most 
important relationships as 
mentioned previously; which in 
turn will strengthen relationships 
with customers. 

The underlying lesson for us is 
knowing our employees as well 
as our customers. We aim to get 
a deeper understanding of our 
employees which will in turn 
allow us to engage with them 
more effectively. 

Engagement to drive new 
outcomes

Looking through the ERM 
lens provides insight into our 
employees’ wants and needs 
- insight that could help make 
better, more strategic decisions 
about our employee lifecycle, the 
experience, who we are targeting 
and how we manage that. 
Taking this approach also helps 
employees draw what they need 
from the organisation to suit their 
needs in the here and now as well 
as longer term aspirations. 

As a business we have moved on 
from the need to be convinced 
about the impact on performance, 
to focusing on how engagement 
activities can improve the 
employee experience, which 
in turn fosters the customer 
experience. Both of which 
will drive profitable growth 
and maintain and elevate our 
employer brand. 

*Engage for Success – Case Study 
http://engageforsuccess.org/
wp-content/uploads/2014/04/
Employee-Engagement-
at-Harrods-Engage-for-
success-2012.pdf
Business Case Studies http://
businesscasestudies.co.uk/
harrods/#axzz4ZsVsuKPI
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At RHP we’re passionate 
about the intrinsic 
link between engaged 
employees and better 
business results – in 
fact being an ‘excellent 
employer’ has been a 
key part of our vision 
since we were formed in 
2000. Over the past few 
years the housing sector 
has been going through 
unprecedented changes 
– we are operating in 
an increasingly risky 
environment with many 
‘givens’ over the past 
30 years now gone. 
Therefore to help us 
respond positively 
to these changes we 
needed to create a step 
change to excellence 
and unleash the 
talent and creativity 
in our business. Our 
answer was to launch 
our cultural change 
programme ‘iamrhp’.

Strong foundations

The first thing we did 
to implement iamrhp 
was to carry out an end 
to end review of all our 
people processes. We 
changed the way we 

recruited, with a desire 
to engage prospective 
employees through their 
very first interactions 
with us with modern 
job adverts and JDs 
that reflected the 
iamrhp personality and 
behaviours. We recruit 
based on behaviours 
first and technical 
skills (which can be 
learnt) second, with our 
challenging yet fun (yes 
fun! Candidates actually 
tell us they enjoyed the 
experience successful or 
not) assessment centres 
designed to allow people 
to be themselves, let 
their personalities 
shine and show us what 
they’ve got.   

Love to learn 

We place a high 
importance on 
learning and know that 
learning is best when 
fun, memorable and 
personal, creating 99% 
of our programmes 
internally. An example 
of our creative approach 
is using the popular 
game show ‘Deal or no 
deal’ to explore risk, 

playing murder mystery 
for problem solving and 
using online gamification 
to improve digital skills.

Throwing out the 
suggestion box 

There’s no suggestion 
box at RHP with dusty 
bits of paper inside that 
no-one ever reads. We 
celebrate a point of view 
and provide various 
channels for people to 
have their say –two of 
the most popular being 
our internal social 
network yammer and 
also our very own video 
booth the ‘RHP Express’ 
(not just for the ‘selfie’ 
generation!)

We even have a debating 
forum! ‘Great place to 
debate’ is run like a 
political debate, where 
two teams of employees 
argue either side of a 
topical question in front 
of an audience who then 
votes for the team who 
swayed them most at 
the end. It’s proved one 
of our most successful 
engagement activities 
with both the teams 

She joined RHP in 2009 
as an HR generalist 
and in 2011 became 
their Learning and 
Development Manager. 
Chloë played a key 
role in developing and 
embedding their cultural 
change programme 
‘iamrhp’, leading to a 
significant increase in 
employee engagement 
with satisfaction moving 
from 88% to 97% and RHP 
gaining a top five place in 
the Sunday Times Best 
Companies list for not-
for-profit.

Since becoming Head 
of Engagement, Chloë 
has helped RHP reach 
new heights in employee 
engagement. 

Chloë Marsh  

RHP’s rules of 
engagement 

Since 2000, being an ‘excellent employer’ has been a key part of 
RHP’s vision. In this article Chloë Marsh discusses the companies 
efforts to build employee engagement within the organisation.
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involved and audience learning 
lots along the way.

Looking outside-in 

Over the past few years we’ve 
emphasized the importance of 
looking externally for inspiration 
that can help us move forward 
as a business. Examples of 
how we do this is our monthly 
speaker programme ‘A Great 
place to think’ which aims to 
improve business knowledge 
and awareness, broaden 
perspectives and stretch thinking.  
For employees we have ‘Live 
Lounge’ – an informal session 
led by subject experts, based on 
the concept of a stripped back 
acoustic set. Topics have range 
from things such as mental 
health, social media and health 
and fitness. 

Innovation is for employees too

We talk a lot about innovating to 
provide better services for our 
customers and to create business 
efficiencies that’ll allow us to 
build more homes. However it’s 
important to remember that 
innovation is just as important for 
your employees. Just as we aim 
to give our customers choice and 
convenience, we do the same for 
our employees offering a range 
of self-service options they can 
use on the go including our award 
winning benefits portal ‘RHPerks’. 
We’ve also worked hard to create 
a culture where innovation is 
driven from employee level with 
things such as the introduction 
of our own version of Dragons 
Den called ‘4 in 4’ where people 
can come and pitch an idea for 

business improvement.

A great space to work 

Great people deserve a great 
environment to help them be at 
their best and that’s why we’ve 
created unique meeting rooms 
and breakout areas to inspire 
our people to think creatively and 
come up with innovative solutions. 
Our latest addition to our office 
space is a 60 seat ‘touch down’ 
area which has been designed to 
encourage collaborative working 
and stimulate creativity.. 

The proof’s in the pudding

All of this work has impacted on 
both our employee and customer 
engagement scores as well as 
business results.  Some of the 
highlights include:

• In three years our employee 
engagement scores went from 
87% satisfied to 97% satisfied and 
from 59% ‘very satisfied’ to 75% 
‘very satisfied’. 

• We’ve seen a 24% reduction 
in customer complaints which 
we also dealt with more quickly 
(going from an average resolution 
of 4 days to just 1.6 days) 

• 75% of our customers believe 
we’re ‘easy to do business with’.

• We’ve maintained our financial 
strength with the lowest credit 
rating in the sector (-AA) and also 
secured a £175M own named 
bond which we’ll use to invest in 
providing 2000 more new homes 
over the next eight years. 

• Extending our reach by 
becoming the first organisation 
in the sector to deliver a full suite 
of digital services available any 
time, any place and on any device 
giving customers more choice, 
convenience and control.

We’ve also gained external 
recognition through a number 
of high profile awards including 
being named as the best place 
to work in the 2016 Great place 
to work ‘Best workplaces list’ 
(medium category), topping Inside 
Housing’s Dolphin innovation 
index the past two years running 
and winning various customer 
focused awards such as the UK 
Customer Experience Award for 
‘Engaging customers online’. 

And we’re not stopping there. 
We never get complacent at RHP 
and are continually looking for 
new, fresh and innovative ways 
to engage our employees. We 
have exciting plans for 2017 
including an enhanced wellbeing 
strategy that will provide more 
digital tools (e.g. mindfulness 
and fitness apps) and focus on 
life skills such as managing 
personal finances. We’ll be 
introducing more rewards focused 
around innovation, a whole 
new online learning portal and 
we’ll launch our new behavior 
and skills framework which 
has been refreshed to reflect 
the competencies we need our 
employees to demonstrate now 
if we’re to achieve our business 
goals. Of course there’ll be lots 
more besides but that’d be telling!

Keep up to date with what we up 
to at www.rhp.org.uk, following us 
@rhp_uk on twitter or connecting 
with us via LinkedIn. 
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Esther Smith 

Employee engagement: a 
good place to start

Recent research has 
shown that engaged 
workforces deliver 33 
percent higher profits, 
with 44 percent higher 
staff retention. The 
increase in research, 
thought leadership and 
general focus in em-
ployee engagement has 
meant that even the 
most cynical captains of 
industry are beginning 
to see that employee en-
gagement isn’t all group 
hugs and kumbaya, and 
that there is something 
in having highly engaged 
employees that delivers 
real profit.  So in search 
of bang for their buck, 
more and more compa-
nies are setting out to 
achieve the holy grail of 
top engagement scores.

The one problem with 
this recent surge of 
attention employee 
engagement has re-
ceived is the subsequent 
dilution of its definition. 
With many credible bod-
ies and organisations 
weighing in with their 
theories of what it is and 
how to achieve it, it can 
be easy to be bamboo-
zled by terminology and 
endless so-called driv-
ers.  Engage for Success 

have four key drivers. 
Towers Watson claim 5 
key drivers. Best Com-
panies poset 8 as part of 
their survey methodol-
ogy. Kevin Kruse has 
four; a different four to 
Engage for Success. And 
so it goes on.

So if you, as an HR 
professional, have been 
tasked with writing an 
employee engagement 
strategy, or are simply 
beginning the journey 
to improve levels of 
employee engagement, 
where on earth do you 
start when you can’t pin 
down the darned con-
cept.

The definition that works 
every time for me is this: 
Employee engagement 
is the emotional com-
mitment the employee 
has to the organisa-
tion and its goals. This 
emotional commitment 
means that engaged 
employees actually care 
about their work and are 
invested in the compa-
ny’s success, so much so 
that they will give discre-
tionary effort.  The emo-
tional commitment also 
means employees are 
less likely to be tempted 

to jump ship for a pay 
rise.  What this defini-
tion wisely omits is any 
method of obtaining this 
highly prized emotional 
commitment, which will 
be unique to each per-
son and to each organi-
sation. This ambiguity 
is what has given rise to 
such a confusing array 
of different key drivers 
and definitions.  There 
is no simple abraca-
dabra for an emotionally 
committed workforce or 
person.  In the same way 
that relationships can be 
complicated, so can our 
relationships with our 
employers.  Individual 
people will have their 
own individual priori-
ties and conditions that 
they need in order to feel 
engaged enough to give 
discretionary effort.

In the face of an organ-
isational-wide problem 
however, it can become 
all too easy to gener-
alise. I’ve seen compa-
nies try all manner of 
things in the name of 
employee engagement.  
From charity events and 
employee volunteering 
to lunches with lead-
ers, and I’ve even run 
a workplace choir! All 

Esther Smith is the 
employee engagement 
manager for UK Power 
Networks.

Esther Smith defines employee engagement as the ‘emotional 
commitment the employee has to its organisation and its goals’. 
As engagement manager at UK Power Networks, Esther discuss-
es what contributes to an effective engagement strategy.
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these things can be good to do, 
but if we are looking for maximum 
value-add, are they the best use 
of our time?

Possibly not. 

Gallup say that 70 percent of how 
engaged a person is at work is 
attributed to their line manager.  
Have you ever walked into your 
dream job only to discover that 
your manager is a nightmare and 
suddenly you can’t get out of there 
fast enough?  I’ve certainly been 
there.  But I’ve also been in roles 
or companies that haven’t initially 
excited me, but found myself with 
real fulfilment because I’ve had 
a manager that is a pleasure to 
work for; one that has given me 
autonomy, the right support and 
good development opportunities.
  
So with a common denominator 
of all purported key drivers being 
the line manager or factors the 
line manager can influence, and 
research attributing a 70 percent 
weighting to it, then it seems 
obvious; middle managers are 
a business’ secret weapon!  It 
makes sense to focus time and 
effort here with good old-fash-

ioned business partnering and 
coaching.

So let’s get practical.
Kevin Kruse (2016) has whittled 
employee engagement research 
down to four triggers that pack a 
punch when fired in unison.  
1- Communication - do team 
members feel that there is fre-
quent and consistent two-way 
communication?
2- Growth and development - do 
team members feel that they are 
learning new things and advanc-
ing their career?
3- Recognition and appreciation 
- do team members feel appreci-
ated and that their ideas count?
4- Trust and confidence - is there 
mutual trust between team mem-
bers and managers and do team 
members have confidence in their 
organisations future? 

In the same way that they can 
trigger engagement, line man-
agers need to understand that 
a lack thereof will equally have 
the potential to snuff the spark 
of engagement and have a previ-
ously happy employee running 
vengefully to indeed.com. The 
most common reasons for people 

leaving an organisation are often 
cited as lack of development op-
portunities or lack of recognition.  
Think about why you left your last 
organisation?  

It’s also high time that line man-
agers understand and embrace 
the benefits of shifting from “a 
command and control” style to a 
more inclusive management phi-
losophy. For some, this will mean 
changing the habits of a lifetime 
and it won’t come naturally.  
These managers will need the 
perfect balance of support and 
challenge to get them to where 
they need to be.

So whatever drivers you choose 
to build your strategy around, 
whatever your objectives, line 
managers could influence its suc-
cess by up to 70 percent.   So yes, 
your workplace choirs might help 
break silos, and your CEO break-
fasts might do much to facilitate 
employee voice and help your 
valued front-line employees feel 
heard, but your line managers are 
the ones who need your time and 
attention.  With so much at stake, 
business partnering has never 
been so relevant. 

Putting a smile on the face of your employees is important in any organisation
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How can we provide a 
better way to engage 
with graduates and 
encourage them 
to talk to us to find 
out more about our 
schemes without 
increasing our on-
campus event schedule 
and, simultaneously, 
reducing the large 
volume of unsuitable 
applications? That was 
the question npower’s 
Group Graduate 
Recruitment Manager, 
Becky McVittie, had at 
the start of the 2017 
graduate intake cycle. 
She was after a way of 
engaging with graduates 
at multiple points 
during the recruitment 
process that would 
allow her team to offer 
information, support 
and advice relevant to 
the stage the graduates 
were at. 

npower as a business 
employs over 8,000 
people in the UK 
and each year looks 
to recruit dozens of 
graduates into one 
of their five tailored 
graduate programmes 
- for which they can 

receive around 2,000 
applications. The 
initial sifting process 
is outsourced to a third 
party which, whilst it 
has its benefits, also 
meant that the first-
time Becky would have 
any interaction with a 
candidate was often at 
an assessment centre.
 
“We found that we were 
often getting red marks 
from candidates when it 
came to communicating 
with them and we knew 
this lack of engagement 
was something we 
had to address,” she 
explained. “Graduates 
frequently had questions 
which our outsource 
partner wasn’t equipped 
to answer and these 
would be forwarded 
on to us. We wanted to 
provide candidates with 
a way of communicating 
directly with our team. 
This was particularly 
important as the 
application process 
opened in October 
and you could have 
a candidate applying 
then but having to wait 
until February for an 
assessment centre date. 

We needed to keep these 
candidates engaged with 
the business and the 
recruitment process.” 

Online engagement tool

npower had also 
recently conducted a 
piece of research which 
indicated that only 2.5% 
of people they spoke to 
at careers fairs went 
on to complete an 
application. The number 
of campus careers fairs 
they attended needed to 
be reduced. Becky was 
interested in seeing if 
there was a better way 
to engage with these 
graduates using an 
online tool to hold virtual 
careers fairs. The online 
switch also dovetailed 
nicely with the business’ 
overall strategy of 
increasing digitalisation 
wherever and whenever 
possible. 
After an extensive 
evaluation and review 
process, npower decided 
to partner with the 
online moderated chat 
platform, Meet and 
Engage. “It allowed 
us to engage with 

Becky McVittie is 
the Group Graduate 
Recruitment Manager 
at Innogy, which owns 
the npower brand in the 
UK. Becky looks after all 
graduate, internship and 
apprentice recruitment 
and strategy at npower 
and sister companies 
Innogy and RWE 
Generation UK. Prior to 
joining the Group, Becky 
worked in Experience 
Hire Resourcing after 
finishing an HR graduate 
programme herself at 
npower.

Becky McVittie 

npower powers up 
graduate engagement 

npower discuss how online engagement tools, peer driven 
engagement and enhanced engagement and data capture has all 
positively contributed to their graduate engagement strategy.



29

candidates right at the start of 
the recruitment process which 
we hadn’t previously been able 
to do,” explained Becky. “It 
also provided us with a way of 
communicating with students at 
universities we were no longer 
attending in person.” 

Peer driven engagement 

The other aspect of the platform 
that Becky felt really enhanced 
the candidate experience and 
engagement was the ability to 
invite other moderators to join 
the HR and resourcing team on 
the chats. Around 60% of the 
questions they get asked are 
directed at the HR recruitment 
process, but the other 40% are 
about the programme itself. 
Becky invites the appropriate 
business sponsors to join the chat 
sessions along with, crucially, 
current graduates on the scheme 
to give their first-hand experience 
of the application process and 
the programme itself. “Feedback 
from the participants really 
showed that being able to ask 
a current grad a question was 
hugely beneficial and, as the 
platform is so easy to use, it takes 
literally 10 minutes to train a new 
moderator. What’s also been nice 
is the engagement we’ve had with 
our colleagues who’ve used it - 
especially the current grads who 
all want to participate in future 
chats.”

In addition to running general 
Q&A chats for each of the 
different graduate programmes, 
Becky and her team have added 
further value to the engagement 
process – and helped to calm 
nerves in the process – by also 
scheduling chat sessions for 
candidates before they attend the 
assessment centres. Following 
selection, npower will also now 
run onboarding chats with those 
candidates who have been offered 
a place to keep them warm before 
they start. This will allow the new 

recruits to engage not only with 
their programme development 
team but also with the other 
graduates on the schemes and 
business sponsors. In fact, Becky 
will be using the platform to run 
chats for the onboarding of their 
summer interns too. 

Enhanced engagement and data 
capture 

Looking ahead to the 2018 
graduate intake, Becky is 
planning on increasing their use 
of live chat engagement. “We 
started using this technology just 
before our recruitment campaign 
for 2017 graduates started and, in 
hindsight, I believe we could have 
seen higher numbers had we 
promoted it more from the outset. 
For our 2018, campaign we will 
not only be promoting the link on 
our website and on all third-party 
marketing, but we’ll also ensure 
its front and centre on everything 
we do at the careers events we 
attend.” 

From a candidate engagement 
perspective, participants register 
in advance so the team can 
communicate with them prior 

to and after the event when 
they send them a transcript of 
the chat. The response to date 
has been very positive with 
many adding that the ability to 
see other people’s questions 
and subsequent answers really 
insightful. Continuing the positive 
engagement process, npower will 
be scheduling reoccurring weekly 
slots for in-process candidates 
to get in touch with one of the 
resourcing team directly. “It 
should reduce the number of 
inbound enquiries,” Becky hopes, 
“and the resource intensive time 
it takes to respond to each one.” 

And now that the graduate team 
have successfully tested the 
platform, other areas of the 
business are interested in using 
it too. “My German graduate 
recruitment colleagues are 
testing it with their candidates 
and the experienced hire 
team here in the UK can see 
the benefits too,” concluded 
Becky. “I really see this as a 
technology that will allow us to 
add significant value and boost 
engagement with candidates 
at all levels and throughout the 
whole recruitment journey.” 
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Great Ormond Street 
Hospital Children’s 
Charity raises money 
to support the world 
famous hospital – 
our efforts help fund 
pioneering medical 
research, state-of-the-
art medical equipment, 
support services for 
patients and their 
families, and parent 
accommodation so 
mums and dads can 
stay close by when their 
children are receiving 
lifesaving treatment. As 
far as causes go, Great 
Ormond Street Hospital 
(GOSH) is an incredible 
one to support.  

As an HR director my 
role is based in the 
charity’s office close to 
the hospital, supporting 
and empowering our 
employees to deliver 
the very best for GOSH. 
But even with such 
an incredible cause 
so close by, we still 
need to work hard to 
promote the highest 
level of understanding 
and engagement across 
the charity to deliver 
the funds to meet the 
hospital’s growing need 

and support seriously 
ill children from across 
the UK. So how does 
employee engagement 
help us to bridge the 
gap? 

Keeping in touch when 
the cause is around the 
corner

We start as we mean 
to go on; taking every 
opportunity to show our 
employees the difference 
they make to GOSH by 
working for its charity. 
New starters receive 
an induction tour of the 
hospital and we treat 
them with the same 
care and respect as 
we would a charitable 
donor. We tell them why 
we need to raise money 
by showing how it makes 
such a difference. They 
get a chance to see, 
in person, what they 
are contributing to. It’s 
something I’d urge all 
charities to consider 
implementing at key 
moments during the 
year as a personal, face-
to-face experience of the 
cause is an undeniable 
effective way to generate 

engagement from 
employees. I know that 
we are very fortunate in 
this respect.

This ethos continues at 
every opportunity we 
have, for example we 
recently invited a family 
who had been at the 
heart of our recent ‘Back 
to School’ campaign to 
share their experiences 
at our all staff mid-
year review. This meant 
colleagues who may 
have built a page on 
our website to host 
the family’s story, or 
who set up the finance 
mechanisms to record 
money donated through 
the campaign, had an 
opportunity to meet and 
hear from this family 
whose children were 
cared for at GOSH. We 
also took the opportunity 
to invite a GOSH clinician 
at the very forefront 
of his field to speak. 
Everyone left feeling 
excited about an area 
of medical innovation 
and excellence, and 
inspired after hearing 
the moving experiences 
of the family. I believe 
our efforts lead to 

Heather Morgan is 
the Director of People 
and Planning at Great 
Ormond Street Hospital 
Children’s Charity. She 
has experience across 
a range of sectors and 
organisations including 
FMCG, telecoms, private 
equity, risk advisory and 
not-for profit. Heather has 
a PhD in organisational 
psychology, is a Fellow 
of the CIPD and she is a 
trustee of two charities in 
the UK and India. 

Heather Morgan 
From good to great…
engaging charity employees 
with their cause
Heather Morgan, Director of People and Planning at Great Ormond 
Street Hospital Children’s Charity says small changes can add up 
to a big difference when engaging employees with a cause on their 
doorstep
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employees who share the level 
of excitement, commitment, 
and engagement with the cause 
that our incredible supporters 
and donors have as well. And 
importantly for a charity, this kind 
of engagement can be delivered 
in an incredibly cost effective way.

Developing leadership at all 
levels

While it is important for a charity 
to have a strong leadership 
team in place to engage their 
workforce, one thing we are 
keen to convey is that leadership 
isn’t only for those at the very 
top. We have a leadership 
programme that every single 
employee can be involved 
with, no matter their level or 
experience. This forum is creating 
a roadmap for how we embed 
a culture of leadership across 
our organisation and involving 
our staff at the heart of this 
enables an even more engaged 
and motivated workforce. For 
example team members are 
encouraged to attend each 
other’s team meetings to share 

updates and feedback to their 
own peers. Communications 
and decisions are shared across 
team, not just ‘top down’. As a 
qualified coach I also work with 
groups of senior managers and 
department heads to develop 
their coaching and mentoring 
skills, and they in turn can better 
support and develop members 
of their team. Our leadership 
programme shows there is 
a chance for everyone to be 
heard, to work on their personal 
development, and in my opinion, 
this leads to an empowered and 
enabled workforce which are 
vital components of delivering 
employee engagement.

How do you know you’ve hit the 
right balance?

We aim to deliver regular 
opportunities for our charity 
staff to spend time with hospital 
staff and patients, look to upskill 
people across all levels of the 
charity and empower them to 
feel like leaders. I believe these 
ongoing, organic changes will 
help us to meet our ambition of 

having an engaged and enabled 
workforce and will move the 
charity from a ‘good’ organisation, 
to one that is ‘great’ to work for, 
and which delivers great results.

Reviewing levels and success 
of employee engagement 
comes down to more than hard 
retention figures, although 
those are important to monitor. 
It’s a feeling, a culture you 
create where staff look forward 
to coming to work each day. I 
hope that everyone who does 
eventually choose to leave GOSH 
Charity when the time is right for 
them will do so after a fantastic 
experience. It will be because they 
feel a ‘pull’ to another cause, or to 
a different challenge, much in the 
same way I know they will have 
felt a pull to join the GOSH Charity 
team. Ultimately, I’d like for them 
to leave as great ambassadors 
for the charity and hope that in 
the future, we may welcome them 
back with an expanded set of 
skills and experiences to help us 
deliver the very best results for 
the patients and families cared for 
at Great Ormond Street Hospital. 
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Firstly, there is no 
‘one-size fits all’ 
when it comes to 
employee engagement. 
As communication 
professionals, we find 
ourselves in a VUCA 
(volatile, uncertain, 
complex and ambiguous) 
world and internally, 
we have 4 different 
generations within 
the workplace, each 
with their own diverse 
cultures, backgrounds 
and expectations. What 
inspires or engages 
one employee can 
potentially alienate and 
disengage the next. 
So the challenge is on 
– how do we create a 
compelling engagement 
strategy to meet the 
high-expectations of the 
21st century employee?

Every company has a 
culture. Culture can 
change over time and 
sub-cultures can change 
overnight but one 
value that transcends 
generations, languages 
and borders for our 
company is sport. 

Sport has been our 
culture since day one; 

since Adi Dassler 
took his first steps to 
founding adidas in his 
mother’s wash kitchen, 
since Jesse Owens 
won Gold at the 1936 
Berlin Olympics and 
since one employee last 
year decided to skip the 
London underground 
and run 14 miles to 6 
meetings across the 
capital in 1 day.

Sport is at the very 
heart of our culture 
and as a result, it 
shapes our employee 
engagement strategy at 
the adidas Group. If your 
engagement approach 
doesn’t champion or 
conform to your core 
culture – rip it up and 
start again. Clearly, not 
all of our staff would 
swap the subway for 
sweating it out on the 
streets but we believe 
that sport is more than 
just the physical entity. 
Our fundamental belief 
is that through sport, 
we have the power to 
change lives. 

This mantra is an 
integral part of our 
‘Creating the New’ 

2020 business strategy. 
Only by speaking to 
our people on all levels 
and by bringing them 
together and engaging 
them through sport can 
we win the hearts and 
minds of our employees 
and achieve our 
commercial ambitions. 
Changing lives through 
sport is not solely 
an internal mind-set 
however. 

In 2016, our company 
donated considerable 
volumes of product to 
refugees worldwide, 
contributed more than 
€600,000 in refugee aid 
and 33 refugees were 
offered an internship at 
our global headquarters 
in Germany to help 
change their lives for the 
better. Our employees 
are fundamental to 
our external efforts 
and furthermore, each 
member of staff is given 
three voluntary days to 
change lives through 
causes that are most 
important to them.

Unsurprisingly, 
to achieve a high-
level of employee 

Joe Quick, Internal 
Communications Manager 
for the adidas Group 
North Europe, won the 
Best Newcomer Award 
at the annual company 
awards and is responsible 
for engaging over 1900 
office, distribution 
centre and retail based 
employees across 10 
countries.

Joe Quick  

Create Moments That 
Matter 

Adidas won Britain’s Healthiest Workplace Award for the fourth 
year in a row last year. Joe Quick, Internal Communications 
Manager, discusses what makes adidas employee engagement 
strategy so successful.
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engagement, you first need to 
have the necessities in place 
and moreover, be consistently 
brilliant at the basics. Two-way 
communication should no longer 
be an option, it should be an 
obligation. At the adidas Group 
we encourage bottom-up, open 
communication through our 
social intranet ‘a-Live’, a state-
of-the-art collaboration platform 
that is our digital home for 
employee engagement. 

In addition to our global intranet, 
we foster candid dialogue through 
our ‘Ask the Management’ 
platform that allows any 
employee to openly address 
questions directly to our senior 
leaders. a-Live has a good mix 
of functional, job-essential and 
engaging platforms to ensure 
that all employees use the digital 
space regularly. 

The mental, social and physical 
wellbeing of our staff is of the 
upmost importance for the 
business and as a result, we 
were delighted to win Britain’s 
Healthiest Workplace Award 
(Vitality) for the fourth time in a 
row last year. In addition to our 
world-class on-site sporting 
facilities in the UK, including 
basketball courts, a football 
pitch and a CrossFit Box, we 
look to support the professional, 

private and family needs of our 
employees as much as possible. 

In Germany we have a day-care 
centre and child-care facilities in 
the US, as well as a cutting-edge 
work-life integration programme 
including flexible working 
arrangements, teleworking, 
sabbaticals and other family-
orientated services. 

Our employees are our family, the 
workplace is their second home 
and sport is what brings all of the 
family together under one roof. 

Ultimately, no matter how good 
your company intranet is or 
how great that blog piece was, 
you have to ask yourself what 
is really going to create high-
impact engagement? Who, 
how or what is going to drive 
employee engagement and bring 
your employees even closer 
to your business values, boost 
productivity and drive commercial 
results?

Our approach at adidas is to 
create moments that matter 
for our people that can only be 
experienced within our company. 

Assets such as footballers, 
athletes and musicians are 
invited to the company to support 
initiatives and campaigns. 
Projects such as the London 
Marathon Expo are staffed by 
employee volunteers instead 
of agency staff and before the 
Manchester parade last year, 
some of the greatest Team GB 
and ParalympicsGB medallists 
first stopped by the offices to 
celebrate Britain’s success with 
our people. These exclusive 
opportunities drive employee 
engagement to another level. 

Look at the culture, the assets 
and the people within your 
organisation and then take 
creative, collaborative and 
confident steps to make moments 
that matter for your staff. 
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The British Business 
Bank is a government-
owned economic 
development bank set 
up to improve access 
to finance for smaller 
businesses. Created just 
over two years ago, we 
now employ 170 people 
across our Sheffield and 
London offices.

From the outset, we 
felt it was important 
to enable our people – 
our greatest asset and 
biggest advocates – not 
only to create a set of 
core values which would 
underpin and support 
our purpose, but also to 
play a continuous role 
in positively shaping the 
emerging culture of our 
business as we grew and 
developed.

Our employees bring 
a valuable wealth and 
depth of experience from 
varied backgrounds. We 
recognised, however, 
that those often widely 
differing backgrounds 
– incorporating public 
and private sectors 
– meant they would 
potentially have different 
expectations about what 

it would mean to work 
for the British Business 
Bank.

Having a head office 
in Sheffield and a 
separate London office 
also meant thinking 
through how measures 
stemming from our 
organisational Values 
could help bridge the 
distance between the 
two offices, promote 
collaborative working 
and encourage the 
feeling that we are ‘One 
Team’.

We know from research 
how important it is 
to involve employees 
in building a lasting 
culture. Our senior 
team agreed to adopt a 
fully-inclusive process 
that would foster 
collaboration and 
encourage the adoption 
of consistent working 
practices/behaviours. 
Getting the entire 
organisation involved 
also meant every 
employee could have a 
sense of ownership – 
this is borne out by our 
survey results reporting 
a healthily positive view 

of our organisation 
amongst colleagues
.
Creating our values was 
an iterative process led 
by two champions – 
one in each office. The 
initial step was to form 
a ‘Values Forum’, with 
representatives drawn 
from all parts of the 
business. The forum 
produced a series of 
potential Values words 
and phrases to reflect 
our business activities 
and culture, and the 
entire organisation 
then voted to rank 
the chosen words. We 
agreed on five values: 
‘Integrity’, ‘Connecting’, 
‘Improving’, ‘Delivering’, 
‘Commercially-minded’, 
supported by a core 
essence of ‘Enabling’. 

Having agreed on our 
Values, the whole 
organisation took part 
in briefing sessions and 
workshops to develop 
the corresponding 
statements/ behaviours 
that reflected them. 
We know that the right 
language is of great 
importance to our 
culture. Internally, 

Katie Hryschko leads 
the Human Resources 
function. She is 
responsible for the HR 
strategy and all elements 
of the people plan 
including Remuneration, 
Resourcing and 
Development.

Katie joined the British 
Business Bank in August 
2015. She previously 
worked for Lloyds 
Banking Group where 
she was a Head of HR 
and most recently led 
the HR elements of 
the TSB divestment for 
Lloyds Bank Group. Katie 
previously worked at 
Sainsbury’s Bank as Head 
of HR and also has Retail 
HR experience. She has 
specialised in Reward, 
Talent and Development, 
HR Operations and 
Change Management 
in addition to fulfilling 
numerous HR Generalist 
roles.

Katie Hryschko 

A values-based approach 
to employee engagement

Katie Hryschko, from the British Business Bank, discusses how 
the businesses organisational values promote collaborative 
working within the company and improve employee engagement.
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our people are referred to as 
‘colleagues’ – something our 
CEO is keen to encourage – and 
recently, following feedback, 
we’ve dropped ‘Sheffield’ and 
‘London’ as terms, preferring to 
use the names of our buildings to 
refer to each location.

The ‘Forum’ continues to be of 
great benefit to the business 
– having evolved to become a 
‘Colleague Forum’ in January 
2016, it is now the official 
channel through which we 
engage with and listen to our 
people. It provides a platform 
to raise issues, while also 
enabling discussion and, where 
appropriate, agreement of 
proposed actions to implement, 
communicate and sustain our 
Values.

‘Enabling’, our core essence, 
includes affording opportunities 
for genuine engagement and 
openness in communication. In 
addition to the Colleague Forum, 
we have monthly colleague 
updates with the senior team, 
where the whole organisation 
can have their questions 

answered. Business area team 
meetings are also open to any 
colleague to attend to improve 
their understanding, and our 
intranet has a healthy blogging 
culture, with contributions from 
colleagues at all levels. We also 
have ‘Values Awards’ at our 
quarterly all-colleague ‘One 
Team’ meetings to acknowledge 
those who consistently live our 
Values.

I am delighted by the impact 
we’ve had so far – our first 
engagement survey in April 2016, 
based on our Values, show that 
we score higher than average in 
most areas and higher than the 
Financial Services average in all 
areas. 

Our employees feel they 
understand the business that 
they personally make a difference 
to the organisation’s success 
and 98% are proud to tell 
others they work here. There 
is also a sense that leadership 
team/ organisation truly cares 
and listens to issues that are 
important to colleagues with an 
ongoing commitment to making 

beneficial improvements.

We also were recently highly 
commended in the EE 
Employment engagement awards 
in the Public Sector category.

Summary 

It’s clear that our employees feel 
a strong sense of purpose here 
and see that their work is having 
a positive impact on smaller 
businesses, and by extension, the 
UK economy. 

For us at the Bank, engagement 
is not a one-off project. It has 
always been, and remains an 
integral part of our Values 
and strongly supports our 
organisational purpose.

We are continuing to work with 
our Colleague Forum to build 
a great place to work, enabling 
our colleagues to be proud of the 
British Business Bank and have a 
significant say in its future.

British Business Bank have a ‘colleague forum’ which encourages people to engage and 
listen with people within their company.
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Engaged employees are 
one of the biggest assets 
for any organisation, 
a fact acknowledged, 
understood and 
accepted by many 
business leaders. For at 
least a decade, the so-
called ‘employee opinion 
surveys’ have been a 
regular feature at the 
better-run corporations 
and many smaller 
enterprises.

However, it is possible 
to detect a trace of 
scepticism over the 
commercial relevance 
of such initiatives. Is 
engagement really a 
business necessity, or 
a nice-to-have extra? 
My work and research 
on the subject over 
the years leads me 
to conclude that the 
smartest approach 
isn’t to discuss 
whether ‘engagement’ 
is or isn’t important. 
Without a doubt, it 
is a vital building 
block for the success 
of any organisation, 
but the problem is 
that the approach to 
fostering engagement 
is piecemeal and 

incremental.

Too often, employee 
engagement is defined 
very narrowly as merely 
a tactic or a means to 
an end. What recent 
researches have shown 
is that we need a 
different mindset, and a 
different understanding 
of an organisation, which 
should be seen as a 
dynamic, behavioural 
entity where everything 
is interconnected, not 
a static collection of 
assets.

This requires many 
business leaders 
to adopt a different 
mentality; away from the 
compartmentalisation 
and a rigid hierarchy 
where the development 
of people is treated as 
a separate department, 
and towards an approach 
where this is seen as 
the responsibility of the 
whole management 
community.

The mindset of leaders 
plays a crucial role in 
engaging employees. 
So how can we 
recognise good and 

bad behaviours? There 
are some examples of 
the traits that an un-
engaging leader might 
have. He/she might be:

• Disconnected: being 
emotionally detached 
from the team and 
taking little interest in 
individual members

• Controlling: 
micromanaging and 
leading by controlling 
rather than sharing 
information

• Self-focused: keeping 
interesting tasks and 
projects for themselves, 
denying others the 
opportunity to develop

• Bullying: delegating 
but then bullying and 
blaming others when 
things go wrong

• Negative: failing to 
encourage, praise 
or reward good 
performance; focussing 
on negative aspects 
of performance and 
ignoring the positives 

• Arrogant: self-
focussed and taking all 

Professor Vlatka Hlupic is 
a business adviser, author 
and Professor of Business 
and Management at 
Westminster Business 
School. At the School, 
she is also Director of the 
Emergent Leadership and 
Development research 
group. She is author of the 
award-winning book ‘The 
Management Shift - How 
to Harness the Power of 
People and Transform 
Your Organization for 
Sustainable Success’ 
and was voted one of 
the Most Influential HR 
Thinkers in the world 
by HR Magazine in 2015 
and 2016.  A renowned 
professional keynote 
and TEDx speaker, she 
regularly presents at 
major business events 
worldwide.

Professor Vlatka Hlupic 

Employee engagement: 
what should leaders (not) 
do?
Professor Hlupic has been voted one of the Most Influential HR 
Thinkers in the world for two years in a row. Here she discusses 
how organisations with the most effective employee engagement 
strategies can raise performance and involvement across the 
organisation.
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the glory for themselves without 
acknowledging contributions from 
other members of the team 

• Rigid: imposing strict 
procedures, rules and 
regulations, rather than 
encouraging personal initiative

• Dictatorial: managing on the 
basis of fear and obedience; 
failing to engage in dialogue, 
giving directions without any 
justification or ‘buy–in’

• Unsupportive: providing little 
or no guidance and mentoring to 
team members

• Indecisive: failing to resolve 
problems due to disinterest or 
indecision

• Impatient: often stressed and 
frustrated, arguing and shouting 
at subordinates

• Insensitive: reprimanding 
individuals in front of colleagues, 
taking pleasure in putting others 
down

• Visionless: lacking in energy, 
enthusiasm, ideas and vision that 
would inspire and motivate others
  
• Profit-driven: driven solely by 
the pursuit of profit as opposed 
to organisational purpose and 
service quality

In order for leaders and 
organisations to succeed in 
becoming more engaging 

focus must be put on both 
mindset and culture. Key words 
for companies with effective 
employee engagement include 
collaboration, trust, transparency, 
purpose, and teamwork. When 
organisations achieve all of 
these, engagement, innovation, 
performance and profit follow 
suit.

Organisations with the most 
effective employee engagement 
strategies can raise performance 
and involvement across the whole 
organization in many dimensions, 
unleashing the potential of all the 
people employed. The behaviour 
and ethos of a leader plays a 
crucial role in achieving this. 
Optimal leaders treat innovation 
and strategy as an ongoing 
challenge for the whole team, 
not just a handful of decisions 
to be made by the Board, they 
give autonomy to employees to 
experiment with new ideas; and 
distribute decision making on the 
basis of knowledge rather than 
formal position in organisational 
hierarchy.

The implications for the 
HR-related professions are 
immense, as people and business 
development need to become 
more closely integrated at 
every level of management. For 
example, employee engagement 
scores and responses to training 
programmes need to become 
more closely tailored to current 
and emerging business needs. It 
is not enough to report contented 
participants; there needs to be a 
will to demonstrate added value 
– which may be defined more 
broadly than accounting profit – to 
the wider business.

We may be some time away 
from the brink of a cultural 
change across UK management 
to viewing people and their 
engagement as being a strategic 
necessity. However, thanks 
to ongoing research in the 
area, the extensive benefits of 
successful employee engagement 
to an organisation can now be 
conclusively demonstrated. 
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The 90s has often been 
hailed as a decade of 
technical evolution. It 
was the decade that saw 
the launch of the World 
Wide Web, the shift 
from VHS to DVD and 
the first ever USB stick. 
But whilst you were 
busy getting to grips 
with your new Nokia, or 
sending your first email 
or even making your 
first eBay account, a 
certain individual named 
William Kahn was busy 
devising the theory of 
Employee Engagement. 
In short, he explained 
employee engagement 
to be “the harnessing of 
organisation members’ 
selves to their work 
roles”. This definition 
has since been built 
upon by psychologists, 
workplace experts 
and HR professionals, 
becoming a key cog in 
the workplace wheel. 
Kahn’s work and its 
ripple effect on the HR 
industry can arguably 
be seen as a catalyst 
for today’s workplace 
revolution. 

Today, the idea of 
having a fully engaged 

workforce, or creating 
a modern workplace 
utopia may seem as 
far off as it did back 
in the 90s. Fast paced 
changes in technologies, 
workplace design and 
shifts in the working 
demographic mean 
that we need to adopt 
a realistic approach to 
employee engagement. 
Such workplace changes 
however, shouldn’t put 
you off; rather than 
seeing them as barriers 
or hurdles to overcome, 
embrace the changes 
and identify ways in 
which they could be used 
to your advantage.

By definition, an 
‘engaged’ employee 
is one who is fully 
immersed by and 
enthusiastic about their 
work so much so that 
they take positive action 
to further the reputation 
and interests of the 
organisation. Just by 
having one fully engaged 
employee, the rest of 
your organisation can 
reap the benefits. On the 
other side of the coin, 
having one disengaged 
employee will not only 

affect your bottom line 
through lost potential 
productivity but also 
limit your opportunity to 
improve service delivery. 
As a consequence, the 
engagement needle, 
which currently is so 
precariously balanced, 
can have a momentous 
effect on your workforce 
as a whole, regardless of 
which way it swings. 

I’ve already mentioned 
the current changes in 
the workplace, but how 
can you actually go about 
utilising said changes 
to “harness” employee 
engagement? At Active, 
we believe that creating 
an environment where 
everyone is valued, 
trusted, rewarded and 
empowered can go great 
lengths to combatting 
the “transient” or 
fleeting worker. It is 
now well known that 
generation Z are less 
motivated by money, 
and tend to move 
horizontally across 
job roles rather than 
working upwards, thus 
building workplaces that 
really value employees is 
crucial in this climate. 

Having managed her 
own small business 
Angela joined Active 
in 2007 to support the 
senior management 
team. Her remit was 
to build a strong 
people infrastructure 
to support business 
growth. Recognising that 
employees are at the 
heart of any successful 
business Angela works to 
attract, nurture and retain 
a talented workforce.

Angela Love 

Is the approach to 
employee engagement 
already outdated? 
Active believe that creating an environment where everyone is 
valued, trusted, rewarded and empowered can go to great lengths 
to combatting the ‘transient’ worker. Angela Love discusses 
whether approaches to employee engagement are already 
outdated.
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The physical walls of your 
workplace can similarly impact 
hugely on engagement levels. And 
with workplace design undergoing 
a paradigmatic shift, what with 
the implementation of Activity 
Based Working, biophillic design, 
co-working and the like, the way 
employees engage is different. As 
per the latest Leesman review, 
56% of employees worldwide 
believe their workplace allows 
them to work productively. In 
simpler terms then, almost 
half of employees do not feel 
supported by their workplace. 
Creating a great physical working 
environment which makes 
best use of the space you have 
gives people the foundations 
needed to work and engage to 
their full capacity. The working 
environment becomes then, the 
building blocks or platform upon 
which employees can do the best 
work they can.

Ultimately however, “members” 
are only committed to their “work 
roles” if they firstly understand 
what their role is and what 
is expected of them. Unclear 
role definition can mean that 
people are demotivated and 
have nothing to aim for. Creating 
opportunities for advancement 
as well as natural career path 
opportunities through skills 
training provide employees with 
a sense of direction and can give 
them skills that are transferable 
to other areas of the business. 
Not everyone is driven by money 
or career paths; identify each 
individual driver and tailor their 
role to support their desires.

Our attitude towards, and the 
way we approach employee 
engagement hasn’t changed 
enough in the past twenty 
years. We’ve come along way 
in changing attitudes to mental 

health in the workplace, evident 
by Theresa May’s recent plea to 
tackle this stigma. We’ve also 
made huge advancements in 
recognising the importance of 
wellbeing, allowing more people 
to work flexibly and creating more 
health and wellbeing programs 
for staff members. Yet despite 
this, we still see engagement as 
we did back in Kahn’s day. The 
latest report outlining workplace 
research, ‘The Stoddart Review’ 
has highlighted the issues in the 
workplace today and has once 
again drawn people to the issue 
of productivity in this country. 
Perhaps a more nuanced and 
developed approach to improving 
employee engagement could go 
a long way to our productivity 
problem…
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Low productivity is 
a perennial British 
problem.  The UK 
trails behind the other 
G7 nations in the 
productivity stakes – so 
how do we strengthen 
the Achilles’ heel of the 
British economy? 

Of course, employee 
engagement and 
productivity go hand in 
hand. Businesses with a 
high level of engagement 
repeatedly report higher 
productivity. Engaged 
employees are more 
attentive, they look out 
for the needs of their 
colleagues and their 
organisation, and take 
real ownership of their 
work. 

There are many ways 
to improve engagement 
and productivity but, for 
me, the apprenticeship 
levy will provide a 
systematic policy 
solution.  The UK – 
when compared to 
many other European 
countries, underinvests 
in training so it’s no real 
surprise that we have a 
disengaged workforce.   
 

At the moment, hard-
working employees 
putting in longer hours 
are bolstering the 
minimal productivity 
growth we’ve seen in the 
last year, but this isn’t 
sustainable. The risks 
to employers include 
growing discontent, 
lower engagement and 
lower retention as staff 
members begin to look 
for greener grass.
  
Seeking ways to improve 
employee engagement is 
a much better strategy 
for achieving greater 
efficiency. This isn’t the 
only factor to consider 
of course, but it should 
encourage us to think 
more about what makes 
staff tick and how 
organisations can get 
the most of out of their 
employees.

Offering valuable 
staff development 
opportunities is one 
element of this, and 
an instrumental one 
for boosting employee 
engagement. And this 
is where the upcoming 
Apprenticeship Levy 
can be seen as a friend, 

rather than foe. 

Like it or not, from 6 
April 2017, organisations 
with a turnover of £3 
million or more will 
have to spend 0.5% of 
their income on the levy. 
While some employers 
are viewing this as a 
tax, really it should be 
seen as an investment 
- as money that’s paid 
in is designed to be 
recouped through your 
organisation’s ‘Levy 
pot’, to train apprentices 
and boost skills. It only 
becomes a tax if you 
don’t use it because 
otherwise, unfortunately, 
you will lose it.

Let’s clear up some 
common myths:
• An 
apprenticeship does not 
have to be an entry-level 
role - there are different 
levels of apprenticeship 
out there, all the way 
up to Masters’ degrees 
– there’s an option for 
everyone, whatever their 
skill level or experience, 
or your business 
requirement 
• Work-based 
apprenticeship 

David Willett is Head 
of Proposition at 
the Open University. 
David has nearly 20 
years of experience 
in implementing 
apprenticeships and 
training. Before joining 
the Open University, David 
created staff development 
programmes, and 
also worked as the 
Apprenticeship Manager 
for communications 
provider, Orange. 

David Willett 
The Apprenticeship Levy - 
an opportunity to improve 
engagement 
Will the apprenticeship levy contribute positively towards 
employee engagement? David Willett from the Open University 
discusses how retention, productivity and cost effciences are 
just some of the benefits included with apprenticeships in the 
workplace.
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programmes are not just for 
new hires, they can also be used 
to develop the skills of existing 
employees as part of a personal 
development programme
• Apprenticeships are not 
only for the young – anyone at any 
life-stage can be an apprentice

There are obvious benefits to the 
employee: they can increase their 
skills and employability, earn 
while they learn, and of course, 
they can gain a qualification. 

And for the employer, a 
strategically-grounded 
apprenticeship programme has 
the potential to deliver enhanced 
performance, increased efficiency 
and improved productivity. 
Providing high quality training 
and clear progression routes for 
staff also helps with employee 
retention and recruitment.  

Engagement and retention

Identifying the potential in people 
and investing in work-based 
training makes staff feel valued.

Integrated, work-based 
apprenticeship programmes can 
be used to develop the skills of 
existing employees as part of a 
planned personal development 
programme, helping increase 
motivation, job satisfaction and a 
sense of loyalty. They can also be 
used as part of a redeployment 
programme post-organisational 
restructure.

With a levy-funded 
apprenticeship, workers must 
complete the course of study, 
and are committed to remaining 
with the company while they do 
so. With a completion time of 
around 3-4 years for a degree 
apprenticeship, there are benefits 
in terms of lower staff turnover 
and savings on recruitment costs. 

Furthermore, if you take on 
apprentices in junior or mid-level 

roles, other staff members can 
also reap the benefits – providing 
them with valuable opportunities 
to develop managerial and 
mentoring skills, and gain line 
management experience. 

Giving those who haven’t 
previously had access to higher 
education routes the opportunity 
to up-skill can unlock hidden 
potential and help create a 
more diverse workforce in the 
long-term, creating new ways of 
thinking and approaches within 
your business. 

Productivity

An engaged and highly skilled 
workforce is a more productive 
workforce. And apprentices can 
even deliver value before they 
complete their training, especially 
amongst existing staff, as they 
can put the new skills they learn 
into practice long before they 
qualify, increasing productivity 
much earlier than in other forms 
of training. 

Recruitment

Having an apprenticeship 
programme can also provide 
strategic benefits for an 
organisation in terms of attracting 
new talent, especially in the case 
of degree apprenticeships. Being 
able to gain a degree without the 

£27,000 cost, and gain valuable 
work experience at the same 
time, is a tempting proposition.

Cost efficiencies

Degree-level apprenticeship 
programmes offer an opportunity 
to bring in and nurture sought-
after talent at an earlier stage, 
at lower salary levels than 
graduates command.

We know that increased 
engagement leads to enhanced 
productivity, and making sure 
staff members feel valued, and 
have the skills they need to be 
efficient, is one of the best ways 
to achieve this.

Work-based learning provides 
a solution to the problems we 
are seeing in our economy, 
our businesses and in our 
own working lives, and 
apprenticeships are a great 
opportunity to address these. 
With more employers offering 
more learning opportunities, we 
will see a revolution in the British 
workforce, as it becomes more 
skilled and more socially mobile.
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For most industries, 
the workplace has 
changed pretty much 
beyond recognition, 
and the future of 
the workplace is 
continuing to progress. 
The way we work is 
constantly evolving thus 
organisations need to 
look for other strategies, 
tools or approaches to 
sustain and grow their 
business. A focus on 
employee engagement 
has become a top 
business priority for 
senior executives. To 
do this, it’s important to 
look at your company 
culture and how 
this aligns with your 
employee engagement.

People engagement is 
critical in any industry, 
but for the hospitality 
industry, which has 
traditionally had a high 
staff turnover rate, it is 
paramount. In 2015, an 
average turnover rate 
of 20 per cent cost the 
industry approximately 
£274m, according to the 
workforce development 
charity People 1st. 

Having an engaged 

workforce is about 
much more than just 
offering a decent salary. 
In recent years, the best 
workplaces have woken 
up to this fact and have 
begun to emphasise 
work-life balance, 
career and personal 
development, good 
communications and 
training, shared values, 
inspirational leadership, 
and more.

If you really believe 
in rewarding your 
colleagues for their 
continued hard work, 
then offer them a range 
of benefits, so that 
there is something for 
everyone. In turn, this 
results in an exemplary 
work ethic and promotes 
a positive culture. At 
Bennett Hay, our main 
aim is to not only attract, 
but to retain the best 
people – and we have 
successfully achieved 
this, as per our turnover 
rate which is one of the 
lowest in the industry. 

Whilst there is no 
universal equation 
for full engagement, 
there are some key 

points you may want 
to consider, especially 
if you are working in 
the hospitality or food 
service industry. Here, 
we outline some of the 
most successful ways 
we promote employee 
engagement at Bennett 
Hay. 

Show your appreciation 

Your team will feel 
appreciated and 
acknowledged if they are 
rewarded for exemplary 
work. Naturally, then 
they will go that little bit 
further for a company if 
they know they are being 
acknowledged and feel 
that senior management 
knows they’re lucky to 
have them. Rewards 
come in all shapes and 
sizes, you don’t have to 
break the bank to make 
a team member feel 
appreciated. Anything 
from croissants on a 
Monday morning to a 
Friday lunch can improve 
team wellbeing and 
subsequent engagement 
levels.

Bennett Hay hosts a 

Anthony Bennett is co-
founder and director at 
Bennett Hay.

Anthony Bennett 

Creating an approach 
to fully engage your 
workforce
Employee benefits are proven to show positive results, primarily 
in the visible signs of heightened work ethic and rise in promotion 
of positive culture. Anthony Bennett discusses how showing 
appreciation and involving your employees can help to promote 
these results.
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black tie dinner and dance every 
year. Teams and individuals 
receive guest awards for their 
dedication, innovation and hard 
work. Aiming to achieve an award 
gives people the incentive to work 
hard and excel at their job whilst 
at the same time, receiving an 
award reinforces that good work 
is being recognised.

Allow your workforce to develop

All Bennett Hay colleagues 
are given the opportunity 
to develop their skill sets 
and are encouraged to 
take part in the company’s 
‘Transformational Training 
Academy’, a comprehensive 
training programme that allows 
employees to work alongside 
industry leading trainers. 
Not only do these kinds of 
opportunities excite people as 
they look forward to working 
with leading professionals but 
they also allow people to learn 

something new, possibly outside 
of their usual work remit. 
Humans have an innate desire 
to learn and grow hence why 
so many of our colleagues sign 
up to the programme. From an 
engagement perspective, we have 
seen that encouraging personal 
and professional development 
means that people feel valued and 
confident in their abilities. This 
then translates into confidence in 
their job role and a desire to push 
boundaries, which is good for the 
company.

It’s all about involvement

Bennett Hay also offer an equity 
share ownership programme, 
which rewards colleagues of all 
levels who have achieved the 
highest score on their annual 
performance review and delivered 
above-and-beyond what is 
expected of them. The company 
then buys them back at a multiple 
based on the growth of the 
business in five years’ time. 

Colleagues are encouraged to 
take part in a new volunteering 
scheme with ‘Benefacto’, which 
launched at the end of last year. 
Several of the team have already 
started participating in the 
scheme, including myself and 
co founder, Robin Hay. As well 
as (hopefully) inspiring others 
to sign up, it also exposes our 
growing team to a number of 
different activities, people and 
skills, showing commitment 
and dedication to personal 
development.

Our ‘Juice Forum’ takes place 
every quarter, and team members 
are invited to come along to 
discuss developing services and 
introducing more innovation 
across the business. People value 
having the freedom to express 
themselves and to respond fluidly 
and innovatively to situations.

Bennett Hay offer a share ownership programme, which encourages people to become 
involved with the business.
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’Company director Bryan 
Shirley joined the Bluetree 
Group in 2000, which 
merged with instantprint 
in 2012. Since then he 
has overseen continued 
investment across the 
group, which now employs 
more than 260 staff, 
turning over circa £30m.
 

Bryan Shirley 
Communication as an 
integral part of employee 
engagement

Employee engagement 
kicks off from day one 
when all new starters 
are given an induction 
by a director introduc-
ing them to the busi-
ness and the company’s 
history. Understanding 
the brand’s stories is a 
major part of helping 
employees believe in 
the business, so we use 
inductions as an oppor-
tunity to outline our cul-
ture, values and where 
the business is heading.

This induction includes a 
“Treasure Hunt”, where 
employees are given 
a list of facts that they 
have to learn about dif-
ferent parts of the busi-
ness. This encourages 
them to walk around 
each department and 
start interacting with 
various teams, find-
ing out about how their 
roles impact the day 
to day running of the 
business. It’s a relaxed 
and fun way to kick off 
inter-departmental 
communication and 
sheds light on how the 
business operates on a 
wider scale. We’ve found 
that transparency across 
departments really helps 
our staff see the wider 

picture and increases 
engagement throughout 
the business.

Our company handbook 
is also given out on every 
employees first day, 
which outlines our busi-
ness values in a bit more 
detail and how each 
department adheres to 
them. Everything from 
general policies to how 
the business manages 
its environmental im-
pact is covered to get 
everyone up to speed on 
common activity.

Once employees get 
started, everyone at 
all levels has regular 
1-1’s with their man-
agers to discuss their 
performance and how 
their work is affecting 
the overall mission of 
the company. This helps 
each employee see how 
their individual efforts fit 
into the business which 
is vital when keeping the 
workforce engaged and 
motivated. 

Bulletins are emailed 
out twice a week to eve-
ryone in the company. 
Our director asks every 
team to submit at least 
one news story, however 

small, so employees are 
kept up to date with new 
developments outside 
of their department. 
It’s great that everyone 
is aware of all the little 
achievements that are 
accomplished each day 
that might have go un-
noticed by other depart-
ments otherwise! 

We are also increasingly 
using direct mail sent to 
employee’s houses with 
important information 
such as improvements to 
healthcare or the intro-
duction of new benefits. 
This helps keep our em-
ployees engaged outside 
of the workplace and 
provides another oppor-
tunity to communicate.

One of our most im-
portant ways to keep 
everyone engaged is 
our bi-annual question-
naire which is completed 
anonymously by every-
one in the company. It’s 
a chance for people to 
voice any concerns or 
recommend any changes 
that will improve their 
work lives. The answers 
are taken very seriously 
as it’s a rare chance to 
hear the collective voice 
of the business. As a 

Instantprint are a SME with around 260 staff. Here company 
director Bryan Shirley discusses the engagement measures taken 
within the company as a case study.
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direct result of this survey we 
have introduced a BUPA health-
care scheme which is available 
to all employees, installed picnic 
benches outside and are currently 
employing Interior Designers to 
completely redesign our canteen. 
These have all been recommen-
dations that employees have sug-
gested in this survey. It’s essen-
tial to actually implement these 
suggestions so our staff know 
their voices are heard and always 
seriously taken into account.

Recently, we’ve been hosting 
more and more themed events 
during work hours. These are 
usually based around a charity 
event, such as Christmas Jumper 
Day for Save the Children or a 
pyjama day for Children in Need. 
The whole company comes to-

gether to help raise money for a 
common cause which is a great 
way to boost engagement. Holi-
days such as Halloween, Easter 
and Christmas usually call for a 
business-wide fancy dress event 
with raffles, competitions and 
prizes handed out which everyone 
really looks forward to. We also 
make sure everyone sings Happy 
Birthday to you on your big day, 
(which unfortunately some people 
get embarrassed about)!  

Senior managers often give pres-
entations to employees to further 
encourage communication at all 
levels of seniority. Employees 
have regular access to senior 
managers to voice any concerns 
or talk through problems which 
are also very important for trans-
parency. Weekly team meetings 

are another essential way we run 
to keep everyone in the loop about 
plans, developments that directly 
affect them.

One of our core values of a 
business which directly affects 
employee engagement is the 
investment in training. We place 
more emphasis when recruit-
ing on attitude and whether a 
candidates’ values align with our 
own, than experience. We firmly 
believe on investing in develop-
ment, whether that’s training on 
machinery, management courses 
and general career advancement. 
When employees are personally 
growing we find they are much 
more motivated and engaged with 
the business mission.



46

One of London’s largest 
conference and events 
venues, the QEII Centre 
has been a destination 
for thousands of high 
profile events for the 
past 30 years. Around 
500 national and 
international events 
are hosted here every 
year, for up to 2,500 
delegates.

Over the past four 
years, the Centre 
has undergone rapid 
change that has seen it 
completely transform 
both in physical 
appearance and in ethos, 
attitude and ambition. 
While the Centre had a 
long-standing reputation 
for conference 
excellence, the building 
had become tired and 
dated following a lengthy 
period of uncertainty 
about its future.

The appointment in 2013 
of our current Chief 
Executive, Mark Taylor, 
was a pivotal moment 
for QEII – he had a 
vision to breathe life 
back into the building 
and grow the business, 
expanding into new 

sectors and putting us at 
the forefront of London’s 
event industry, but it 
couldn’t be done without 
the engagement of all 
our staff.

While we knew that it 
would be a challenge, 
there was a real 
opportunity to review the 
business model, working 
practices, including 
systems and processes 
and consider the best 
way to engage the 
workforce. 

The idea behind 
Transforming Together, 
our change management 
programme, was to 
package all the different 
aspects of change 
management into an 
inclusive programme 
that staff at all levels 
would be able to 
contribute to. 

Reflecting our new 
business philosophy 
of product, business 
and people and our 
goal to be a more 
versatile events space, 
Transforming Together 
was divided into four 
work streams -  people, 

systems and processes, 
building, and versatility 
and communications.

Each work stream 
had a sponsor (one of 
QEII’s directors) and 
a project manager to 
drive it forward, with 
the input from a wide 
range of staff across 
the Centre to ensure 
connectivity at all levels. 
We made a conscious 
effort to encourage 
cross-departmental 
input so that each work 
stream would have 
both expertise and 
creativity but also a 
fresh perspective to the 
projects.

To keep employee 
engagement optimised 
throughout the project, 
regular work stream 
meetings were held 
to thrash out ideas 
and progress was 
reported through our 
staff forums. One of the 
employee engagement 
initiatives we introduced 
was an internal 
newspaper, Centre 
Forward, which provided 
an additional platform 
to engage with staff and 

An HR professional with 
over 20 years’ experience 
in all aspects of HR and 
people development, Raj’s 
role at the QEII Centre 
is to direct and manage 
the overall provision of 
HR services, strategies, 
and programmes for the 
Centre. Raj is responsible 
for leading organisational 
development activity 
and sits on the centre’s 
Management Board and 
Audit Committee.

Raj Pragji  

Transforming Together – 
QEII’s journey of change

Raj Pragji, HR director at the QEII centre, discusses the concept 
of the companies ‘Transforming Together’ change management 
programme, which allows staff at all levels to contribute. 
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explain the changes being made. 

Transforming Together had an 
immediate positive impact – by 
feeling like they had been listened 
to, staff were naturally more 
invested in the changes. The 
physical changes to the building 
and investment in technology 
made staff far prouder to work 
here – previously, event managers 
had been almost apologetic about 
the building while giving show 
rounds, now they are excited and 
want to show it off.

Morale was raised enormously, 
helped in no small part by our 
awards drive. Throughout 2015 
and 2016, we entered and were 
shortlisted for numerous awards 
celebrating the refurbishment 
and our excellence in customer 
service, winning 12 and giving the 
whole team a reason to celebrate 
and be proud again. 

Other initiatives that really helped 
with employee engagement 
were reinstating a decent reward 
scheme (as a Government 
Agency, bonus schemes were 
cut back during the recession) 
and rewarding staff who really 
lived and breathed our core 
values through our exceptional 
performance and team reward 
schemes, and our recently 
launched award for excellence. 

We have also invested heavily 
in CPD and staff have shown 
great enthusiasm for learning 
and really becoming the best of 
the best, attending networking 
events, becoming members 
of specialist professional 
associations with some even 
studying in their own time.

The aim of our £12 m capital 
investment programme and 
repositioning campaign was to 
attract a wider variety of events, 
and we have increased non-
core business including awards 
ceremonies, banqueting events 
and fashion shows by 8% in the 

past two years. Attracting this 
type of business has been really 
exciting for the team and they 
are now hungry to bring in the 
‘ultimate’ big event. 

The team have also been able to 
channel their creativity through 
the annual showcase events we 
have held over the past three 
years. The events, for clients, 
partners, prospects and the 
media, have been an opportunity 
to show how our blank-canvas 
event spaces can be transformed 
and staff have been blown away 
by just how much can be achieved 
and they now encourage clients to 
use our venue more creatively as 
a result.  

We have just undertaken a re-
assessment by Investors In 
People (IIP), a people standard 
that the Centre has proudly held 
for over 17 years. This has been 
a fantastic opportunity to look at 
just how far we’ve come, and our 
success in employee engagement 
has been recognised by achieving 
the IIP Silver Award. 

The IIP assessors found that 
the majority of the workforce 
is now at the upper end of the 
change curve; they trust QEII’s 
leadership team, understand 
our business values and goals 
and support our transformation 
and communication is greatly 
improved thanks to our staff 
forums, internal newspaper, 
workshops, meetings and our 
new intranet system.

As we approach the two-year 
anniversary of the Transforming 
Together project in April, we are 
looking to the next two years and 
refocusing our approach for the 
next stage. Now it’s about building 
on our successes and focusing 
on two or three key areas for 
improvement identified by the IIP 
assessment, such as training in 
our event business management 
software (EBMS) which can be 
better utilised across the Centre, 

and reviewing and refining our 
company values with the input of 
staff. 

If I could offer any advice to 
companies going through a 
similar process of change, it 
would be to be clear, at the 
outset, about the reason for 
change and explain the rationale 
behind the change. Tell your staff 
exactly what you want to change 
and why, encourage them to 
contribute to the process and take 
them on the journey with you. 

Transforming Together 
encompasses absolutely all that 
we are doing, and everything is 
communicated to staff which is 
necessary to get their support. 
Now the challenge is to keep 
the momentum going and keep 
communicating, so that we 
retain an enthusiastic, engaged 
workforce to continue to drive the 
business forward. 




