
engaging people
creative solutions for real-life challenges

Internal Comms
Credentials 2024

Best 
Medium Agency

2023

IC Consultancy 
of the Year

2022

2023
IoICAwards



Contents

What we're 
about

03. 06. 19. 22. 23.20. 21.

Our work Insight to 
shape your 
IC strategy

Our clients Our awardsBarn to 
Boardroom

Kick-Arse 
Employer 
Brands - 
The Podcast



We're a team of insight and IC gurus, 
creative sparks and digital wizards

Paul Cohen Nick Cordell Carly Murray

Design Director Creative Director Internal Communications Director

Loves all things Christmas and 
would like to be employed by Father 
Christmas one day. Paul, or PC as 
he’s better known, creates beautiful, 
uncluttered and practical designs—a 
mere 1,785km from the North Pole!

Meet a few of us...

He likes to think he’s an expert 
mountain biker, but Nick tends to 
spend more time in hospital after 
crashing than on the trails. No matter 
how incapacitated he is, he always 
comes up with design gold!

Fancies herself as an 80s popstar, 
but unfortunately, she can’t sing for 
toffee. Even in the shower. Thankfully, 
Carly sounds much better when 
talking about all things internal 
communications related.

Simon Andrew

Behaviours & Employer Brands

Hasn’t done a triathlon for years 
but still bangs on about it today. 
Also bangs on about understanding 
employee behaviour being key to any 
successful employee-led project.

Megan Hambly

Senior Account Executive

Typically buried somewhere in a 
bookshop reading the current  
best-seller. But when she's not,  
she’ll be digesting the latest client 
briefs and turning them into perfect 
project plans. 



What gets us out of bed in the morning 

Our mission
We want to create a world 
where boring is banned...
forever! 

Why we do what 
we do
Because we love engaging 
people through creative 
solutions that tackle real-life 
challenges. 

What we do
We banish boring through killer 
IC campaigns, empowering 
EVP and employer brands, 
daring design and dynamite 
digital solutions. 

How we do it
We fire up our grey matter and 
create ideas and approaches 
that turn the mundane into the 
marvellous. 



Our areas of expertise

Internal  
Comms 
& Change

EVP  
& Employer 
Brands

Design  
& Brands

Events  
& Exhibitions

Animation 
& Film

Digital 
Solutions

We’ll cut out the chaff,  
keep it simple and help you 
create and share engaging 
and impactful stories. It’s 
our insight, our ability to pair 
solution-providing campaign 
strategies and activations  
with cool, creative content 
that keeps clients coming 
back for more.

Come for the internal 
comms and stay for the EVP! 
So your internal brand is a 
little drab, and you’re not 
getting your fair share of the 
talent out there. We get it.  
Our Employee Value 
Propositions expert team  
can reinvigorate your 
employer brand, and make 
you dazzle for new recruits 
and existing teams alike. 

Bad design is soooo 2021. 
Because we get to know you 
before we even think about 
opening InDesign, we’re 
one step ahead. We’ll take 
your brief and turn it into 
something beautiful which 
just works across multiple 
channels and settings.  
It will hit your brief and maybe 
even take it to another level.

Virutal or face-to-face, we 
apply our banish boring 
mantra to the events and 
exhibitions we set up and 
run for our clients, too. We’re 
'people' people and love 
connecting people to people 
to get important messages 
across and embedded in an 
immersive and engaging way. 
It’s an approach that works, 
evidenced by how our clients 
keep coming back to us to tell 
their stories through events 
and team get-togethers.

Real-life videos, talking  
heads, interviews, animation, 
GIFs, minimations, 
rich pictures, scripting, 
storyboarding – whether 
it’s for internal or external 
audiences, we can bring  
your story to life through 
moving pictures. 

We transform your digital 
solutions and bust the 
complex by designing, 
developing, and delivering 
multi-platform solutions for 
web and mobile apps and 
online gamification.



Our work



#UNLEASHYOURPOTENTIAL

READY TO UNLEASH 
YOUR POTENTIAL?

ImpactIdeaInsight
100% of employees felt the new employer brand 
was a strong showcase for Paramount. 84% said 
they loved the look and feel. 86% have a better 
understanding of what the business offers them.
96% of HR are clear on the brand and when and 
how to use it. It was shortlisted for an Employer 
Branding award.

It was all about making Paramount a place where 
recruits could truly unleash their potential. We 
created a new Paramount EVP story, bringing it to 
life with new branding and online creative assets. 
We identified the proof points and made it simple 
for people to talk about why they felt proud to be 
at Paramount.

Paramount needed our help to create a new 
EVP and employer brand so they could recruit 
and retain the best possible talent. Our employer 
brand expert got to work researching who 
Paramount thought they were, from a leadership 
and employee point of view. Through a series of 
workshops, interviews, focus groups and steering 
group sessions, we uncovered what makes them 
appealing and why people stay.

Unleashing Paramount's potential with a new EVP  
and employer brand
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ImpactIdeaInsight
The target take-up was 70% of employees, and 
we achieved 78%. But more than that, feedback 
about the system was positive and the people 
team have an actionable plan to turn employee 
input into real change.

We did research with employees and the 
business to understand everyone’s needs and 
preferences and create a new approach. We 
conducted a market review of software, helped 
the people team create strong new processes 
and launched a new engagement tool.

Roke’s engagement survey was set up by their 
group company and no longer fit for purpose. Take-
up was down, and the business was struggling to 
translate output into actionable results.

Empowering employee voice and planning for improvement

Listening to 
our people and 
taking action

Hi there!

This is a toolkit and guide to We Are Roke, our 
listening and employee check-in tool.

Inside, you’ll find helpful information about We Are 
Roke and how it can help our people.

Through We Are Roke, Rokies can share what’s 
important to them, what they’re thinking, and how 
they feel. This useful data helps you, as line managers 
and stakeholders, to understand where we’re at as 
a business.

So, please champion We Are Roke with your teams and 
colleagues. 

Through it, we’re identifying the proactive actions we 
need to take to keep Roke a place where we can all be 
extraordinary every day! 

our listening platform
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https://vimeo.com/manage/videos/933673751/8980bbca5a
https://vimeo.com/manage/videos/938643424/56e4d8c4fe


ImpactIdeaInsight
Since the brand has been applied to all existing 
channels, the IC team have received feedback 
from employees who love the vibrancy and 
consistency. Having ‘EMEA Comms’ as an 
identifier across all their channels has raised the 
profile of the IC team and made sure that their 
audiences can more easily recognise messages 
most relevant to them. 

Using the corporate style, we wanted to create
a standalone brand for all channels coming from 
the EMEA IC team. Our aim was to make sure 
that it felt fresh, strong and instantly recognisable.
The clever use of the angle from the Marriott font
creates a slice graphic that provides flexibility 
by housing various elements whether it’s 
photography or graphics. And the use of the 
secondary colour palette makes the content pop.

From an IC audit conducted by The Surgery, 
we knew that the communications experience 
for employees could feel overwhelming at times 
- it was a struggle to spot EMEA messages in 
amongst messages from many other sources. 
Employees wanted communication to feel more 
streamlined, less corporate and easier to find.

Making EMEA messages stand out

THE DIAGONAL SLASH

The visual language of 

the brand uses a diagonal 

slash taken from the M 

in Marriott. This angle is 

always consistent in the 

shape and is never flipped. 

The diagonal slash can be 

used on its own (a), to start 

and finish a shape (b), as a 

double extended shape that 

can work on either side (c) 

or a single angle on one side 

(d).

a\ c\ d\

b\
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=A LATTE
A DAY

CONVERTIBLE
WHEN GREY

#MONEYSAVINGMOMENTS

Make a small sacrifice 
for later on in life.

£11 less a month in your bank 
account will mean a £101.15 
monthly contribution to your 
work place pension.*

*Based on a £20K salary from April 2018 and 
includes both easyJet and employee contributions.

=A MARS
A DAY

SPACE
WHEN GREY

Make a small sacrifice 
for later on in life.

#MONEYSAVINGMOMENTS

Find out more information at 
easyjetpensionpage.co.uk

Find out more information at 
easyjetpensionpage.co.uk

Make a small sacrifice for later on in life.

ELLENA
cabin crew member

20K25 
years old a year pension pot

*projections according to Aegon’s Retirement Income Planner

5K

£116K

65
more than it would have 
been without Ellena’s 
contributions

This is 

£49.6K

£44K
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of her monthly salary

By the time Ellena is

her pension pot could be worth

If Ellena had left contributing 
towards her pension until she was

her pension pot might only be worth

ellena’s
contribution

net cost

1%
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contribution

5%

From April 2018
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net saving

£5.33
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£101.15

of her monthly salary

As easyJet has already been contributing towards her work place pension, 
her current pension pot is £5000.

(20% tax relief,
12% NI relief)

easyjet pay

£83.33

ni savings

£1.15

of her monthly salary

ellena’s
contribution

net cost

4%

easyjet
contribution

5%

From April 2019

£87.93

£45.34

net saving

£21.33

total monthly 
contribution

£154.60

of her monthly salary

(20% tax relief,
12% NI relief)

easyjet pay

£83.33

ni savings

£4.60

£66.67
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ImpactIdeaInsight
A huge rise in pension contributions –  
in fact, 27% of employees chose to add  
more to their pension pot every month.

Pensions can be a bit boring, right? So, we 
captured our audience’s imagination with a 
fun, engaging campaign making them easy to 
understand and encouraging people to start 
thinking about their financial future.

easyJet’s cabin crew are a younger, happy- 
go-lucky bunch. They don’t have time to think  
about their pension. That was a worry for  
easyJet and they needed help to find a  
comms campaign solution. 

Engaging the hard-to-reach crew at easyJet  
with a financial wellbeing campaign

2018
IoICAwards



We love working with the Surgery 
because they’re bright, creative, 
strategic, and they’re so collaborative 
in their approach. Even when 
something isn’t quite right, we work 
really closely together to get the best 
outcome for the business. 
Laura Campbell    Head of Internal Communications 



PASSWORDS
TAKEAWAY

ImpactIdeaInsight
The campaign went down like a lovely Friday 
night chicken tikka. It was unique and, with 
big, bold and bright visuals became an instant 
Channel 4 comms classic. It got people intrigued 
and talking, driving internal discussion and action 
uptake. It’s still making a progressive change to 
daily working practices thanks to its colourful  
and highly visual artwork.

We got really creative with this one to ‘deliver’ a 
brilliant campaign! By turning the key Channel 4 
safety actions into a takeaway menu of options, 
we produced a delicious, fun-copy rich and 
visually stunning campaign which really stood  
out. It’s bad ‘korma’ not to look after your  
digital safety after all!

Channel 4 needed to make online security fun 
and engaging. They wanted to bring some life 
to a serious, dry message by grabbing attention 
and making it easy for their audience to get the 
information they needed. It had to be simple and 
stand out from a host of other internal comms 
messaging by being creative, innovative and 
visually powerful.

Getting Channel 4 employees to use their noodle  
and get excited about cyber security
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We’re proud to announce you have chosen Emmaus UK as 
our new charity partner! 

Over the next two years, we will work closely with Emmaus to support 
those experiencing homelessness – through fundraising, volunteering, 
and knowledge sharing. 

By partnering with a homelessness charity, we can build on the close 
alignment with our purpose and ambitions around providing easier 
warmth, fairer opportunities and creating a greener society. If our 
purpose is to keep people warm while protecting the planet, then we 
need to play our part in helping people to have access to a warm home 
and a sustainable future. 

What is Emmaus? 

Emmaus is a homelessness charity and social enterprise, providing 
people of all ages with the supportive environment to break the 
cycle of homelessness. Currently, the charity supports over 850 
companions, providing a safe home, training, support services and 
meaningful work for as long as an individual may need it.

Get Involved 

With your help, we aim to raise over £400,000 and there are countless 
ways that you can get involved: run a marathon, sleep rough, climb 
mountains or volunteer at an Emmaus community in your local area!

Visit our Volunteering & Fundraising Hub on the Depot to find out 
about the opportunities available and share your support via our 
Volunteering & Fundraising Yammer group. 

The Social Impact Team are here to help – send your ideas to  
box.volunteering&matchedgiving@cadentgas.com

Donate your pennies to Emmaus with Pennies from Heaven!

The easiest way to fundraise is to donate the pennies in your salary 
to Emmaus each month. If your net monthly salary is £850.34, you 
would donate 34p to charity and take home £850. You can also Gift Aid 
your donation so Emmaus can reclaim the tax you have already paid, 
increase the value of your donation by 25% at no extra cost. 

Sign up today by logging into ‘MyChoices’, click on ‘Benefits’ and 
select under ‘My Lifestyle’. Every penny makes a huge difference  
to the companions that Emmaus supports.

There’s a lot going on in the Future 
of Gas space at Cadent, so here’s 

a short summary of where we are and 
where we’re going next…

Why do we need to convert our network to 
hydrogen?

As a nation more than 80% of the heat we use 
comes from gas. However, 17% of emissions 
come from heating homes – so we need to 
become greener to resolve this.

Of course, being an island in the northern 
hemisphere presents challenges in terms 
of changeable and unpredictable weather 
conditions, which can, for example, make 
being dependent on solar or wind-generated 
power unreliable as a sole energy source. 

So, while renewable electricity sources have 
become increasingly established, green gas 
will be a bit of a hidden hero. One that can do 
the heavy lifting for energy, when the sun isn’t 
shining, or the wind isn’t blowing.

The gas network in the UK is already well-
established and well-connected. It’s an ideal 
choice for many people to be able to swap to 
a greener gas.

Will heat pumps take over from gas boilers? 

It’s not a coin toss between electricity or gas, 
both have a role in the future of heat. Whether 
it will be better to decarbonise by installing a 
heat pump or hydrogen boiler will depend on 
individual homes, businesses and consumer 
needs or personal choices. 

This means that we must develop a whole 
systems approach to energy planning, with 
the gas and electricity industries working 
together, along with local authorities and 
communities to deliver solutions that leave no 
home or business behind. 

This isn’t just ‘blue sky thinking’, this is 
something we have already begun. It’s a 
journey we are all on together. Whatever role 
you have here at Cadent, you can play a part.

“We do a lot of talking about this and 
it’s nice to begin to see our hard work 
on hydrogen in action, developing over 
time. The future needs gas, and that gas 
is hydrogen” Dr Angie Needle, Director of 
Strategy, Cadent.

How long will it take to move to hydrogen?

We’re expecting a heat policy decision by the 
Government by 2026, and this will inform the 
next steps for hydrogen heating and the role 
of gas networks in this.

Between now and then, we have a whole 
programme of work that will provide the 
necessary evidence and data for the 
Government to be able to make an informed 
decision about how we might switch to 
hydrogen and what the costs might be  
for consumers.

And there are other things we are doing in 
the meantime to prepare. For example, we’re 
already upgrading mains gas supplies to 
ensure they’re compatible with hydrogen.

Here’s just some of the work we’re involved in:

HYDROGEN:  
FUELLING A GREEN FUTURE 

Point your phone 
at this code to set 
up a Pennies From 
Heaven donation.

Hydrogen Village
We aim to design a 
village-sized gas 
network and convert 
homes to run on 
100% hydrogen.

East Coast Hydrogen
Completing a feasibility study 
and front-end engineering on 
how to route a 100% hydrogen 
pipeline supply to industrial 
users along the East Coast. 
From there we aim to supply 
hydrogen to other consumers 
in surrounding cities, towns 
and villages.

Future Billing Methodology
Understanding how consumers 
could use blends of hydrogen 
and biomethane to fulfil their 
energy requirements – and how 
this can be billed fairly for the 
energy they used.

HyNet North West
Hydrogen is expected to 
be produced in the North 
West by 2025, at the 
HyNet facilities. One of 
our workstreams here is 
to design and build the 
pipeline that will 
transport hydrogen for 
use in industry, homes 
and businesses.

Current & 
Future  

Hydrogen
Plans

HyDeploy
Demonstrating that up to 20% 
hydrogen can be blended into the 
existing gas network without 
customer disruption or impact on 
how we operate the network today.

Hydrogen Homes
We’ve already built the first homes fuelled 
by 100% hydrogen – providing the public 
with the opportunity to experience a 
zero-emission gas-fuelled home of the 
future. There are boilers, cookers and 
fires to see, all using hydrogen.

See The Depot for more 
on our hydrogen future.

TOGETHER WE CAN TACKLE HOMELESSNESS

Denmark and now Brentford FC 
footballer Christian Eriksen suffering 

a cardiac arrest on the pitch during a Euro 
2020 match last year stunned the world.

It made the availability of defibrillators at 
amateur sports clubs and venues a major 
talking point.

That’s why we went the extra mile to support a 
junior team in Runcorn to get one. 

The lifesaving equipment is now on-hand and 
pitch-side at Beechwood Junior Football Club 
should any player, coach, official, spectator or 
member of the public go into cardiac arrest.

One of Cadent’s North West network 
emergency engineers, Martin Daly, coaches 
two of Beechwood JFC’s 22 teams. He  
asked us if we could help them buy a 
defibrillator, and funds were made available  
to purchase one.

“Of course, we hope we’ll never be in a 
situation where we’ll need to use it, but 
knowing it’s there is a huge thing, potentially 
lifesaving,” said Martin.

Phil Hendrick, Customer Operations Area 
Manager for Cadent, said: “When Martin 
asked, I did have some money available and I 
could think of no better way to use it than to 
help our local community in what may end up 
being a lifesaving way.”

Footing footy club’s 
bill for lifesaving kit

Hearts FC… we helped out 
Beechwood Juniors FC

Proud to help… our new food vouchers scheme is now in place.
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We’re proud to support several 
charities and good causes  

across our networks through the  
Cadent Foundation.

One of those is community action charity 
Groundwork, which aims to transform lives in 
the most disadvantaged communities. The 
charity’s ‘Green Doctors’ are energy efficiency 
experts who help vulnerable households stay 
warm, save money on their bills, and reduce 
carbon emissions.

Funded by a three-year, £3 million grant from 
the Cadent Foundation, Groundwork has 
expanded and enhanced its Green Doctor 
programme, deploying trained advisors in 10 
new priority areas including Nottinghamshire, 
Cumbria, South Yorkshire, West Midlands, 
Essex and North London. 

Last year, through home visits and remote 
support, the funding was used to deliver 
1,779 energy efficiency consultations and 
install 4,526 energy saving and warm home 
measures to help people reduce their utility 
bills. By working with other services, the 
Green Doctors have also supported people in 
maximising benefit claims, addressing home 
safety issues, and tackling food poverty.

Graham Duxbury, National Chief Executive 
of Groundwork, said: “With increased utility 
costs, the end of the furlough scheme and 
cuts to Universal Credit, more and more 

families are experiencing extreme financial 
hardship this year, as well as the emotional 
strain of keeping themselves and their loved 
ones well. The most vulnerable households 
in our society must have access to much-
needed support to help people take back 
control of their energy usage and stay warm 
and well.” 

Peter, from Coventry, first spoke with Green 
Doctors in March 2021. He had recently lost 
his job and needed help to reduce his energy 
costs and manage his bills. Green Doctors 
established a plan which included guiding 
Peter through the most efficient way to set up 
his heating programmer, installing LED light 
bulbs and reducing his water usage through 
behavioural changes. He was also given fuel 
vouchers to help get him back on his feet. 

In June, the team followed up with Peter to 
see how the changes had helped him. He was 
now in full-time work and said: “Without the 
help the Green Doctors gave me, I would not 
have coped and been able to get my life back 
on track.”

As well as offering Green Doctor 
consultations, 2,500 Winter Warmer Packs 
were given out to help those most in need stay 
warm and well during the winter months. The 
packs were distributed via local food banks 
and community hubs in towns and cities 
across our networks. Each pack contained 
a range of items to help people keep warm 
– such as socks, gloves, hat, scarf, hot water 
bottle, blanket and a thermal flask mug. 

Julia Dwyer, Cadent Foundation Director, 
said: “This was the second year we funded 
the Winter Warmer Packs to provide practical 
support to those who need it most. Small 
changes can have a big impact, and these 
packs – backed up by practical advice from 
the Green Doctors – have helped some of the 
most vulnerable in our society keep warm and 
well during the cold weather.” 

Unlocking Support for Families in Hardship 

We are also supporting foodbank charity The 
Trussell Trust. 

The Cadent Foundation’s three-year, £1.5m 
strategic partnership with the charity provides 
debt and financial advice to help people have 
more money in their pocket. 

The funding provides local grants to food 
banks via The Trussell Trust’s Together for 
Change grants programme. It supports the 
national Help through Hardship helpline, 
developed in 2020 in collaboration with 
Citizens Advice. 

In 2021, the funding helped expand and 
deliver new specialist financial services in 
Blackburn, Boston, Chipping Barnet, Hackney, 
Haverhill, Stratford-upon-Avon, Leicester 
South and St Helens.

Take a look at Cadent Foundation’s new 
Impact Report launching this month to learn 
more about the positive difference being 
made across our communities and how grants 
improve people’s lives. 

Supporting charities 
through the Cadent 
Foundation

Green Doctors… we’re helping transform  
energy efficiency.

Winter warmers… 2,500 Winter Warmer Packs have 
been given out to help those most in need stay warm 
and well.

Food aid… we support The Trussell Trust.

Trust in us… our strategic partnership 
with The Trussell Trust is helping people 
have more money in their pocket.

Without the help 
the Green Doctors 
gave me, I would 
not have coped...

Not being able to use appliances because the gas supply has 
been interrupted can inconvenience some.

For others, it can mean they are unable to feed their family.

That’s why in 2021, we were proud to provide some extra help  
for customers in vulnerable situations through the Just Eat food  
voucher trial.

It meant people, many of whom were elderly or had children at home, 
could grab some hot meals while their gas situation was resolved. It’s 
all part of our commitment to helping the communities we work in.

After making some improvements to the service, we’ve now teamed 
up with the Dine On Us app offering Just Eat, Deliveroo, and Uber Eats 
vouchers so you can continue to go the extra mile for our customers.

For more information on the new centralised process and how to use  
it email: Ellen.Wardle@cadentgas.com

SERVING UP HELP FOR CUSTOMERS 
IN VULNERABLE SITUATIONS

When we’re tired and fatigued, we’re 
not at our best, and it can even lead 

to accidents or incidents. Here are a few 
of the most common signs of fatigue so 
you can address it before it starts to 
affect your health and wellbeing and the 
safety of you, our customers and others 
at work:

•    The eyes – rubbing the eyes, frequent 
blinking, long blinks, staring blankly, and 
difficulty keeping your eyes open.

•   Neuro function – impaired attention, 
negative mood, not wanting to talk to or 
engage with people. You might find problem 
solving harder, or you might take more risks. 
Remembering things can be difficult.

•   Body language – yawning, head nodding 
and being less alert.

All of these indicators can lead to accidents.

What can I do to reduce fatigue?

•   Try and ensure you have a good balance 
between working hours and rest. It can be 
easy to do ‘just another hour’ to try and get 
a task finished, but often it’s better to come 
at it fresh at the start of the next day/shift if 
you can.

•   Get lots of sleep. It sounds obvious but 
getting enough sleep is so important. 
Where possible, go to bed at the same 
time each night, reduce caffeine intake 
after midday, and put your phone away well 
before bedtime, as the blue light can impact 
your ability to get to sleep. Have a quiet 
hour before bed and avoid alcohol as it’s a 
stimulant and can affect sleep quality.

•   Eat well. When we’re tired, we can often 
reach for something fast, but eating a 
nutritious meal with lots of colourful fruit and 
vegetables is likely to help so much more 
than a high fat, high salt takeaway.

•   Take some exercise. Often this feels like the 
last thing you want to do, but when have 
you ever been to an exercise class, the gym, 
played sport or been for a walk and felt 
anything but better?

•   Cut down or give up smoking. Smoking adds 
to fatigue and reduces oxygen which runs 
through the body.

Your line manager can help

Your line manager should have lots of tools to 
help you reduce your fatigue, so it’s vital you 
speak to them if you recognise the signs.

•   Your work pattern can be adjusted to help 
where practical and relevant.

•   While your line manager monitors your 
hours, do speak up if these have increased 
and you’re feeling fatigued.

•   Cadent has a Fatigue Risk Assessment tool 
which you and your manager can access. 
Search the Depot for more information.

•   Don’t forget to take your breaks. Get  
some fresh air, make a drink, relax or do  
something different.

•   Commuting hours can add to fatigue; make 
sure your manager knows if you have a long 
commute to work and back.

We’re well into our busiest time of the year 
supporting customers, so please be mindful 
of your wellbeing and fatigue levels.

We now have a 20-minute e-learning 
programme on fatigue awareness. It’s for 
everyone who works for Cadent, whether 
you’re out in the field or based in one of our 
offices. Visit the Depot for more details. 

TIRED AND 
FATIGUED?  
We can help! Time for a brew… try and strike a 

balance between work and rest.

You’ll find more information about fatigue 
here too; tinyurl.com/2jas7n6a

8   The Patch  |  March 2022 March 2022  |  The Patch   9  

We spoke to Kelly-Anne Morris (a SHES 
advisor in our West Midlands team), Priya 
Talwar (an engineer working on the Governor 
Improvement Programme) and group sponsor 
Mumtaz Patel (Senior Operational Manager 
in the North West network) to find out more 
about their lives and work at Cadent.

How is it as a woman working in what is a 
male-dominated environment?

KM: My role now is in operations, and it’s 
very male-dominated. I’ve seen more women 
step into leadership roles in the last few 
years, which is nice. Going from an office 
environment to depots where most of the field 
force are men is a different dynamic. It was a 
bit nerve-wracking when I first stepped into 
the role because it was a job I hadn’t done 
before, plus you’re surrounded by all these 
men! Once you get to know people and find 
your feet, you get comfortable, but it was 
entirely different for me. 

PT: I’m the first woman in my team for quite 
a while. I think we think differently and the 
diversity that we bring in terms of the skillset 
is there. Even though we’re trying to sort out 
the gap between female and male engineers, 
it’s going to take time. Some days you forget 
you work in a male-dominated environment; 
you could be in a room full of men, and it goes 
out of your mind; other days, you think it would 
be nice to have a chat about it. We need that 
balance in the workplace.

What sort of support have you had at 
Cadent as a woman in a male-dominated 
industry?

KM: No one preps you for it per se, but people 
are there if you reach out. When I first went into 
a new role, it was an entirely different culture, 
and it was about finding out what the dynamics 
were and how you fitted into that. There is a 
completely different dynamic out in the field 
compared to the office but I wouldn’t have it 
any other way. Everyone is so down to earth 
and supportive. Every day is a school day! 

PT: It’s supportive at Cadent, and it’s very 
pro-women getting into operations; it’s a great 
place to be. You do need to have that open 
relationship with your line manager where 
you can talk about how you’re finding it. In 
my previous role, I had engineers who were 
challenging to manage. Some didn’t want to 
report to a woman, or maybe I was just too 
young, and they were my dad’s age, so those 
barriers can be there.

What can be done to encourage more 
women to get into engineering roles?

PT: There are different ways to get into Cadent, 
and it’s about opening up opportunities 
where women can apply if they’re interested. 
Sometimes it’s simple things like PPE – I have 
a tough time getting PPE that fits, where a guy 
can just pick any size because it’s just more 
tailored to their body shape.

What’s your involvement with the Women in 
Cadent group?

KM: I’ve always been interested in their work. I 
was following them on Yammer, and if they had 
any lunch and learn sessions on a topic that 
interested me, I’d pop along. Over a year ago, 
I was going through some fertility treatment, 
and I couldn’t find anything in our policies 
that were fertility focused. I reached out to 
Catherine Ward, previous Chair of the group, 
and said, ‘I’ve spotted this, it seems like we 
have a gap – I don’t mind taking ownership of 
this, who is it we need to speak to so we can 
do something?” Now I’m the Infertility Lead 
within Women In Cadent. Other women cover 
sub-groups such as adoption, menopause, 
and maternity and paternity. Without Women 
in Cadent, I wouldn’t know who I needed to 
speak to or who I’d go to for support to get 
these things into reality. I wouldn’t be able to 
make positive change as effectively. 

PT: I was interested in the group because I 
wanted us to have that feminine touch in the 
business. We do things like book club, which 
is such a nice break because we’re not going 
into the office like we used to, so it’s not like I 
can just walk up to someone and have a quick 
chat. My main role in Women In Cadent is 
events and networking. We’ve done sessions 
on surviving economic abuse, and we’ve got 
female apprentices talking about why they 
joined the Cadent apprenticeship scheme. 
I’m involved in planning these events and all 
the background work, and sometimes even 
hosting them and putting sessions together.

North West Network Senior Operational Manager Mumtaz 
Patel sponsors the Women in Cadent group. She has an 
engineering background and has worked in the industry 
for over 30 years – with the last 20 years in operations. 
Her current role as Delivery Support Manager means 
she manages engineering and streetworks within the 
Investment Planning Office.

“Women bring a different dynamic to an operational role, 
but it isn’t as technical as people imagine,” she says.

“It’s more project management, making sure the 
challenges you’ll come across along the way can be 
resolved, so the technical element shouldn’t be  
a showstopper.” 

“People think that because it’s a technical role, they may 
not be able to do it - I’m just trying to bust that myth!

“We’ve got a skill shortage; we’re struggling to recruit 
teams,” she adds.

“If we could bring women in to physically do some of the 
activities that men do, then we’ve got a bigger pool of 
resources to go to. Even from a market point of view, it 
makes sense for us.

“That could be retraining people who already work here to 
be able to do an operational role. 

“But for me, it’s more about choice – I want people to have 
a choice, and I want people to be helped to be able to 
make that choice. And if it’s via us at Women in Cadent and 
some of the things we represent, that’s really good.

“A lot of people in the group dedicate a lot of their free 
time to it because they’re passionate about it. 

“Without all the volunteers, we wouldn’t get the successes 
that we do, and I think the Exec team listen now, whereas 
we didn’t have a voice before.”

For more information about Women in Cadent and  
to get involved, connect with them on Yammer.

Women In Cadent 
launched at the 
beginning of 2020 as 
an employee resource 
group for women across 
the company. It aims 
to support women in a 
variety of roles and to 
improve life at Cadent 
for everyone.

Planning and hosting events… Priya says Women In Cadent is essential for networking.

SUPPORTING 
WOMEN IN CADENT

“DON’T LET THE TECHNICAL ELEMENT 
OF THE JOB BE A SHOWSTOPPER.”

Volunteer-led - Mumtaz 
says Women in Cadent 
is giving women a real 
voice in the organisation.

New policies… Kelly-Anne is helping Cadent become a fertility-friendly accredited company.

Why is a group like Women in Cadent 
important?

KM: Support is the main thing. It’s a 
community to which you can say, ‘I’m having 
a bad day’ or ‘I’ve come across this today, has 
anyone been through something similar?’ As 
a woman, you are the minority in a company 
like this, but somebody in the group will always 
be happy to pick up the phone. Women in 
Cadent have supported me in making positive 
changes within Cadent. I had an idea, and 
they put me in meetings with all the right 
people and supported me. If it wasn’t for 
Women In Cadent, we wouldn’t be working 
towards developing a fertility-friendly policy 
and potentially being one of the first fertility-
friendly accredited companies.

PT: It’s about creating networks. There are 
some people I’ve seen online at events 
that I’ve now met in other meetings. You’re 
developing skillsets; you’re working on a lot 
of softer skills, which I feel in Cadent is where 
we may be slipping a little bit. There’s so much 
focus on doing the hard skills and getting the 
work done. So that softer skill development is 
what I get out of Women in Cadent.

Group sponsor… Senior Operational 
Manager in the North West Network Mumtaz 
Patel has more than 30 years’ experience in 
the industry.

It is supportive at 
Cadent, it’s very pro-
women getting into 
operations, it’s a great 
place to be.

I’m the Infertility Lead 
within Women In Cadent 
now, and there are other 
women that cover other 
sub-groups.

ImpactIdeaInsight
Working closely with Cadent's internal comms 
partners, the new incarnation of the publication 
has given them a way to reach people in the 
field. Competition entries and feedback suggest 
the magazine is well read and with more digital 
enhancements planned, it's set to be a great 
vehicle for creating more interaction with the field 
about what's happening in Cadent.

Read all about it - new print channel for Cadent's Field Force

The existing publication didn’t represent 
the modern, forward-thinking and inclusive 
organisation Cadent now is. The mag had 
to balance getting important business-led 
information across in an easy-to-access and 
highly visual way. We created a new style and 
format in print and as a digital PDF. With fewer 
but more practical stories it now reflects the lives 
and work of the Cadent community.

Cadent were struggling to engage with their Field 
Force teams, who traditionally don't 'do' digital 
internal comms. The existing flagship printed 
publication, The Patch, had died on the vine 
during COVID. They needed a new publication 
which could speak directly to their field teams.
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You’re all super helpful, super smiley 
and super-efficient, nothing ever 
seems too much to ask and you 
clearly have a wealth of experience 
and knowledge in what you do. I can 
tell you’re a cool bunch and you give 
me confidence in delivering what I 
need to for my colleagues!
Claire Shaw    Internal Communications 



ImpactIdeaInsight
A sharp increase in campaign-based 
workplace activity and engagement with major 
improvements in every leadership programme 
target measure.

Thanks to our insight gathering elves, we 
identified the three main blockers to the 
transformation they needed, allowing us to  
create immersive events and a stand-out  
visual campaign.

Nestlé were facing a huge challenge  
– they wanted to be more agile, and instill a  
more collaborative and innovative mindset in  
their teams so they could outpace smaller  
start-up competitors.

Risk, Failure & The Unknown

I N S I G H T S

Ghost car augmented reality navigation  
– The team from Jaguar Land Rover Research 
won the Dare to Try  accolade.  
Their ambition was to create a 3D ghost car 
in a vehicle’s display, which would visually 
guide the driver for them to follow. Although 
challenges slowed progress, the team gained 
numerous learnings to help benefit future 
augmented reality technology.

Read the full article
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How do we get  
more comfortable with  

risk, failure and the unknown?

A N C O N F E R E N C E

Transforming how Nestlé's leaders work  
and think with an immersive experience



ImpactIdeaInsight
92% agreed that they enjoyed the event,  
83% felt inspired to smash the year ahead,  
91% felt proud about what GBG do,  
87% felt clear on where they’re heading and  
95% believed they were stronger together.

A live virtual TV-show experience with no speaker 
talking for more than nine minutes to keep it 
dynamic and interesting. We maxed out on 
the interactivity and created a bespoke virtual 
photobooth to capture the moment  
when everyone was 'stronger together'.

GBG wanted to bring their employees together 
globally to celebrate the year, thank everyone 
for their part in their success and to excite them 
about their future plans.  

A dynamic TV-show style virtual event to  
inspire GBG’s people to feel stronger together

Award of Excellence

2023
IoICAwards

https://vimeo.com/manage/videos/790043428/df57f5bef1


C U L T I VAT I N G  C O F F E E  A S  A N  A R T, 
T O  G R O W  T H E  B E S T  I N  E A C H  O F  U S

ImpactIdeaInsight
We received fantastic feedback from the fun 
session “… a huge thank you for your work on 
the leadership day. We have had a wealth of 
positive feedback; one person said it was the 
best leadership day they have had. Thank you so 
much for bringing our purpose to life in such a 
creative way.”

We kicked things off by demonstrating the 
importance of purpose and how businesses that 
have one and use it are more successful. Then 
we brought the Nespresso purpose to life through 
an art activity inviting participants to depict the 
consumer journey and their own ‘moments of 
growth’ in art. We followed up by delivering a 
leaders’ toolkit.

Nespresso asked us to help their people focus in 
on their brand purpose. A leadership session was 
the ideal time to start embedding the message, 
so we created and facilitated a fun session to 
zero in on their purpose, explore what it means 
to them and engage them in it, so they could 
cascade it to their teams. 

Creating art to create a stronger connection  
to business purpose

O U R N E S P R E S S O P U R P O S E F E B RUA RY 2023 5

W H AT’S  MY RO L E AS A L E A D E R?
W E CA N O N LY S U C C E E D W H E N W E’R E A L L O N T H E SAME PAG E! 
YO U R RO L E I N E N GAG I N G P EO P L E W I T H O U R P U R P O S E I S  V I TA L .

Help our teams reconnect to our 
core purpose to support a better 
understanding of our goals and 
objectives.

Use our purpose as a guide to inform 
decisions and the direction we give to 
our teams and the business.

Keep the conversation going and 
continue to inspire each other behind 
our purpose in 2023 and beyond.

Be a role model and lead from the front. 
Showing that living our purpose will help 
others do the same.

O U R N E S P R E S S O P U R P O S E F E B RUA RY 2023 15

W E B E L I E V E CO F F E E I S  A N A RT

At Nespresso, we have a rich heritage, rooted in our pioneering 
spirit and ongoing quest for excellence. High quality, expertise and 
innovation are some of the things we are best known for.

But we also see coffee as an art – something beautiful, unique and 
rare, and that can be cultivated to grow the best in each of us.

We believe that harmony can be brought to the world through good 
taste and beauty – and our coffees are unrivalled in both.

O U R N E S P R E S S O P U R P O S E



a guided tour...

my day

quick and simple access to your tasks and calendar

for when you don’t have time to read an article straight away

saved for latermy news

personalised news based on what part of Bauer you work for

Bauer information

access to all the company information you could possibly need!

the important updates relevant to everybody at Bauer

group news my sites

personalised based on your user profile

search for and ‘pin’ the tools you need so you have them all in one place

my tools

ImpactIdeaInsight
The new platform launched successfully and  
we recieved this lovely message from the client:  
"The toolkit and assets were really well received 
by our global comms network yesterday,  
so thank you for all the work so far!"

We developed a character-led approach with 
"Bee" walking employees through the new 
intranet. We produced an animation, several GIFs, 
infographics, email and intranet headers, plus a 
toolkit, to give Bee some real buzz!

Bauer asked for our help to make their new 
global intranet launch go with a bang. It was 
all about creating awareness, excitement and 
educating people on what to expect from the 
new platform.

Getting Bauer buzzing about their intranet

7

Support the Global 

communications mini 

campaign via your own 

channels usin
g the assets 

provided in this toolkit.

in a nutshell, we need you to…

your communications role

Feedback to us if you need 

any additional assets or 

communications support.

https://vimeo.com/manage/videos/814921191/c66d50ae5c


Surgery   |    DIA10227 #JustSayThanks Campaign

Yammer card 16:9 - Map of Thanks (Surgery to edit)

#JustSayThanks

E U RO P E

A S I A

A F R I C A

L A C

N A M

2 %  1 %  
PERCENTAGE OF

COLLEAGUES
THANKED SO FAR 

ImpactIdeaInsight
The client loved all that we produced, and said 
"The #JustSayThanks campaign has been well 
received and is getting some good traction. 
We’ve got 120 comments in a week which is 
good going during a busy time."

We created the look and feel, and came up with 
the idea for the employees to share a picture of 
themselves doing a positive hand signal, e.g. 
a heart, thumbs up or clapping, and tag an 
employee that they want to thank. We wanted 
to keep track of engagement so created an 
animated map which showed where the thanks 
popped up around the world. To promote. it, 
we created a video, Viva Engage posts, Teams 
backgrounds and more. 

Diageo launched their #JustSayThanks a year 
before which proved to be a great success, but 
they wanted to continue the momentum and 
refresh the approach to enhance the employee-
generated feel with a new activation. 

Employee-generated recognition campaign

https://vimeo.com/manage/videos/901206432


Insight to shape 
your IC strategy

What sort of comms approach do your 
people prefer? What gaps have you got in 
your comms? What do your people like, what 
don’t they like? That sort of insight is a great 
foundation to building successful IC strategies.

That’s why we’ll often recommend an IC audit. 
We start with an all-employee survey giving 
everyone in your business the chance to 
have their say about how well your company 
communicates. 

We'll also interview your senior leadership 
team, your employee groups and other 
stakeholders to gain their perspective on 
communication within your business.

We’ll review and analyse all this insight and 
share it back with a set of recommendations to 
help shape your future IC strategy.

What you think about 
how well we communicate

Lots of you have contributed your thoughts to how 
well we communicate across our business.

You get that our business needs to move fast, so we can be innovative and lead the way and that’s what you 
find exciting. But what you find frustrating is what you often describe as inconsistent, disjointed and late 
communication. Despite this, you make it work but it’s time consuming and takes your focus away from our 
members. 

The sense of frustration is felt whether you’re in clubs or in club support. You’re either struggling to get the 
information out there as well as you’d like or you’re struggling to get hold of the information you need.

You’re eager to get your hands on the information that will allow you deliver the best member experience – 
whether it’s the bigger picture strategic stuff or the day-to-day detail if we can get it to you directly and 
earlier it will make your experience of working here much more enjoyable. 

We need to do it much better

80% of you feel we communicate 
moderately, slightly or not all at well 20% of you feel we communicate

extremely or very well 

1
Survey

179
Responses

5
Listening 
groups across 
the country

37
Participants

11
One-to-one
interviews

David Lloyd Clubs Internal Communications Review   |  Sep 2021

Where you get information most often about 
what’s happening in the business

74%
direct line manager

68%
work email

64%
weekly update

What you find most helpful

80%
direct line manager

80%
work email

60%
weekly update

Who you want to hear more from

73%
Exec Leadership Team

54%
CEO

42%
Product Heads

Communication between clubs and club support feels harder

73% are moderately, slightly or not at all satisfied with 
communication both ways between clubs and club support

Business information you feel you don’t get enough of

58%
ideas on best practice

53%
our values

52%
business performance

51%
our strategies

Team member information you feel you don’t get enough of 

72%
training & development

66%
recognition

60%
benefits

59%
wellbeing

Team and manager communication feels good

70%
extremely or very satisfied with 
communication with your manager

67%
extremely or very satisfied with 
communication with your direct team

How you would prefer to receive information

67%
work email

58%
face-to-face

46%
on a call

Be great to really simplify the 
way we communicate. At 
present, we have too many 
communication channels and it 
is difficult to remember where 
certain bits of information have 
been seen or are stored.

There's too much dumping [of 
information] and then saying 
because it was on there it's 
your fault if you don't 
understand it.

We need more consistency in 
the way we communicate, at 
teh moment it feels scattergun 
using many different methods 
not all of which everyone has 
access to.

There must be a better way than email

Emails - You get 30 actionable 
emails a day and its silly, how 
can we drive service on a 
computer?

Continual emails sent as tick a 
box for the sender and not 
thinking about the impact on 
the receiver.

Emails are great but if I am off 
or on leave it can be hit and 
miss for my direct reports to 
get the information.

What we’re focusing on first 

If there’s any thoughts or ideas you have around improving how we 
communicate, drop a line to: 

Brilliant Basics of course! We 
want to get you the information 
you need in much more 
planned, direct, and easy to 
access way. And we want to 
involve you more along the 
way, so we benefit from your 
ideas and experience. The 
one-stop-shop sounds like a 
great start!

What we don’t want to lose is 
that friendly, down-to-earth, 
informal culture that people 
love – that will stay strong in 
the way we continue to talk to 
each other.

Ultimately, we want to improve 
the communications experience 
for you, so you’ve got more 
time to focus on the experience 
for our members. 

Make it more relevant

I am not convinced I need to 
know that YO sushi is in or out 
of stock ;).

The operational workflow email 
is way too big to absorb, 
previously the departmental 
weekly update was much 
easier to absorb and pointed 
the relevant departments to the 
correct information.

The Ops Workflow is really 
helpful to have the information 
in one place but, if you should 
need to find that information 
again, it's impossible to locate 
it.

What’s up with Whatsapp?!

WhatsApp group 
chat is the only way 
I find helpful 
because it is the 
only way anything 
gets communicated, 
usually with no 
notice.

Please no more 
WhatsApp groups.

Whatsapp is 24/7 
and should not be 
part of the business 
communication as it 
means those 
people that work 
part time are 
contactable 24/7 
which is not right in 
my opinion.

‘New to company 
and I’m very 
impressed. 
Whats-app is a 
Watch-out!  Way too 
many groups that is 
not good for 
wellbeing and focus 
IMO.

A one-stop-shop sounds great

Give us more time to plan

Comms things out 
with notice, we are 
often planning a 
head in club 
months in advance, 
head office are 
often on a similar 
page but the info 
only comes out a 
week before it’s 
meant to happen 
so operationally 
we then have to 
realign it.

We know when 
easter, summer etc 
happen every year, 
so why can’t we get 
the information 
sooner?

Member 
communications are 
sent before we 
know about them 
and it’s not a 
one-off. It’s 
embarrassing and 
makes me feel 
embarrassed.

There is a lot 
happening at the 
moment across all 
areas. Lots of club 
roles are part time 
so short notice 
response requests 
are at time difficult 
to meet or require 
us to interrupt a 
team members time 
away from work.

‘Ideally one platform that 
allows us to combine social 
comms (kitbag), internal comms 
(operational workflow emails) 
and document sharing (intranet 
/ teams). A big ask I know!

Company updates should be 
separated out per department. 
An app that handles business 
content would be smart. It 
needs to be intuitive and have 
the ability to engage with clubs 
so actions are read and easily 
understood. You could have a 
'tick or acknowledgment' check 
list that is checked when the 
actions have been read and 
then actioned.

I like the idea of a work app 
that you can find all information 
in one place. It is very 
frustrating searching through 
workflow email, intranet, Power 
BI, work email, S:drive etc.

What you think about our 
internal communications
Lots of you, at every location and every level have 
contributed your thoughts to how well we communicate 
at Channel 4. Over 300 of you responded to our survey 
and we also held more in-depth focus groups and 
interviews with more than 30 of you. 

An opportunity to go from good to great

The story of internal communication at Channel 4 over the last 8 months is one of ‘much improved’. 
Now it finds itself in the space of ‘good’, but for some ‘good’ feels like it’s a bit lacking in personality. 

You want to keep the positives that have come out of COVID, like a more compassionate and caring 
tone, but you need help to recreate some of the things that have been lost, especially connection 
with other departments. 

You also want more. You want communication to feel more fun and exciting and to work better across 
departments. Simple things like knowing who’s who and having a better understanding of what 
different departments do will go a long way. 

And finally, you feel strongly that everyone should be equally recognised for the part that they play in 
making Channel 4 a success.

Where you get most of your information from

89%
All Staff Broadcasts 

57%
Weekly Round-up

51%
Your Manager

Communication channels rated very or somewhat helpful

97%
All Staff Broadcasts 

89%
Ad-hoc emails from 
Alex and the Exec

85%
Your Manager

The All Staff broadcasts have 
been a great addition and 
really made the Exec seem 
more human and open in 
sharing information.

We really don't make good use of MOSS.  The 
Homepage now looks good and does a good 
job of highlighting current stories.  But finding 
specific information is a nightmare - the 
navigation and naming convention (if there is 
one!) is just weird and it seems to be full of out 
of date information.

At a team level my HOD is great at 
communicating with us. At an exec 
level it is hard to decipher what the 
channel is doing or where it is heading.

The more personal, relevant comms from Alex/ 
the Exec, the better - so that it doesn't feel like 
a corporate round robin (which is to easy to 
ignore) but instead something real and genuine.

Communication is strong at Exec level, and for 
company-wide information.  It feels like it 
becomes weaker and more smoke-and-mirrors 
when it gets to HOD/lower levels, waiting to 
hear back on more team specific comms.

Training and personal 
development feels 
non-existent to me.

It feels like there's little recognition across the 
business for other teams, it can feel at times 
that it is purely focused around commissioning 
and less about other teams that are still as 
important to Channel 4.

I think we get very little on business strategy 
and sometimes the industry/television jargon 
makes the message a bit opaque.

Messages that you receive somewhat or far too few of

71%
Training & development 

65%
Recognition

60%
Strategy and industry news

Everyone wants to have their say about MOSS!

The main reasons you go to MOSS are for 4People, pay & benefits and the people directory. But 
there’s a lot you’d like to see improved. Everything from the navigation, content and design.

How well we communicate

MacBook Pro
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The Themes

RECOGNISE US ALL EQUALLY

When it comes to recognition the message 
is clear - it’s not all about Commissioning & 
Sales. You get that’s what the channel is all 
about and you want more of the sexy 
content stuff, but you also want everyone 
who’s involved behind the scenes to be 
recognised too.

SUPPORT EVERYONE

You’re looking to internal communications 
and your line managers to lift your spirits, 
to remind people about looking after 
yourselves and others, and to facilitate the 
sharing of personal experiences. 

Supporting everyone also means making sure 
that we’re being inclusive of everyone across 
all our locations.

TELL US THE GOOD & THE BAD

Performance can feel like it’s sometimes 
spun too positively. You’d like a more holistic 
and simplified view when it comes to 
performance, linked to strategy and 
including trends.

HELP US TO CONNECT BETTER ACROSS 
THE CHANNEL

You’re genuinely interested in what other 
departments are up to, and not just seeing 
the end result which you might find out about 
via social media. You see creating a shared 
understanding across departments as a way 
of working more collaboratively and 
effectively together. 

MORE ON OUR STRATEGY PLEASE

You want clarity on our strategy, to 
understand the ‘why’ and to be clear on the 
role you play in it. 

Thank you for contributing to improving how we communicate.

Some people have been here 25+ years and 
getting into the newsletter last year was so 
exciting for them as they’d not been 
recognised before.

I find it difficult to understand what the 
various functions are, there is a lot of the 
business that I couldn’t tell you what they 
do, and I’d really like to. So that I can tap into 
the right resources to get more knowledge.

We need a “we are all human” 
campaign to show each other’s 
experiences and what’s helped them – 
this will bind everyone together.

Sometimes we only talk 
about the good things – 
we are all grown up.

Communicate and explain the strategy 
more... with updates on what we’ve 
done, why & how along the way.

MAKING IT MORE FUN & EXCITING

You feel like we should be making much more 
of our exciting content and talent.  

It feels like we don't get nearly enough info/ 
celebration/ sneak peaks of content. We are a 
content business... but we don't talk about 
content very much! Feels like the programmes 
are hidden almost. Please can we get to know 
as much as poss about content?

Your feedback is invaluable in helping us to decide what to focus on first. For the rest of 
2020, we’re going to make sure we get you what you’ve been asking for around our strategy 
and we’re going to make noticeable improvements to our email channel. Then early in 2021 
we’re going to tackle MOSS!

If you have any other feedback for us, don’t hesitate to drop us a line at: 
internalcomms@channel4.co.uk

“I feel we communicate well 
across Channel 4.”

agree or 
strongly agree66%

“I have all the information I need to be able 
to do a great job.”

agree or 
strongly agree57%

“When changes happens at Channel 4, they 
are communicated effectively.”

agree or 
strongly agree59%

“I feel we share our good news 
and success stories at Channel 4.”

agree or 
strongly agree71%

“I feel my manager communicates 
well with the team.”

agree or 
strongly agree78%

“As a manager I feel I have all the information 
I need to communicate well with my team.”

agree or 
strongly agree49%

Opportunities to feeback and have our say 
about what happens at Channel 4.

satisfied or
very satisfied62%

What you think about our 
internal communications
Lots of you, at every location and every level have 
contributed your thoughts to how well we communicate 
at Channel 4. Over 300 of you responded to our survey 
and we also held more in-depth focus groups and 
interviews with more than 30 of you. 

An opportunity to go from good to great

The story of internal communication at Channel 4 over the last 8 months is one of ‘much improved’. 
Now it finds itself in the space of ‘good’, but for some ‘good’ feels like it’s a bit lacking in personality. 

You want to keep the positives that have come out of COVID, like a more compassionate and caring 
tone, but you need help to recreate some of the things that have been lost, especially connection 
with other departments. 

You also want more. You want communication to feel more fun and exciting and to work better across 
departments. Simple things like knowing who’s who and having a better understanding of what 
different departments do will go a long way. 

And finally, you feel strongly that everyone should be equally recognised for the part that they play in 
making Channel 4 a success.

Where you get most of your information from

89%
All Staff Broadcasts 

57%
Weekly Round-up

51%
Your Manager

Communication channels rated very or somewhat helpful

97%
All Staff Broadcasts 

89%
Ad-hoc emails from 
Alex and the Exec

85%
Your Manager

The All Staff broadcasts have 
been a great addition and 
really made the Exec seem 
more human and open in 
sharing information.

We really don't make good use of MOSS.  The 
Homepage now looks good and does a good 
job of highlighting current stories.  But finding 
specific information is a nightmare - the 
navigation and naming convention (if there is 
one!) is just weird and it seems to be full of out 
of date information.

At a team level my HOD is great at 
communicating with us. At an exec 
level it is hard to decipher what the 
channel is doing or where it is heading.

The more personal, relevant comms from Alex/ 
the Exec, the better - so that it doesn't feel like 
a corporate round robin (which is to easy to 
ignore) but instead something real and genuine.

Communication is strong at Exec level, and for 
company-wide information.  It feels like it 
becomes weaker and more smoke-and-mirrors 
when it gets to HOD/lower levels, waiting to 
hear back on more team specific comms.

Training and personal 
development feels 
non-existent to me.

It feels like there's little recognition across the 
business for other teams, it can feel at times 
that it is purely focused around commissioning 
and less about other teams that are still as 
important to Channel 4.

I think we get very little on business strategy 
and sometimes the industry/television jargon 
makes the message a bit opaque.

Messages that you receive somewhat or far too few of

71%
Training & development 

65%
Recognition

60%
Strategy and industry news

Everyone wants to have their say about MOSS!

The main reasons you go to MOSS are for 4People, pay & benefits and the people directory. But 
there’s a lot you’d like to see improved. Everything from the navigation, content and design.

How well we communicate

MacBook Pro
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The Themes

RECOGNISE US ALL EQUALLY

When it comes to recognition the message 
is clear - it’s not all about Commissioning & 
Sales. You get that’s what the channel is all 
about and you want more of the sexy 
content stuff, but you also want everyone 
who’s involved behind the scenes to be 
recognised too.

SUPPORT EVERYONE

You’re looking to internal communications 
and your line managers to lift your spirits, 
to remind people about looking after 
yourselves and others, and to facilitate the 
sharing of personal experiences. 

Supporting everyone also means making sure 
that we’re being inclusive of everyone across 
all our locations.

TELL US THE GOOD & THE BAD

Performance can feel like it’s sometimes 
spun too positively. You’d like a more holistic 
and simplified view when it comes to 
performance, linked to strategy and 
including trends.

HELP US TO CONNECT BETTER ACROSS 
THE CHANNEL

You’re genuinely interested in what other 
departments are up to, and not just seeing 
the end result which you might find out about 
via social media. You see creating a shared 
understanding across departments as a way 
of working more collaboratively and 
effectively together. 

MORE ON OUR STRATEGY PLEASE

You want clarity on our strategy, to 
understand the ‘why’ and to be clear on the 
role you play in it. 

Thank you for contributing to improving how we communicate.

Some people have been here 25+ years and 
getting into the newsletter last year was so 
exciting for them as they’d not been 
recognised before.

I find it difficult to understand what the 
various functions are, there is a lot of the 
business that I couldn’t tell you what they 
do, and I’d really like to. So that I can tap into 
the right resources to get more knowledge.

We need a “we are all human” 
campaign to show each other’s 
experiences and what’s helped them – 
this will bind everyone together.

Sometimes we only talk 
about the good things – 
we are all grown up.

Communicate and explain the strategy 
more... with updates on what we’ve 
done, why & how along the way.

MAKING IT MORE FUN & EXCITING

You feel like we should be making much more 
of our exciting content and talent.  

It feels like we don't get nearly enough info/ 
celebration/ sneak peaks of content. We are a 
content business... but we don't talk about 
content very much! Feels like the programmes 
are hidden almost. Please can we get to know 
as much as poss about content?

Your feedback is invaluable in helping us to decide what to focus on first. For the rest of 
2020, we’re going to make sure we get you what you’ve been asking for around our strategy 
and we’re going to make noticeable improvements to our email channel. Then early in 2021 
we’re going to tackle MOSS!

If you have any other feedback for us, don’t hesitate to drop us a line at: 
internalcomms@channel4.co.uk

“I feel we communicate well 
across Channel 4.”

agree or 
strongly agree66%

“I have all the information I need to be able 
to do a great job.”

agree or 
strongly agree57%

“When changes happens at Channel 4, they 
are communicated effectively.”

agree or 
strongly agree59%

“I feel we share our good news 
and success stories at Channel 4.”

agree or 
strongly agree71%

“I feel my manager communicates 
well with the team.”

agree or 
strongly agree78%

“As a manager I feel I have all the information 
I need to communicate well with my team.”

agree or 
strongly agree49%

Opportunities to feeback and have our say 
about what happens at Channel 4.

satisfied or
very satisfied62%

Southern Co-op Internal Communications Audit – April 2021

With a range of internal communication 
channels, we wanted to hear your 
thoughts on how well we communicate 
within Southern Co-op.

1 all colleague 
survey

24 participants

720 responses 2 colleague 
focus groups

2

1.

line manager 
focus groups

What you think about our internal communication
You feel that internal communication at Southern Co-op is generally good but there’s room for 
improvement in both local and business-wide communication. 

You consider direct communication with your team to be better than business-wide 
communication provided that your team manager has good communication skills. 

You have an appetite for communication channels that are easy to access, that will make your 
work life easier and that will give you and your colleagues more of a voice. 

It’s clear that you would appreciate more recognition, but it’s about simple and small rewards 
and lots of you would like to hear more good news stories from across the business.

YOUR MOST FREQUENTLY USED CHANNELS

CHANNELS YOU FIND MOST USEFUL

Overall 50% of colleagues are satisfied or very 
satisfied with communication from the business

Key themes from your feedback

Top channels for Cobra 
Co�ee colleagues:

Top channels for 
Lakeside colleagues:

Help us to Connect

2.

WHAT YOU’D LIKE THE PURPOSE OF AN APP TO BE

Appetite for an app

3. Recognition is the simple things

4. Give us more of a voice

5. Managers make it work

Email1.

2. Manager cascade/
website/word of mouth

Intranet1.
2. Email
3. Team meetings

Top channels overall:

Connect (Retail/ELS)1.
2. Email
3. Word of mouth from 

colleagues

of managers rely 
mostly on Connect

CONNECT IS GOOD BUT DIFFICULT TO ACCESS
There’s lots of positive feedback on Connect with a feeling that it could be an even more useful 
tool if it was easier for CSAs to access and some of the content/functionality was improved. 

“I’m a big advocate for 
Connect. It’s the best 
system I’ve used of all the 
retailers I’ve worked for.”

“Word the stu� on it better – 
sometimes I don’t understand 
the language and terminology 
that’s being used.”

“The information on the intranet is brilliant 
but it’s about putting in the right places and 
making it easier for everyone to access – 
hard to get to and find documents – 
fresher, better, easier and cleaner.”

“Once you’re in it’s 
easy – getting in is 
the challenge.”

“Connect is not e�ective, CSAs barely use it. 
DMs don't check it while at home and on days 
o�. Communications are often missed as they 
disappear daily once completed. Everything is 
buried under too many buttons and needs to 
be simplified, using the search often brings up 
irrelevant documents.”

FOR OUR LAKESIDE COLLEAGUES, THE INTRANET 
NEEDS SOME WORK

“All the information is 
there, it’s just a 
nightmare to get to.”

“Access to the intranet 
and quick links.”

“We could use for 
access to platforms 
like Connect.”

SOME OF THE THINGS YOU’D LIKE ON AN APP

“Get pay slips rather 
than having to go into 
work and print it o�.”

“Targets at a glance - 
a lot easier than going 
on Connect.”

“Get up to speed 
before your shift.”

“Booking holiday 
would be good.” 

“O�ers – double 
discount weekends.”

“Sharing and 
checking rotas.”

SMALL THINGS THAT YOU SAY WOULD MAKE 
A BIG DIFFERENCE

WHAT YOU FEEL YOU DON’T GET ENOUGH 
INFORMATION ON

“A box of chocolates, 
a bottle of wine, or 
flowers, something 
like that as a gesture.”

“A hand-written thank 
you note has more 
meaning than saying 
thank you as you’ve 
taken time out of your 
day to write 
something personal.”

“One stop shop for 
everyone to go to to 
do anything they 
need.”

“If we’re allowed to comment and 
say stu� in response to news then 
we’ll feel more a part of it.”

“The intranet is massively outdated, and 
doesn't seem particularly fit for purpose. 
Seems pointless having it, and the platform 
should be combined/replaced with Connect.”

Some of you feel unrecognised and that Southern Co-op falls behind in comparison to other 
places you’ve work when it comes to recognition.

89%of CSA’s rely mostly 
on word of mouth49%

Connect80% Manager 
cascade/
briefing

75% Team 
meetings

71%

“We get very little 
recognition for the 
di�cult job that 
we’ve done and 
continue to do.”

“No sense of 
recognition to make 
me feel valued as a 
team member.”

“Recognition across 
the board is lacking 
and far behind similar 
businesses.”

“Just something to put 
on your fridge to say 
you’ve done a good 
job.”

colleague good 
news stories49%recognition60%

HOW MUCH YOU FEEL YOU GET OPPORTUNITIES 
TO HAVE YOUR SAY

strongly disagree 
or disagree32%strongly agree 

or agree 
42%

“We could have team meetings, a fluid conversation 
about what our specific store needs, then the 
manager could pass it on – if everyone’s sat 
together talking, we’d get some really good ideas.”

“Managers have been amazing in supporting us 
throughout the pandemic, going above and beyond 
what was expected and necessary, thank you     ”

“It should be more 
open and transparent 
so everyone across 
the board can see 
what people’s opinions 
are.”

“I didn’t get much from my 
previous manager but I do think 
my new manager will be better 
communicating with all members 
of sta�.” “Teams use communications 

channels that work best for them 
whether that’s noticeboards, texts or 
Whatsapp. More face-to-face time 
would be appreciated but it’s 
recognised that it can be a struggle.”

“Show it more when feedback does 
get implemented so people can see 
that people are being listened to. It 
will encourage people to share their 
ideas.”

OVER 71% OF MANAGERS FEEL 
LIKE THEY HAVE WHAT THEY 
NEED TO COMMUNICATE WELL 
WITH THEIR TEAM

OVER 60% OF COLLEAGUES 
AGREE OR STRONGLY AGREE 
THAT THEIR MANAGER 
COMMUNICATES WELL

“We have had a new 
manager in our store 
for a couple of months 
and I would have to say 
overall communication 
is much better than 
before.”

“Our whatsapp group 
is most useful as 
everyone gets it and 
everyone can talk on 
there.”

“We do try to organize 
team meetings but 
getting everyone free 
at the same time is 
hard.”

“We need to make it 
inclusive for the 
non-tech savvy 
people.”

“It needs to be store 
specific, you need to 
know your people and 
involve your DMs.”

THANK YOU

Thank you for taking the time to share your thoughts with us. Your input will help us to improve 
how we communicate internally at Southern Co-op.

We're going to focus on these improvement areas:

[INSERT IMPROVEMENT AREAS]

If you’d like to get involved in any of these improvement areas or you’ve got any other ideas to 
share, please contact EmilyRadley@southerncoops.co.uk

WITH A RANGE OF INTERNAL 
COMMUNICATION CHANNELS, 
WE WANTED TO HEAR YOUR 
THOUGHTS ON HOW WELL
WE COMMUNICATE WITHIN 
NESPRESSO UKI.  

Overall, you feel well informed and you receive enough updates about what’s going 
on in our business. Although sometimes the amount of communication and channels 
can feel overwhelming. 

You’re clear that communication is important but you’re not always clear on how to 
get the best out of our di�erent communication channels. 

As strong relationships exist between our colleagues and their managers. Managers 
are seen as a trusted source of information. They are good at giving context and 
making messages relevant for their teams.

Sometimes activity in some of our communication channels can feel a bit siloed, but 
there’s a desire to create a stronger sense of TogetherNespresso.  

What you think about our Internal Communication

Channels most used for your job

Most of you are using these channels daily.

If you’d like to get involved in any of these improvement 
areas or you’ve got any other ideas to share, please 
contact Nespresso.Internal.Comms@nespresso.com

Nespresso Internal Channels Audit  |  February 2021

1
Survey

12
Questions

207
Responses

94%
Line Managers

74%
Team Meetings

52%
Nespresso UKI Intranet

3
Employee 
Focus
Groups

20
Participants

1
People
Manager 
Focus Group

Ease of access, 
trusting the source.

Team meetings are 
essential to keep up
to date.

It might get a lot
of hits but it is 
because people use 
it to go elsewhere 
not information.

Channels most essential for everyday tasks

Most of you prefer to communicate via email.

86%
Line Managers

61%
Team Meetings

47%
Nespresso UKI Intranet

Line managers follow 
up and remind.

Manager briefings
and meetings convey 
the information clearly 
and quickly.

Without the Intranet I 
couldn't function 
because of Nesso� and 
updates with the team 
are essential.

THEMES FROM YOUR FEEDBACK

You’re using the Intranet but only for very specific transactions mainly associated 
with forms and policies accessed via Quick Links.

For a form or policy, 
you’d need to input the 
correct information to 
find it. You’d have to 
go to someone to 
check that you have 
the right thing.

I don’t think it is PC 
friendly. It is di�cult 
to navigate and it 
has so many clicks.
I tend to phone 
people to ask.

We are not trained on 
the usage of it. You 
learn through people 
telling you to go to it.

Channels most used by People Managers for 
information to lead their teams

79%
Line Managers

62%
StorIQ

47%
Team Meetings

Intranet has a limited use

Some of you expressed a strong dislike for Workplace, while others feel that it’s a 
good place to collaborate with colleagues outside of your immediate area.

There is some nice 
information on it, 
but it doesn’t a�ect 
my day job.

It’s not useful
but it is nice to
have and nice to see 
what is happening 
globally. But it 
doesn’t add to my 
job which is why
I don’t go on it
that o�en.

We’re not clear on how 
to use Workplace in 
our role.

StorIQ is a great idea 
and I cannot wait till 
all answers and up to 
date documents can 
be found there, all in 
one place to keep 
everyday jobs simple.

StorIQ is an 
interesting tool. It is 
ge�ing more handy 
day by day. It will be 
a huge pillar for what 
is coming next.

StorIQ and email are 
fastest ways to access 
information as they 
can be accessed from 
our phones and are 
forma�ed well.

A divided view on Workplace

You like STORIQ and find it very useful. Lots of you are looking forward to seeing how 
it will grow in the future.

STORIQ is hi�ing the mark

People Managers feel a strong sense of responsibility to share news with their team, 
while their teams talk about having good and trusted relationships with them. 

Personally, I have always had a close 
relationship with my Line Manager 
and he is good at communicating 
everything out with us – he gives 
complicated info in a simple way.

Sometimes it works more e�ectively 
because people trust their Managers 
more than the HR function.

People Managers are trusted

Most of you feel that all our channels are needed, but you can also feel overwhelmed by 
the choice of channels and are not always clear on how to make best use of them.

I find there is too much, it is 
overwhelming. Sometimes it can be 
too much information – there are so 
many di�erent platforms.

They could be trimmed down so we 
don't have to look in so many places 
to get information.

Overwhelmed by choice

Some parts of the business feel neglected in our All Hear Together sessions.

Feeling neglected

For B2B the All Hear Together 
sessions are a waste of time as 
content is irrelevant.

It would be nice to have 
communications that covered all 
parts of the business e.g. Gatwick, 
York, Boutique.

You’re interested in and you search for information on a range of di�erent topics, but 
you’re most interested in:

High demand for most topics

Regular business 
updates

Learning and 
development

Nespresso UKI general 
information

Thank you for taking the time to share your thoughts with us. Your input will help us to 
improve how we communicate internally at Nespresso.  

We will focus on these improvement areas:

THANK YOU

Help colleagues to be�er understand the range of communications 
channels, what their purpose is and how best to use them

Give extra communications support to people managers to help them 
improve their onward cascade

Help colleagues to make the most of Workplace as a channel for 
collaboration and connecting with other teams

Give a voice to more parts of the business, more o�en through our 
di�erent channels

Involve our colleagues in giving the Intranet a makeover so it becomes a 
more useful business tool

Promote a feeling of TogetherNespresso through all our channels



Bringing our friends, colleagues and clients 
together to talk all things IC. Our Barn to 
Boardroom (B2B) networking event was 
established way back in 2015 and is a chance 
for IC and engagement professionals to 
come together and share their challenges, 
experiences, ideas and frustrations.

We’re very lucky to work in a beautiful bit of 
the West Sussex countryside. Our location (in 
an old converted barn) gives everyone the time 
and space, and the freedom they need to think 
creatively.
 
At B2B we unearth new thought-provoking 
and down-to-earth real life stories from our 
speakers (the sort you won’t typically find 
on the speaker-circuit). We get five-star rave 
reviews every year, so don’t be shy, just ask for 
an invite.

It's so easy to neglect your own personal 
development, but events like this, with like-minded 
IC professionals are a great opportunity to learn, 
grow and focus on the things that really matter.
Claire Widd    Head of EMEA Internal Communications



EMPLOYER
BRANDS
THE PODCAST
WITH SPECIAL GUESTS FROM

Carly Simon (sorry Carly AND Simon), our 
IC Director and Employer Brand expert love 
to chat all things employer branding on their 
regular popular podcast. With insight and 
top tips from industry experts (alongside their 
interesting stories and embarrassing cock ups!) 
the KA podcast can help you build your own 
kick-arse employer brand. (Insert obligatory 
use of emoji here).

https://www.buzzsprout.com/1810379


Our clients



Best 
Medium Agency

2023

Our awards

E.ON 
Heartbeat CRM Video

2018

Best New Event

CANSO  
Airspace World

2023

Award of Excellence

GBG All Employee 
Virtual Kick Off

2023

HS1 
‘What Good Looks Like’ App  

2019

Southern Co-op  
Annual Report 

2018

IC Consultancy 
of the Year

2022

CAA Dronesafe Brand,  
Website & Drone Code 

2018

CAA 
The Skyway Code

2018

easyJet  
Employee Pension Campaign

2018

Best Interactive Content

Cadent Gas' 
Challenge Campaign 

2021

The Surgery IC Director Carly Murray

Internal Communicator  
of the Year Finalist 

2024

Nestlé’s Ignite  
Leadership Programme

2019

National Grid Bring Energy 
To Life App & Web Platform

2018

Best Use of Storytelling

Cadent Gas' 
Challenge Campaign 

2021

Consultancy 
of the Year

2019

NATS Your Space Employee 
Engagement Programme

2017

easyJet 
Employee Pension Campaign 

2019

2023
IoICAwards 2023

IoICAwards

2017
IoICAwards2018

IoICAwards2018
IoICAwards



Get in touch

Contact us Find us Follow us
t. 01428 707524
e. info@ineedsurgery.com
ineedsurgery.com

Surgery Design and Digital Ltd
Granary Barn, Orchard Park Farm, Lurgashall
Petworth, West Sussex, GU28 9EU

We can engage your people in an empathetic, exciting and different way.
We will work closely with you to develop ideas and smash your objectives.
We can’t wait to start working with you.

mailto:info%40needsurgery.com?subject=
http://ineedsurgery.com
https://www.google.com/maps/place/The+Surgery+Design+and+Digital+Ltd/@51.037583,-0.667825,17z/data=!3m1!4b1!4m5!3m4!1s0x4875cb282d0c1d1b:0x395193096c9a535c!8m2!3d51.037583!4d-0.665631
https://www.google.com/maps/place/The+Surgery+Design+and+Digital+Ltd/@51.037583,-0.667825,17z/data=!3m1!4b1!4m5!3m4!1s0x4875cb282d0c1d1b:0x395193096c9a535c!8m2!3d51.037583!4d-0.665631
https://www.google.com/maps/place/The+Surgery+Design+and+Digital+Ltd/@51.037583,-0.667825,17z/data=!3m1!4b1!4m5!3m4!1s0x4875cb282d0c1d1b:0x395193096c9a535c!8m2!3d51.037583!4d-0.665631
https://www.linkedin.com/company/the-surgery-design-digital-ic/mycompany/
https://www.facebook.com/surgerysocial
https://www.instagram.com/surgerysocial/
https://vimeo.com/surgerydigital
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