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In 2024, 
we’re being 
asked  these 
questions.



‘How do we talk 
 about DE&I?’



96% of UK firms 
have a DE&I policy 
in place1, but 
investment varies

Key themes  
in 2024 include 
intersectionality, 
wellbeing and 
leadership2

Two specific 
questions we’ve 
answered recently: 

• ‘How should we 
talk about DE&I? 
We don’t have any  
statistics to share.’ 

• How do we focus 
on inclusion?’

‘How do we talk 
 about DE&I?’

1 Randstad UK;  
2 Institute of Employment Studies;



Shifting sentiment 

https://vimeo.com/486011062?share=copy


https://vimeo.com/1001082737


‘How do we turn 
 our people into 
 advocates?’



86% of employees 
participating in an 
employee advocacy 
program said it 
positively impacted 
their careers2

‘Can our people  
help us to attract 
the talent we need?’

Company  
content shared  
by employees  
gets 8 times more 
social media 
engagements  
than original 
company posts1

‘How do we turn 
 our people into 
 advocates?’

1 Social Media Today;  
2 Hinge Research Institute



Employee Advocacy     
Techfluencers



Tech transformation 
at LBG

F R O M  

A HIGH  
STREET BANK 

Only 21% of survey respondents 
saw LBG as offering transformation 
& tech challenge 
• Survey respondents perceived 

LBG as employing contractors 
for work of this type 

• Recruiter feedback also told us: 
- There is a lack of awareness of 

scale of the transformation – 
we need to tell the story 

- There is a perception is that we 
are a bit antiquated in our 
approach; old tech 

- The type of work is more 
important than career

T O  

A LEADING 
TECH FIRM 

Key audience motivators are  
tech & flexibility 
• 27% of respondents in the 

omnibus ranked flexible working 
as priority factor 

• 62% of developers want to be 
tech leads, while only 15% want 
to be managers, Hackerrank 
2020 Developer Skills Report 

• 59% of candidates want to 
develop tech skills OTJ, 
Hackerrank 2020 Developer 
Skills Report 

• More employers are offering 
flexible working, Devskiller IT 
Skills Report 2021



Techfluencer 
social playbook



Techfluencer 
social playbook



Techfluencer 
social playbook



Techfluencer 
social playbook



Aligning to the LBG 
content themes



Techfluencer monthly 
workshops and upskilling

LinkedIn profile 
optimisation Content planning Creative writing & 

long-form articles

Expanding networks 
&  speaker oppsLinkedIn badges Video & image 

creation



Techfluencer 
participant activity

(sample)



Techfluencer 
results by Phase

P H A S E  1  

COMPLETE, 
6/6 SESSIONS 

40 
participants 

26/40 
published content, 
others engaged 

170 
posts

5,832  
social reactions 

1,010 
comments 
and/or reposts

P H A S E  2  

HALFWAY, 
3/6 SESSIONS 

99 
participants 

26/40 
published content, 
others engaged 

170 
posts

5,832  
social reactions 

1,010 
comments 
and/or reposts



‘How can we embed 
 our employer brand 
 in our talent 
 communities?’



And they aren’t 
shown how to use it 
properly

How do we embed 
this across multiple 
countries and 
regions? 

Sometimes recruiters 
can’t see the value of 
an employer brand

84% of larger 
organisations are 
‘taking action to 
improve employer 
brand within their 
organisation’, says 
the UK’s CIPD

‘How can we embed 
 our employer brand 
 in our talent 
 communities?’



Case study    
A consistent 
employer brand for a 
complex organisation



The core EVP 

PRIMARY 
PROPOSITION ‘Together we can’

PRIMARY 
NARRATIVE

Together we can create a better future. We are restless and passionate  
about making the world more connected, inclusive and sustainable. Our human  
spirit - together with technology - enables us to achieve this. At Vodafone, you  

can truly be yourself and belong. You can share inspiration, embrace new  
opportunities, thrive and make a real difference.

EVP PILLARS  
AND TOP-LEVEL 
DESCRIPTORS

OPPORTUNITY INNOVATION PEOPLE IMPACT

Embrace a world of  
experiences that will challenge  

you and help you thrive.

Think big, take risks to  
break new ground, enjoy  

an agile environment  
and create the future.

Be yourself, share  
inspiration and belong.

Make a difference to  
people, our business, our 
customers, communities  

and the planet.

COMPLEMENTED 
BY GOOD 
ESSENTIALS

Competitive pay & benefits | Flexible ways of working | Care for your wellbeing 



Building visual 
consistency through UGC



The output: Playbook

Together we can
Employer Brand  
Playbook

June 2021  |  Second release
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The output: Playbook – external

Yes, you really can live 
a more balanced life. 



The output: Playbook – internal



The output: websites



The output: Playbook – stakeholder training



The output: Playbook – stakeholder training

10 principles for bringing our EVP and employer brand to life

1. One  
brand:  

 
Align employer brand with corporate/
consumer brand, vision and purpose.

2. One seamless  
narrative: 

  
Align what’s said externally  
with what’s said internally.

3. Aim  
for fame:  

Choose what we want to  
be famous for as an employer  
and prioritise those themes.

4. Address  
“What’s in it for me?”:  

Always be audience-led: what really  
matters to candidates and employees?  

EVP needs to be super-clear,  
comprehensively expressed and  

upfront, and embedded across all  
touch-points, so that future talent  
can easily access and evaluate it. 

5. Provide  
evidence:  

The most impactful employer brands 
differentiate by demonstrating HOW  

they deliver their promises: the policies, 
experiences, details, facts and stats  

that show our promises are authentic  
and we deliver against them.

6. Show,  
don’t tell:  

Use employee stories and  
user-generated content, and empower 
social amplification and candidate-to-

employee/peer-to-peer communication  
and engagement, to demonstrate  

EVP, values and behaviours,  
and culture/employee experience.

7. Tailor  
messaging:  

Local content for local people,  
specific messages for segmented 
audiences/key personas, delivered  

with a global framework that creates 
consistency of core themes. 

8. Bold  
creativity:  

Experiment with new ideas,  
new mediums, favour video and  

user-generated content, know when  
to be playful and disruptive, draw 

inspiration from cultural movements  
and trends and keep it authentic  

at all times.

9. Maximise impact  
of own channels:  

Strengthen EB Digital footprint,  
champion messages with global  

appeal on global platforms. Leverage 
consumer channels where appropriate.

10. Measure, iterate  
and optimise:  

It’s a journey, be agile, and evolve  
strategy as necessary.



First year results

900
assets created

3,000
assets downloaded

5,500
assets viewed

600
downloads  
of Playbook



‘How can we make a 
 disparate 
 organisation talk 
 with one voice?’



Streamlining a story 
can be inauthentic 

 
Develop a consistent 
‘look and feel’

Big organisations can 
be complex 

Focus on: 
Organisation-wide 
purpose, values, 
vision 

Create: a high-level 
EVP

‘How can we make a 
 disparate 
 organisation talk 
 with one voice?’



Employer Brand International  
You’re at the 
heart of it



DNV 
Case Study here

Employer Brand International  
You’re at the 
heart of it



The results: Bringing the brand to life



The results: Giving colleagues ownership



The results: Giving colleagues ownership



‘What else can 
 creative 
 communications 
 do for us?’



Enagement as well as 
attraction 

Employer branding  
developed from the 
inside out 

To drive behavioural 
change 

‘What else can 
 creative 
 communications 
 do for us?’



The creative solution



The creative

Hero campaign graphic Way of working-specific hero graphics



The creative



The creative



All colleague launch

Decktop screensaver Posters, digital wallpaper and table talkers 



All colleague launch

Posters, digital wallpaper and table talkers 



All colleague launch
Manager guide: Appreciative Inquiry



All colleague launch



The Reveal



THEY’RE OUR 
5 QUESTIONS.



Do you have 
any more?

T H E Y ’ R E  O U R  5  Q U E S T I O N S .


