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Reason Why



0 Better understanding
means better conversations
means better results 09



What:

Creating the narrative for employer
communications

How:

* Qualitative and quantitative research

 Distilling and simplifying complex
iInformation

* Impactful writing and practical
recommendations



Inside your organisation:
a portrait of engagement



L Are our people engaged? And why? 99

Two organisations. One in financial services had grown, I would recommend
XXXXXX as a good place to
quickly, and wanted to compare engagement between work
. . I am proud to work for
locations and roles. The other was a regulatory body in XXXXXX
a period of change, needing to know if staff were all I would like to fulfil my QFrontline
career ambitions with @ Back Office
coming with them, or all pulling in the same direction. X0
Working at XXXXXX has

Both used a survey, but both also used open questions  been better than | expected
before | joined

to build a full picture, and to fully understand the XXXXXX is a prestigious
brand

complete sentiment.
There were data and charts. But more importantly than
this, there was a sense of how people really feel, and

what's behind that. Customers said:

“..very impressed with
Colleague Survey. Well done

V4

...there are some consistent opinions, sometimes “Thanks so much for the
strongly expressed. E.g. Respect staff survey report. It makes
Specifically aimed at the top of the organisation, there’s interesting reading and

felt to be too little respect accorded to staff, too much definitely gives food for

lll
control applied, and too little trust given to people to use thought!

their skills and judgement.



L Are our comms effective? And why? 99

Customers said:

“If you ever need a testimonial
please use my name .. |
honestly think you’re the
easiest person to work with.”
“This is perfect Sam - thanks
so much. Really pleased with
work so far, much
appreciated.”

Two retailers. Very different sizes and number of stores
— but the same issues. Does what we need to say get
out there? Do staff get what they need? How can we
have a better dialogue?

Both used a survey, but at their core, both relied on
getting into stores, seeing the reality and asking people
what it’s really like. What are the challenges, what are

the successes, what’s missing?

Time is the big issue

And that is crucial because there is always so much
pressure of time. On everyone, but especially stores.
There’s never really enough time. So that always needs
to be acknowledged and recognised, to help stores do
the most that they can...

...S0 stores have a very specific request

They'd like a system to show 1) They are first aware of

tasks. 2) And then that they have completed the tasks



CC How can we define the culture we need? 99

A tech start-up defining how they do things as they e | atent

_ Enablers Inhibitors i
become bigger than a roomful. A global bank that knew Positives

 thei | Al risk Excitement Lack of overall Autonomy
aspects of their culture were a commercial risk. Engagement clarity Flexibility
Each needed to understand if people understand what Environment  Lack of day to ~ Autonomy

_ Reward day clarity Transparency
a future culture should look like. In the start-up almost Skills values & Quality
all staff were engaged to define the best current and behaviours Delivery
disconnect

most needed aspects of the future culture. For the bank Management
. . structure &
it was a representative group of culture change skKills

advocates assessing the impact they could create.

Customers said:

Common Language “I think this report is excellent
This is the real change. Through the advocates’ work to .. you have really grasped the
inspire, coach, repeat messages, shed light and simply essence — | am truly

: ) ) impressed"”
talk good business sense, there is a convergence in o ry ) .

, We’re very happy with
ways of working. ... They can ensure that more and everything you’ve done on this
more people aggregate to a like-minded position ... and trying to think what else

I/I

Advocates beat a clear path for more people to follow, we can give you

making working and improving together easier.



And also...
« Measurement of results
« Comms persona development
 Evaluation or creation of values
 360° evaluations
...and more



Outside your organisation:
seeing yourself in others’ eyes



PC What's our reputation as an employer? 99

One government department and one global
accountant. Both needed to understand how their
target audiences perceived them, so focus groups
and interviews were used. For the department,
there was a general lack of knowledge , and — for
one demographic — an actual hostility to employees.
For the accountant, they were seen as attractive —

but not differentiated.

You’re not seen as that different, so the small Customers said:

things count. You need to show or address... “Happy to report that it’s

« Development — where can | go next? What have been very positive and very
illuminating”

“I and the team were
impressed by how simple a

project it was to deliver and
* An always-great, personal experience - how responsive, available and
candidates need to feel wanted, understood and engaged you were”

others achieved?
+ Work-life balance — realistically, what will my life

look like, and why might | make compromises?

helped to see how they fit - from first to last.




PC What's most important to our audience? 99

Eimportant BExperienced

Quality of Care

Good Interpersonal Relationships
Interesting, Meaningful Work
Communication

Responsibility and independence
Work Life Balance

Working Conditions and Pay
Collaboration with Clinicians
Development Opportunities
Organisational Commitment

Acheivement and Recognition

Customers said:

“Thanks, | really like the
strong recommendations”
“Thank you for all the help

with the research phase ... |
am pleased to say that it
went really well.”

One insurer and one healthcare provider — both employ
people with specialist skills. So, what do they most look
for in their next employer. In both cases, desk research
— of academic papers, professional bodies, case
studies and opinion articles — gave a basis of what'’s

most valued to these specific audiences.

The financial services industry is facing change and
disruption. Traditional roles, such as underwriters and
actuaries, will need to work differently to help create a
different kind of customer experience within a different
organisational culture. There is a strong argument to
say that how financial services organisations position
themselves in the new landscape — for example, as
digital innovators, as customer champions, as value-
added providers — will play a key role in the type of

people they attract to work there.



And also...
 Measurement of results
* Creative testing
« Competitor / market assessment
* Diversity analysis
...and more



Inside and outside:
defining and managing your brand



CC How can we show that we are different? 99

We have Complexity and

One London borough social work department, one
housing association. Both need to promote attract new
people, but with very different challenges. For the
London Borough, it's about showing that they have a
distinct challenges and a different approach to the
other 31 London boroughs. For the housing
association, it's about showing that applying
commercial skills allows you to experience a true

social purpose, and the reward you can take from that.

* The exciting challenge of being highly commercial
& applying that to a true social purpose

* That social purpose being about making very
specific contributions to people and communities,
that will make the happier and more secure in life

* There are good benefits, support and most
importantly the culture that will allow you to be able

to realise our ambitions — and hence yours.

Challenge

So we are on ajourney to

more Stability

So, for you, this means...
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Customers said:

“The report has been very

well received ... especially the

conclusions”

“We’ve had great feedback
from the session and helping
show where all that insight

was leading.

Top job”




And also...
* Bringing together internal and
external insight
 Measurement of results
* Creative testing
* EXxit/ rejection review
...and more



Reason Why

Giving you the facts, insights and confidence
to have the most meaningful conversations
with your current and future people



