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What is an Employee Value Proposition (EVP)?
An Employee Value Proposition (EVP) is the unique set of benefits which an employee receives in return for 
the skills, capabilities and experience they bring to a company. An EVP is about defining the essence of your 
company – how it is unique and what it stands for. It encompasses the central reasons that people are proud 
and motivated to work there, such as its inspiring vision, its values, and distinctive culture. When integrated 
or threaded into all aspects and touchpoints (internally and externally), a strong EVP will help to retain top 
performers and attract the best talent.

An EVP should:

• Align with your organisation’s strategic objectives 
• Differentiate your organisation 
• Paint a realistic picture 
• Be inspirational 
• Be simple 

Typically, organisations who come to us for help with EVPs fall into one of two categories:

1) they are looking to create a holistic and strategic proposition (so understanding what gaps they may have  
 in their current offering), or 
2) they want to more effectively communicate/position their existing proposition (looking at channels, 
 language, tools and messaging). 

Because organisations have different requirements for an EVP, it’s important that the right people are involved 
from the beginning to establish how your organisation defines an EVP and what are you setting out to achieve? 
We can help you clarify this.

Approach to developing your EVP
Research
To develop a strong, realistic EVP, we need to understand what existing and potential employees currently think, 
and feel, about your organisation, brand and culture; encompassing salary, benefits, L&D, career progression, 
organisational culture. We would undertake a deep dive into this through focus groups, workshops and 
interviews. 

We would also want to seek any HR or other data that supports this and gives us a greater picture of who your 
employees are and how they feel. This could include staff surveys or polls, HR data around longevity of service, 
recruitment and retention figures, diversity data, numbers of grievances etc, as well as location, working patterns 
and type of work.  
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We also need to understand what the existing offering is and how it is currently packaged and presented to 
employees. (For example, is it in one place on the intranet or are there various ways for employees to access 
information – and what is the user experience.) 

A method we have found effective with other organisations is defining some character portraits representing 
clusters of employees of different types, looking at what their motivations are and what elements of an EVP would 
they particularly value at different stages of their lives and careers. This is a great way to generate discussion in 
focus groups and can potentially be used as part of the communication. 

Identify & Define
From this (working with a cross-functional small group of employees) we will:

• Identify and define key selling points
• Build the narrative
• Determine the weighting and hierarchy of messaging
• Develop a sustainable communications framework

Key considerations at each part of this process: 

• Does it align with your strategic objectives?
• Does it clearly differentiate your organisation?
• Does it paint a realistic picture of what it’s like to work for your company?
• Is it inspirational?
• Is it simple but broad enough to appeal to different groups?

Test
It’s important to test your EVP with existing employees and a sample group from the external market. Your EVP 
should evolve and develop with your organisation, but we have one chance to launch it and get it right! 

• Does it articulate why an individual would want to work for you? 
• Does it talk to them? 
• Is it memorable? 
• How does it make them feel? 

At this point we will have the opportunity to make any adaptions and changes. 
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Align & Communicate 
A clearly defined and internally understood EVP is not only one of your strongest tools to retaining talent, and 
cultivating an engaged and driven workforce, it plays a critical role in attracting the right people. Existing 
employees are your most powerful source of advertising. 

To cultivate brand ambassadors, your employees must see consistency in the image you sell externally and in the 
day-to-day reality of working for your company. 

We will work with you to determine how we launch and embed the EVP both internally and externally. We will look 
at how we would use all appropriate existing communication channels, as well as creating additional assets and 
tools as necessary. This is something we will think about once we have completed the research phase.

Embedding your EVP won’t happen overnight – it’s a step-by-step process to integrate into all touchpoints, and 
to win the hearts and minds of your people along the way. 

Next Steps / Questions: 
The strong cultural message of an EVP gives positive focus and structure for employees at a time of change. and 
lays the foundations for the way a organisation will work in the future.  

We have pulled together questions that we would want to understand and get under the skin of… and we are sure 
you will have many questions for us!  

• What is driving the need for an EVP?  In other words, what is the problem you are trying to solve?

• Is this about embedding/developing a holistic and strategic EVP which aligns with the brand?

• Is there a global EVP and do we need to align the two?

• Is it aimed more at recruitment or retention, or is it evenly split?

• What is it that you want to change - are there some beliefs or behaviours you want to shift? 
 (e.g. people believing the benefits are poor, or not utilising or appreciating certain elements.)

• Who has/should have a stake in this project and are all the right people involved at this early stage?

• Are there key groups of people we should work with? (e.g. communication champions, employee 
 representative forums etc.)

• What are your expectations about this project, in terms of commitment to it and what success looks like?

• What are likely to be the key blockers we will meet on this journey - and what can be done to mitigate them?

• What/how do you want your employees to think, feel and do once this has been launched? 

• How will we measure progress and success?


