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Welcome

On 16th October, 2019 Reward Gateway 
was honoured to host the 8th annual 
Engagement Excellence Awards at 
London’s Natural History Museum. Under 
the gaze of the magnificent blue whale 
named Hope, hundreds of talented and 
committed HR professionals gathered to 
recognise and celebrate the passionate 
and innovative people behind the finest 
employee engagement programmes 
available in the UK.  

This book tells the story of the 2019 
winners and showcases the incredible 
steps organisations such as Missguided, 
St. James’s Place Wealth Management, 
Heineken and Buildbase have made in 
their engagement journeys. We hope 
that you find these as enjoyable, helpful 
and inspirational as we do. Thank you 
again for helping us in our mission to 
Make the World a Better Place to Work.
   
 
Best regards,

Doug Butler, 
CEO 
Reward Gateway
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Winners Overview

     Best wellbeing strategy
Trayport

Industry
Technology

Number of employees:
260

Average age:
35 yrs

Male to female ratio:
3:1

Number of Locations:
3

Platform features:
Employee benefits
Employee wellbeing

     Best use of employee engagement
platform to drive business strategy
Causeway

Industry
Technology

Number of employees:
300

Average age:
40 yrs

Male to female ratio:
76:24

Number of Locations:
7

Platform features:
Employee recognition
Employee wellbeing 
Employee discounts 
Childcare Vouchers

     Best recognition strategy
     Rising star of the year
Watford Community Housing

Industry
Housing

Number of employees: 
179

Average age:
42 yrs

Male to female ratio:
52:48

Number of Locations:
70

Platform features:
Employee recognition
Employee discounts
Employee benefits
Childcare Vouchers
Cycle to Work     Most creative employee engagement 

platform branding
     Most innovative recognition programme
Missguided

Industry
Retail

Number of employees:
381

Average age:
27 yrs

Male to female ratio:
25:75

Number of Locations:
3

Platform features:
Employee benefits 
Employee discounts 
Employee wellbeing 
Childcare Vouchers 
Employee communications

     Best benefits strategy
Welcome Break

Industry
Retail

Number of employees: 
5,500

Number of Locations:
34

Platform features:
Employee benefits 
Employee discounts 
Employee wellbeing

     Engagement leader of the year
Buildbase

Industry
Merchanting

Number of employees:
2,854

Number of Locations:
200

Platform features:
Employee benefits
Employee recognition 
Employee wellbeing

     Engagement team of the year
     Grand Prix
Marks & Spencer

Industry
Retail

Number of employees: 
85,000+

Number of Locations:
852

Platform features:
Employee discounts
Employee wellbeing
Employee recognition
Employee communications
Cycle to Work
Childcare Vouchers

     Most effective employee engagement
communications strategy
AutoProtect

Industry
Insurance

Number of employees: 
171

Average age:
39 yrs

Male to female ratio:
58:42

Number of Locations:
2

Platform features:
Employee communications 
Employee recognition
Employee surveys
Employee wellbeing 
Employee benefits

     Best approach to engagement surveys
NAHL

Industry
Law Firms & Legal 
Services

Number of employees: 
240

Average age:
37 yrs

Male to female ratio:
31:69

Number of Locations:
6

Platform features:
Employee recognition 
employee benefits, 
employee wellbeing 
employee communications

     Most innovative benefits programme
Travis Perkins

Industry
Builders Merchants 
and Retail

Number of employees: 
28,000

Average age:
40 yrs

Male to female ratio:
70:30

Number of Locations:
2,000

Platform features:
Employee benefits
Employee discounts
Employee recognition
Cycle to Work

     Best benefits launch / relaunch
St. James’s Place Wealth Management

Industry
Banking & Finance

Number of employees: 
1,987

Average age:
40 yrs

Male to female ratio:
50:50

Number of Locations:
26

Platform features:
Employee benefits 
Employee discounts
Cycle to Work
Childcare Vouchers

     Best recognition launch / relaunch
Heineken

Industry
Consumer Goods 
and Services

Number of employees:
2,431

Average age:
43 yrs

Male to female ratio:
70:30

Number of Locations:
5

Platform features:
Employee benefits
Employee discounts
Childcare Vouchers
Employee recognition
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Summary
With high staff attrition rates and few existing 
staff benefits, the team at AutoProtect decided 
to establish a communications programme to 
launch and promote its “The Store” benefits 
platform, to encourage employee engagement.

The challenge
The team at AutoProtect had observed that staff attrition 
rates were high, while existing staff benefits were few 
and far between, especially with no recognition. While 
it was a priority for the team to inform staff about 
the business and its goals, internal communications 
were poor at this point, posing a major challenge. 

Working with Reward Gateway, the team developed 
a communications programme to promote The 
Store benefits platform, with key objectives of 
creating awareness and achieving high volumes 
of registrations. Following launch, the team 
needed to encourage engagement and maintain 
interest levels in the new platform, staff benefits 
scheme and key business documents store.

The approach
The team’s goal was to create an eye-catching campaign 
that would achieve an 80% sign-up rate at launch. 
Through discussion with the department heads and 
employee feedback, the team determined which themes 
their audience would best respond to. The majority 
of staff spend a lot of their day either on the phone 
or managing claims administration, and are therefore 
“time-poor.” As a result, the communications required 
a straightforward, concise and direct theme. To combat 

the lack of choice in employee benefits, the team put 
in place a variety of benefits with Reward Gateway, 
including employee discounts and Holiday Trading. 

The platform would host important AutoProtect 
business updates, developments towards goals 
and feedback mechanisms as well as the great 
discounts available and new staff benefits. 

The team decided on one phrase that would describe both 
a “shopping” experience and a depository for information: 
The Store, along with an easy-to-remember web address. To 
enhance the employee experience and familiarise employees 
with the platform, The Store’s logo mirrors the AutoProtect 
colours and the graphic illustrates its primary message.

It was also important to create a homepage that 
didn’t confuse or mislead people as to what each tile 
contained. The team created engaging illustrations 
to encourage clicks. This involved a container dock 
“skyline” showing various communication methods, 
such as a mobile radio mast, aeroplane, cloud and 
satellite, all broken up into tiles with clear headings.

The team developed a teaser campaign using flyers, 
emails and posters. They invited a Reward Gateway launch 
strategist to the AutoProtect offices to demo The Store to 
all staff at convenient times throughout employee shifts. The 
ambassadors demonstrated the staff benefits and discounts 
available, provided advice on how to obtain discounts, 
showed how to download the smartphone app and handed 
out branded water bottles. For more communications, the 
team worked with Reward Gateway to send emails, distribute 
flyers with registration information and design several posters.

.

Most effective employee engagement 
communications strategy
Insurance company launches effective 
communications strategy to engage 95% of staff 
and increase Glassdoor rating

The result
On the day of launch, 123 users created live accounts, 
representing 96% of registered staff members, easily 
exceeding the target of 80%. Since then, the organisation 
has maintained excellent levels of engagement, 
hovering at or above 95% of usage from eligible staff.

Staff are clearly seeing the benefits of the discounts 
programme and since launch have spent over £77,000, in 
turn saving 7.2% of that amount. The biggest monetary 
highlight was the amount spent through SmartTech™, 
with over £12,500 worth of items purchased through 
this platform in November. This benefit was launched 
on Black Friday (23 November, 2018), meaning 
these orders were all processed within one week.

Add to that the popularity of holiday trading, with £11,256 
worth of holidays swapped for cash. Meanwhile, the 
Wellbeing pages have delivered over 900 views since 
launch, peaking in May at 277 during AutoProtect’s 
Mental Health Awareness Week campaign.

The Store has reinforced the push for a cultural shift 
that was put in place during 2017 following the launch 
of AutoProtect’s “Vision and Values.” Since then, 

internal activities such as mandatory weekly team catch 
ups, regular CEO “open door” meetings and biannual 
company-wide presentations have all led to an exponential 
increase in two-way communication within the business. 
The platform has provided exactly the kind of forum 
that the business needed to ensure staff are up-to-date 
with developments and empowered to ask questions.

Since launching the campaign, AutoProtect’s 
Glassdoor score has jumped from 2.3 to 4.5, while 
staff attrition rates have fallen from 21.5% to 14.75%.

Learn more: rg.co/enexautoprotect

AutoProtect took home the award for ‘Most effective 
employee engagement communications strategy’ at 
The Engagement Excellence Awards 2019.
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Best use of employee engagement    
platform to drive business strategy
Growing technology firm uses engagement platform to 
unite new and existing employees through shared vision

Summary
When Causeway’s workforce increased drastically 
due to acquisitions, the team needed to find a way 
to unite existing and new staff in order to reduce any 
negative impact these changes had on employee 
engagement. The organisation took a culture-
focussed approach, using the engagement platform 
to communicate in a lively and memorable way.

The challenge
Between July 2018 and January 2019, technology 
company Causeway acquired four businesses, increasing 
its headcount by 50%. The team needed to ensure 
employees were engaged so that they could navigate 
the next phase of the company’s journey, while clearly 
communicating Causeway’s culture to successfully 
integrate new employees from the acquired businesses.

An internal review was carried out to examine the 
Causeway culture – highlighting that the company’s vision 
message was too long and therefore it was difficult for 
employees to remember. Its focus was not considered 
to be sufficiently “aspirational,” and lacked engagement 
from employees from all parts of the business. The 
company values were known and recognised, but the 
leadership team decided to take the opportunity to 
revisit them to ensure that they would still be relevant 
for the journey that Causeway was about to embark on.

The approach
The team wanted communications around the culture, 
vision and refreshed values to make an impact and help 
employees remember them easily. Inspired by the Causeway 
brand and its star logo, they decided to appeal to their 
employees’ interest in science fiction by creating a strategy 
centring around a space theme and “Becoming a star.” 

As part of the tactics rolled out, the team created a video 
showing employees giving their feedback and opinions 
drawn directly from the workshops, illustrating the diversity 
of views and reminding employees of their contribution.

Coloured icons represented each value to provide clear, 
simple imagery. The team created an animation to show 
the journey to “becoming a star,” planned high-impact 
launch events at Causeway’s offices and designed a five-
week teaser campaign using a space-themed countdown 
that encouraged employees to look out for the next 
communication on the platform. Teasers reflected the icon 
colours and provided clues such as QR codes, a quiz, video 
links, a launch pack and an invitation to a celebration.

On the day of the events, the team revealed 
colourful posters displaying the values, and updated 
the employee engagement portal to promote, 
drive and communicate the story across different 
locations and ran space-themed events. 

The team’s ongoing communication initiatives included:

• A values “mission” to maintain momentum, an 
online values quiz to test employees’ learning 

• A self-assessment matrix to guide behaviour 
and inform personal development 

• Communication of the different aspects of 
Causeway culture via the employee engagement 
portal to help deliver the key messages.

The result
Despite a 50% increase in headcount due to acquisitions, 
the business has not suffered a negative impact, 
which would normally be expected during a period 
of significant change. The number of employees who 
knew and understood the company vision increased 
by 16% after launching the programme, while 95% of 
employees now understand how their work contributes 
to the vision, compared to 91% previously.

Furthermore, 95% of employees actively used the employee 
portal to find out about the Causeway culture, and 94% 
of employees now understand how the values apply 
to them in their role. The values are helping to engage 
employees and bring everyone together with a common 
language, as well as guiding the team in their decision-
making and on how to behave. This is reflected in the 
fact that 85% of employees are excited about where the 
company is headed, compared to 75% previously. 

Learn more: rg.co/enexcauseway

Causeway took home the award for ‘Best use of 
employee engagement platform to drive business 
strategy’ at The Engagement Excellence Awards 2019.
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Summary
One year after the launch of Missguided’s 
engagement platform, the team decided to refresh 
it, with the aim of increasing employee awareness 
and participation. To do this, they needed to 
strengthen the Wanna brand even further.

The challenge
In February 2018, the team at Missguided launched 
“Wanna,” an employee engagement platform 
for head office employees. One year after the 
launch, the team’s challenge was to make the 
Wanna brand even more memorable and relevant, 
continuing to drive awareness and engagement.

Initial research from colleagues suggested they wanted 
more communication, delivered in a simple, timely 
format. The team decided to use Wanna as an internal 
communications channel, with the aim of becoming 
the main way to communicate with employees. 

The team collaborated with their colleagues from the 
various departments that work on building the external 
Missguided brand to glean advice and guidance for 
building the internal platform. They also involved 
employees through focus groups and engagement surveys.

The approach
The team knew they already had a strong engagement 
brand – throughout the year, the platform maintained 
a cohesive look and feel that could be changed 
to keep things looking fresh, in the same way that 
a shop changes its window displays. To switch 
things up, the platform showcased “hero stories” 
and images on the top of the homepage.

To provide employees with the instant communication 
they were craving, the team made use of their 
engagement hub’s blog functionality, sharing news 
and stories as they happened. Preview images, 
along with snappy headlines brought the story to 
life, making employees want to click and read more. 
The team found that blog posts were not only a 
more instant way of communicating, but also that 
they took less time than laying out a traditional 
newsletter or creating an eye-catching email.

To boost engagement even further, Missguided’s 
social media team was brought in to consult and 
give advice on increasing traffic and engagement, 
mimicking tactics the team uses to drive customers 
to Missguided’s website and social channels. This 
led to the introduction of weekly giveaways, with 
the idea that staff had to visit Wanna to enter. 

Entering the competitions was always easy – for 
example, for Freebie Friday, employees simply clicked 
a button on the homepage to be entered into a prize 
draw. A summer-themed puzzle had to be solved as 
part of the Summer Shizzle giveaway, and an Easter-
themed Bunny-Go-Seek challenge provided clues as 
to where employees could find a bunny in the office 
and exchange it for a prize. Only those reading Wanna 
knew what was happening with these competitions, 
so awareness and participation rates soon increased. 
The team also introduced booking portals to the 
platform for training sessions or engagement activities, 
such as a Charlotte Tilbury makeup masterclass.

The team created branded posters, which they 
displayed around the office to drive key messages 
or a call to action, in order to encourage awareness 
of and traffic to Wanna. These posters have 
communicated the launch of Missguided’s Wellbeing 
programme and a discount and savings campaign.

.

Most creative employee  
engagement platform branding
Popular retailer refreshes engagement platform 
to increase visits by 126% and improve employee 
satisfaction scores

The result
In May 2019 alone, there were 7,074 logins to Wanna 
at Missguided – this is equal to 97% of head office 
employees. When compared to the same period 
in 2018, this shows a 126% increase in traffic.

Wanna is now the main internal communication 
channel at Missguided, replacing the need to 
send multiple emails. Readership of blog posts 
has increased, and the use of blogging means 
communication can be instant, without having to save 
news until the publication of a weekly newsletter. 
Within a 12-month period, the team has seen a 
787% increase in readership of its internal blog.

Feedback from the team’s most recent employee 
survey showed  Missguided that 92% of staff care about 
the company, 86% are proud to work for Missguided, 
79% are usually happy and positive at work and 80% 
would recommend Missguided as a good place to work.

Learn more: rg.co/enexmissguided

Missguided took home the award for ‘Most creative 
employee engagement platform branding’ at The 
Engagement Excellence Awards 2019.
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Summary
Following a period of sustained change in the 
business, the team at NAHL Group plc wanted to 
check in with staff engagement levels. Aiming for 
an open and honest conversation with colleagues, 
they chose a combination of an on-paper “OwnIt!” 
survey and face-to-face meetings in small groups 
to achieve an outstanding 95% completion rate.

The challenge
In 2018 and 2019, NAHL Group plc experienced 
a lot of changes. These included rebrands, a new 
vision, new strategies, new leaders and the launch 
of the group’s first wholly-owned law firm. 

From research by Reward Gateway, the team knew 
that staff usually want to be actively involved in 
making their workplaces better. With these rapid 
changes affecting employees at all levels across the 
group, they felt it was important to make sure that 
staff were able to formally let them know how they 
thought the business was performing. To help, the team 
decided to carry out a survey that was delivered and 
executed entirely by the employees themselves. 

The business based survey questions on a credible 
Engagement Survey from Gallup, and expanded the set 
with questions on wellbeing, reward and recognition, 
personal growth, communication and involvement.

The key aims were to achieve maximum engagement, 
and to communicate that the survey wasn’t an “HR” 
thing but an everyone thing. The team also wanted to 
provide opportunities for extended conversation on 
important issues and ensure that colleagues felt that 
they were listened to and were able to make a difference. 
Ultimately, they aimed to provide the business with 
a benchmark to show progress in engagement.

The approach
NAHL Group plc’s OwnIt! staff surveys were carried 
out by employees – known as OwnIt! Angels – as part 
of each division’s Brown Bag Lunch meetings (all-staff 
briefings over lunch). Employees could also attend catch-
up meetings if they missed the Brown Bag Lunches 
to ensure that every member of staff had a voice.

The OwnIt! Angels presented the previous year’s results to 
the participants prior to the survey being completed. The 
survey asked colleagues to read 30 statements and select 
which five were most important to them. They then scored 
the business against each of the statements on a scale of 
one to five. Employees could also add in further comments, 
letting the team collate qualitative and quantitative data.

Unusually, the survey was completed on paper. Staff 
had told the team that with longer surveys, they put 
more time and consideration into their responses 
when filling out hard copies than when clicking boxes 
online. Groups of staff completed the survey together, 
creating an atmosphere of collegiality and community.

Once the results were collated, they were presented 
to the OwnIt! Angels, who then arranged small group 
meetings with all their colleagues. At these meetings, 
the results were presented in detail, more feedback 
was gathered and any issues raised were discussed. 
From these meetings, the OwnIt! Angels fed back to 
the team, focussing on four strengths that the staff and 
business could celebrate together, two changes the staff 
would make to improve their working experience and 
two changes they would like the company to make.

Best approach to engagement surveys
Consumer legal services firm’s fresh new approach to 
staff surveys achieves an engagement score of 79% and 
29% decrease in employee turnover
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The results
The OwnIt! survey had an average completion rate 
of 95% and showed an engagement score of 79.5%. 
Results were calculated using averages of the scores 
staff allocated to each statement, and were separated 
by division, business within divisions, length of service 
and seniority, ensuring anonymity while providing a 
vigorous assessment that enabled the team to identify 
any pockets of low engagement and act quickly.

Staff at NAHL Group plc knew that the most 
important business messages are communicated 
to them face-to-face. This meant they understood 
that the feedback they were giving to the business 
in the group meetings was of equal importance.

Responding to survey feedback is important to the team. 
For example, last year’s results had told them that some 
staff felt a lack of training opportunities. To address 
this, they introduced a number of group-wide training 
events on a range of topics including strengths and self-
confidence, and the latest survey scores for the statement 
on training increased by 27.9% from the previous year.

Following the action items from the survey, the 
business has seen a reduction in employee turnover 
of 29%. The survey showed that 96.2% of employees 
are clear about what the business is trying to achieve, 
and 97.5% are proud to work for their business. What’s 
more, the levels of satisfaction felt by the staff was 
pivotal to one of its businesses, National Accident 
Helpline, achieving 69th place in the Sunday Times 
100 Best Companies to Work For at first application.

Learn more: rg.co/enexnahlgroup

NAHL took home the award for ‘Best approach to 
engagement surveys’ at The Engagement Excellence 
Awards 2019.
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Summary
Welcome Break is a highly diverse business, with 5,500 
employees from more than 75 countries. Policy changes in 
the EU led to a strain on retention and increased turnover, 
so the company looked at its benefits offerings to see 
how it could offer a more rounded approach to reward for 
its employees to aid on attracting and retaining people.

The challenge
Welcome Break is a high-growth motorway service 
operator with 34 different locations, representing 
hundreds of brands and a largely offline workforce. The 
business recently became a fully franchised business, 
where the team members work for the parent organisation 
Welcome Break, but represent and wear the uniforms 
of a variety of brands such as KFC, Subway, Starbucks, 
Ramada, etc, creating candidate competition between 
Welcome Break and High Street larger brands.

Following the EU referendum and Brexit, many new 
starters were leaving Welcome Break to return to their 
home country, which greatly reduced the applicant 
pool and the possibility of new starters staying with 
the company for long-term careers. Welcome Break 
had to find a way to retain employees, while creating 
a range of benefits to attract the 18+ demographic, 
while reducing spend on recruitment agencies and 
a goal of reducing labour turnover by 10%.

Complicating this was also an issue of inaccessible public 
transport to the various locations, which were located 
in remote areas, and a need to stretch their employees’ 
disposable income without the expense of a big pay rise.

The approach
To create trust and to communicate what staff 
could expect from Welcome Break as an employer, 
the team made a handbook containing important 
information and promises to employees.

Alongside this, the organisation made an effort to 
reinvent its Attraction and Retention plan. Welcome 

Break conducted focus groups called “Fishbowl” 
meetings and surveyed 300 employees to see what 
attracted them to the organisation, and what would 
make them stay, focussing on benefits and the employee 
experience. In response, Welcome Break created 
pillars of engagement to achieve its objectives:

• Social - To encourage Teams to have strong 
relationships at work and home

• Financial - To help effectively manage their finances
• Health - To improve Teams’ health 

physically and mentally
• Community - Encourage them to have a sense of 

engagement to Welcome Break and its charity
• Career - To show how they can achieve 

careers in a specialist or Leadership Role
• Safety - To feel respected and safe at work

There was also a lack of understanding and awareness 
of current offerings that needed to be addressed.

Working with Reward Gateway, Welcome Break 
rebranded its engagement hub, My Welcome Break, 
to simplify the logo and content to show that the site 
was about capturing hearts and minds of their people 
through helping them make their pay go further 
and providing extra benefits to make life easier.

These included:

• Adding a Cycle to Work scheme to 
assist the transport issues

• Adding Neyber to the platform to 
offer financial advice and loans

• New benefits on discounted car leasing
• An Employee Assistance programme
• Moving to a proactive medical supplier 

to encourage wellness
• More focus on health and fitness groups, with posts on 

mental health and exercise through the Wellbeing Centre

Bringing more attention to the existing employee 
discounts programme where users could make their pay 
go further with access to in-store and online savings at 
hundreds of retailers Welcome Break also developed 
a First Level Leadership development programme, to 
prepare for a leadership career with the organisation, 
bringing in more opportunity for entry-level workers 
to move up to a specialist or management position.

Best benefits strategy
Large retailer enhances EVP to dramatically reduce 
recruiting spend by £135k and decrease turnover by 8%

The result
Since introducing the Attraction and Retention plan, 
spending on the discounts platform has increased by 36%, 
resulting in employees saving money and making their 
pay go further. The Cycle to Work scheme has helped 
reduce the complexity of limited public transport, with 81 
employees taking part to buy a bike for £30, and hundreds 
of employees taking financial advice and applying for loans 
through the financial wellbeing benefit. The wellness hub is 
present in team meetings, with many managers using the 
meditation and exercise videos with their teams.

And as for the turnover results? Because of the 
programmes Welcome Break put in place, it has benefitted 
from an 8% reduction in turnover, and a £135k decrease in 
spending on recruitment agencies since 2017.

Learn more: rg.co/enexwelcomebreak

Welcome Break took home the award for ‘Best benefits 
strategy’ at The Engagement Excellence Awards 2019. 
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Summary
The team at St. James’s Place Wealth Management needed 
to modernise its rewards offering as well as centralise all 
of its employee benefits in one place for ease of access. 
They decided to achieve both objectives in one launch, 

with fresh branding and a clever communications plan.

The challenge
In September 2018, the team at St. James’s Place Wealth 
Management worked with Reward Gateway to launch 
the My Rewards portal to all of its employees based in 
the UK. The team’s aim was to revamp and enhance their 
employee benefits proposition to be in line with company 
growth and development. With an increasing number of 
employees and a shift towards agile and flexible working, 
they needed a benefits offering that could keep up. 

The team’s vision was to bring all rewards into one 
central hub that could be accessed on all devices, both 
in and out of the office. Previous communications 
around rewards had been all over the place – scattered 
across the intranet, printed out and pinned up in 
cupboards or available from HR upon request.

The benefits themselves needed a boost, too. An employee 
opinion survey at St James’s Place revealed a 5% decrease 
in employee satisfaction with their benefits package. The 
team also saw potential new hires turning the company 
down due to what benefits were offered. It became clear 
that they needed to evolve with the times and provide  
more flexible and diverse offerings. The package they 
had was largely traditional, with pension, medical and 
protection benefits. The team wanted to tie in a new 
platform with new and exciting benefits, all in one launch.

The approach
The team had a very ambitious timeline of four 
months to develop the new benefits and implement 
the portal. Despite some major IT issues, the team 
persevered, determined to successfully launch on 
their planned go-live date of 10th September 2018. 

When it came to branding, the team were keen to ensure 
the visuals would reflect the new, forward-thinking 
rewards offering. With My Rewards, they wanted to 
step away from the organisation’s visuals, comprising 
navy blue and stone pillars. Instead, they introduced 
a wider colour palette with new fonts and flat icons 
of geometric shapes for a contemporary look. 

One of the achievements that the team was most proud 
of was their unconventional communication plan for the 
new rewards offering. They ran a teaser campaign, slowly 
revealing information about My Rewards, building curiosity 
and excitement over a three-week period. They distributed 
KitKats to each staff member with postcards signed 
by the company’s directors, encouraging employees to 
“Have a break” and take a look around the new platform.

The team also invited all employees to sign up for 
fun and casual demos, streamed on video so that 
staff in other locations could join in. Finally, they sent 
out personalised emails to all employees from the 
HR Director, thanking and recognising staff for their 
dedication and hard work ahead of the new offerings. 

Best benefits launch / relaunch
Financial organisation utilises employee communications 
to relaunch employee benefits and improve employee 
satisfaction

The result
Within a week of launch, 71% of employees registered 
an account with My Rewards. To date, 97% of 
employees are registered, with 96% of these active 
users. Throughout May 2019, 13.25% of employees 
logged into the portal more than five times. 

Upon the launch of the platform, the team also introduced 
the new Cycle to Work scheme – 39 employees have 
now signed up to this scheme, with a total value 
of £28,700. Employees have saved £8,600 and the 
company has saved £4,000 in national insurance. 

The discounts have been particularly popular, and within 
nine 9 months, employees spent £390,400 through the 
portal’s discounts area, making a total saving of £33,200.

In March 2019, the team launched a new Buy Holiday 
benefit via My Rewards. A total of 327 employees 
participated in the scheme, with a total spend of 
£223,900 – meaning employees saved £67,200 and 
the company saved £30,900 in national insurance. 

The team has received positive feedback from 
employees, who have said the platform has made 
their reward and benefit policies “really easy to 
find,” as they are all now accessible in one place.

Learn more: rg.co/enexstjames 

St. James’s Place took home the award for 
‘Best benefits launch / relaunch’ at The 
Engagement Excellence Awards 2019.
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Summary
When the team at Trayport Limited noticed an increase 
in sickness days taken by staff, along with a number of 
stress-related cases, they decided to launch a new wellbeing 
strategy that would get staff talking about mental health, 
helping raise awareness and break down stigma.

The challenge
Before launching its new wellbeing strategy in 2018, 
Trayport was faced with a number of challenges, including 
high sickness levels, stress-related situations, general 
stigma about mental health among staff and low usage of 
its free Employee Assistance Programme, whereby staff 
could access professional help over the phone. Trayport 
believed that this service was not being used due to its 
predominantly male workforce and the generally increased 
stigma which men often face regarding mental health.

The new wellbeing strategy was set up with the aim of 
decreasing the volume of sick leave requests, increasing 
overall wellness among staff, raising awareness about 
mental health and attracting and retaining talent by 
providing a comprehensive and innovative wellness 
programme. Named the “Reboot + Recharge” programme, 
it comprised three pillars: Mental and emotional wellbeing, 
mindfulness and relaxation and exercise and nutrition. 

The approach
Trayport decided to launch a pilot of the “Reboot + 
Recharge”  programme in 2018 that would be thoroughly 
assessed before potentially becoming part of its wellbeing 
strategy. The programme lasted a month and fell within the 
UK’s Mental Health Awareness Week. It consisted of nine 
different lunchtime talks by guest speakers, covering a range 
of topics that aligned with the programme’s three pillars.

The 2018 programme was initially meant to be a one-
off; however, based on feedback from staff and overall 
engagement, Trayport decided to re-run and build upon the 
programme for 2019. The goal was to have a comprehensive, 
fully accessible programme, even for remote staff. The team 
found speakers with impressive credentials and real-life 
experiences to present, while they also trialled a weekly 
yoga class in the office based on previous positive feedback. 
Working with Reward Gateway, Trayport also launched the 
Wellbeing Centre, an online portal available to all employees 
globally. This provided all staff, including remote workers, 
with access to articles, videos and resources to help support 
their wellness.  

The take-up and engagement of this six-week trial was 
extremely encouraging, with a good mix of male and female 
staff taking part. Based on this success, the team got senior 
management to agree to introduce weekly lunchtime yoga 
classes as a permanent feature from January 2019. 

Best wellbeing strategy
Technology firm raises awareness for mental health in 
the workplace through launch of new wellbeing strategy, 
leading to a 26% decrease in sickness absences

The result
The “Reboot + Recharge” programme had an immediate 
positive impact on the main challenges Trayport faced. 
Sickness absence fell by 26% in 2018 compared to 2017, 
following the introduction of the programme. 

While Trayport’s Employee Assistance Programme did 
not receive any hits or phone calls in 2018, so far in 2019 
the service has had 158 portal hits, two phone calls, and 
one counselling case. The team believe this is due to the 
increased awareness of mental health through constant 
messaging around the office. This alone shows how 
effective the programme has been in raising awareness and 
breaking down stigma.

In addition, usage of the programme increased by 49% 
in 2019 compared to 2018, showing a clear change in 
attitude within the office towards looking after one’s mental 
wellbeing. The team received positive feedback for the 
programme in 2019, with an average score of 4.5 out of 5 
for each activity.

The “Reboot + Recharge” programme is now firmly part of 
Trayport’s culture, along with the ongoing, open support 
provided throughout the year to staff, including remote 
workers. Ongoing evaluation will be critical to the continued 
success of the programme in years to come.

Learn more: rg.co/enextrayport

Trayport took home the award for ‘Best wellbeing 
strategy’ at The Engagement Excellence Awards 2019.
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Summary
GDPR was introduced in 2018 and impacted the way 
Travis Perkins stored employee data, particularly for 
retired employees, creating a communications barrier with 
retired employees. Innovating quickly, the team decided 
to create an employee benefits platform – just like their 
existing one for current staff – for retired employees, 
incorporating blogs and eCards to foster open and honest 
communication.

The challenge
Travis Perkins’s journey started with the introduction of 
GDPR and its impact on the business’s retired employee 
population. The company and its Retired Employee 
Association (REA) stored information about retired staff 
on historic paper records and spreadsheets. Data security 
was paramount and the team had to find ways to store 
retired employees’ personal data securely, to gain their 
consent to hold this data and for the REA to contact them.

The purpose of the REA is to help maintain links between 
Travis Perkins and its large population of retirees. It is run 
by a committee of regional organisers, who are retired 
employees themselves, meeting twice a year to ensure the 
smooth running of the association. Regional organisers 
arrange biennial lunches, where retirees can socialise, to 
celebrate life events such as milestone birthdays and to 
support each other during difficult times, such as following 
a bereavement.

Travis Perkins’s culture is built around its five 
“cornerstones,” (or values) promoting good behaviour, 
performance and loyalty. Staff pride themselves on the 
way they treat others, shown by how retired employees 
are thought of as extended family, which strategically links 
the team’s objective with the “Upholding Family Values” 
cornerstone.

The business already had a strong partnership with Reward 
Gateway via its “myPerks benefits” platform, and the team 
came up with the innovative idea of a sister site for the 
retired employee population. On the platform, retirees can 
view blogs, send one another peer-to-peer eCards and 
access thousands of discounts – helping to bring people 

closer together and improve engagement with this group 
(who is spread out across various locations). 

The approach
The new tiles for the homepage were designed using Travis 
Perkins’s existing myPerks branding and colours. Reward 
Gateway’s core discounts and cashback offers were 
included, as well as the online employee discount for Travis 
Perkins’s two retail businesses: Wickes and Toolstation. 
The team named the site “Your Perks,” as it provided a 
connection with the current myPerks benefits platform, 
with “perks” also linking to the company name. The name 
and design of the site provides a sense of continuity and 
familiarity for retired employees.

The team worked with Reward Gateway to design four 
eCards with different themes to show their appreciation 
for retired employees. The eCards and blogs would also 
provide a channel for retired staff to communicate directly 
with each other, reestablishing bonds between former 
colleagues. Regional organisers were assigned blog 
functionality, which let them write and publish blogs to 
share with the retired employees in their region. These are 
used to send out blanket communications. To keep retirees 
in the loop, the platform hosts The “TP News” section.

To prep for launch, the team met up at Reward Gateway’s 
London office, where they demonstrated the system to 
the regional organisers and received positive feedback. 
To make the most of the discounts and cashback offers, 
the team made sure to set the launch date in time for 
Christmas to help offset what can be an expensive time of 
year.

The team wrote to retired colleagues with whom they were 
already in contact, as well as others who had retired within 
the last two years to let them know about the platform. 
Your Perks is available to any retired Travis Perkins 
employee and the team approve their membership directly 
on the platform on a case-by-case basis.

Most innovative benefits programme
Large builders merchant reaches nearly half of its retired 
employee population with tailored platform

The results
The Your Perks platform has ensured that the Retired 
Employee Association is GDPR compliant, self-
sufficient and fosters a sense of community . Many of 
the retired employees worked for the Travis Perkins 
Group for many years, so extending the benefit that 
they may have been used to for retirees is another way 
to keep them connected to the business and show 
appreciation, even after leaving the company.

Take-up exceeded the team’s expectations during the 
first six months after initial invitations were sent, with 
867 out of the 2,000 retirees they wrote to registering 
on Your Perks – a 43% success rate. eCards have been 
popular, with 111 sent during the first two months 
following the launch, increasing to 556 by the end of 
May 2019. Registered members spent over £64,000 on 
the site, saving a collective £5,333 thanks to deals and 
discounts.

Newly retired colleagues are invited each month and 
take-up continues to grow. The Your Perks site has 
developed into the go-to place for retired employees 
to stay up to date with what’s happening within Travis 
Perkins, connect with their former colleagues and take 
advantage of discounts and cashback savings.

Learn more: rg.co/enextravisperkins

Travis Perkins took home the award for ‘Most 
innovative benefits programme’ at The Engagement 
Excellence Awards 2019.
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Summary
Watford Community Housing Trust’s employee recognition 
strategy needed a shake-up. Employees were unclear 
about what they needed to do to receive recognition, and 
a lack of transparency was an issue across various areas 
of the business. The team undertook an overhaul of the 
recognition offering, making it clearer and more coherent, 
and aiming to promote and increase open and honest 
communication along the way.

The challenge
When a staff survey revealed a lack of understanding 
about the reward and recognition options available to 
employees at Watford Community Housing, it became 
clear to the team that the employee recognition strategy 
at the organisation needed to undergo a transformation to 
become more transparent and cohesive. 

Though performance-related pay (PRP) was paid to 
eligible employees, they had been under the impression 
that they would be paid PRP of “up to 10%,” whereas in 
reality, this percentage had only ever been paid once in 
eight years. Employees were unaware of what they had to 
do to receive a higher award, and even then they didn’t 
know what the award amounted to until it was paid as part 
of their salary.

Secrecy and a lack of transparency were big problems 
within the organisation – employees weren’t even told 
the results of their annual appraisal. They did have staff 
awards, but it was a rather scattergun approach with 
no framework, and employees didn’t even know how to 
nominate anyone and felt the awards were meaningless. 
Long service wasn’t acknowledged within the organisation 
at all, which was negatively mentioned in every staff 
survey.

The approach
The team decided to increase manager capability to 
ensure performance was being monitored within the 
organisation – this would help deliver transparency, as 
they could have confidence and trust in the information 
recorded. They also put plans in place to ensure that 
staff were clear on how and why awards were given, 
undertaking a review of how PRP was awarded. For the 
first time, employees were made aware of the percentage 
available dependant on both their and the organisation’s 
performance.

Next, the team launched a series of new recognition 
initiatives. The Wheel of Fortune would give employees 
who had achieved performance objectives in the past 
six weeks the opportunity to be entered into a draw to 
win a spin of the wheel and a prize. eCards would allow 
employees to thank their colleagues for displaying one of 
the organisation’s positive “staff behaviours,” including 
acting with integrity, being customer focussed, innovation 
and working together.

The team introduced directors’ awards, whereby directors 
at the organisation are given a pot of money to delegate 
to employees who they feel have gone above and beyond 
expectations, have shown integrity, have worked together 
effectively or have demonstrated innovation. Employees 
are also able to nominate their colleagues for awards 
through the engagement platform. 

Long service has finally been acknowledged, with 
gifts presented at Watford Community Housing’s staff 
conference to employees who had completed 10, 15 or 20 
years of service at the organisation. This combined with 
everyday, continuous recognition has allowed Watford 
Community Housing to create a culture of appreciation.

Best recognition strategy
Not-for-profit organisation increases transparency 
around recognition to increase employee satisfaction 
and create a culture of appreciation

The results
The team has seen increased participation in the online 
engagement platform, which means that employees 
are having more open conversations about their work 
and opening up the doors for improved organisational 
performance. There has been a 5.4% increase in employees 
completing a one-to-one with their manager.

The delivery of the recognition strategy has led to 
increased participation and overall employee satisfaction 
in the team’s quarterly staff survey. In June 2019, employee 
satisfaction levels rose nearly 20 points and there was a 
nearly 7% increase in participation rate. 

The team has also delivered clarity on the payment of 
PRP, communicating to all employees what they need to 
achieve in order to be recognised in this way.

Learn more: rg.co/enexwatfordrecm.

Watford Community Housing took home the award 
for ‘Best recognition strategy’ at The Engagement 
Excellence Awards 2019.
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Summary
When Heineken realised that its reward and recognition 
programme was only reaching and rewarding a small 
percentage of staff, the company decided to rebrand and 
repackage it, creating a seamless user journey and adding 
a diverse range of awards that encourage values-led 
behaviour.

The challenge
With only 40 prizes of £1,000 available to a workforce 
of 2,400 via Heineken’s My Recognition programme, less 
than 2% of its total staff was formally recognised each 
year. This was reflected in its annual engagement survey, 
in which only 20% of its employees answered positively 
to the question “I receive recognition when I do a good 
job.” They requested recognition throughout the year, 
appreciation for going the extra mile, for recognition to be 
managed consistently and fairly, and to be able to share 
and celebrate success across the company. 

The team needed to work within their existing budget to 
create a programme which recognised more employees 
for the same amount of money. Heineken has a diverse 
population made up of office-based support roles, field-
based sales staff and operators in its breweries, so they 
needed a strategy that offered something for everyone. 
They also needed to gain consensus and support from a 
wide range of stakeholders in a large business.

They set out to develop a new modern, flexible and 
innovative recognition programme with the following 
objectives:

• To move away from large awards for few to smaller 
awards for many

• Making recognition happen on a more timely basis

• Providing recognition that could apply to all staff

• Making sure to protect localised recognition strategies

• Maximising value from existing budget

The approach
The team collected feedback from their engagement 
survey, as well as obtaining insight from Heineken’s People 
Cabinet, a group of senior leaders across the business. The 
new reward and recognition strategy began to take shape, 
featuring multiple levels of awards to recognise different 
levels of achievement and a variety of award “experiences.” 
It would also link recognition to Heineken’s values to drive 
the right behaviours and bring it all together to create 
a seamless journey via single sign-on. The team settled 
on a budget of £50 per person, prorated by function, 
supporting the team’s aim of managing regular and 
meaningful recognition fairly and consistently. 

The reward and recognition programme was named 
“BREWards,” and imaginative, Heineken-relevant titles 
were present throughout the different rewards offered, 
including Cheers! instant awards of £50 and Inspiring 
People Awards, known as IPAs. In addition to monetary 
rewards from £100-£1,000, IPAs can also reward staff with 
a day off work or a dinner at one of Heineken’s pubs. The 
team chose non monetary awards such as these, plus the 
non-financial eCards on the platform to help employees’ 
money go further.

The team developed guidelines, how-to videos and training 
materials to support all three groups of platform users: 
employees, People Managers and Recognition Champions 
(ambassadors). This included examples of recognition 
awards at all levels to help achieve objectives of fairness 
and consistency.

In order to reach Heineken’s diverse workforce, the team 
worked on launch communications via  various mediums, 
including an email to all UK staff, daily posts on social 
media, posters and standees, computer screensavers and 
television plasma screens, text messages, and also within 
monthly business updates.

Best recognition launch / relaunch
Beer manufacturer refreshes its reward and  
recognition strategy, resulting in a 50% increase    
in peer-to-peer recognition 

The result
In the first five months following the launch of BREWards, 
1,050 eCards and 246 Cheers! £50 instant awards were 
issued. There were also 129 IPA nominations, with 14 
IPA awards issued, totaling 1,310 recognition awards 
(approximately 54% of Heineken’s workforce). And as for 
the number of employees receiving peer recognition? That 
increased by more than 50%. 

The introduction of BREWards has delivered against all of 
the recognition objectives that the team set on the back of 
staff feedback. eCards, Cheers! instant awards and IPAs are 
issued every month, making recognition timely and allowing 
a fair chance for all employees to receive recognition. Local 
ownership of recognition with central guidance enables 
fairness and consistency, and a social recognition wall 
provides staff with a space to see who has been recognised 
across the business.

Learn more: rg.co/enexheineken

Heineken took home the award for ‘Best recognition 
launch / relaunch’ at The Engagement Excellence 
Awards 2019.

3130



  #EnExAwards  |   @RewardGateway www.engagementexcellence.com  #EnExAwards  |   @RewardGateway www.engagementexcellence.com

Summary
The predominantly millennial workforce at Missguided 
follows a set of cultural Vibes, rather than values, that 
embody the fashion-forward brand. As part of its evolving 
people strategy, the team wanted to introduce a suite of 
recognition tools to encourage behaviours that were led by 
the Vibes to further celebrate successes.

The challenge
As well as reinforcing behaviours led by the Vibes, the team at 
Missguided wanted to make employees feel valued, increase 
retention, improve engagement and help reinforce Missguided 
as an employer of choice within Manchester and the overall UK.

Through employee feedback, the team realised that bigger 
prizes didn’t always equal better or more significant recognition. 
It became clear that people wanted to be recognised for their 
individual and team contributions to the greater success of the 
business.

The team wanted to come up with something creative that 
could be customised, cost-effective and agile. Traditional 
methods were quickly discarded in favour of more fun and 
meaningful initiatives that their people wanted. A key piece 
of the puzzle was making sure that the new strategy would 
seamlessly work with the recognition methods currently being 
used by some departments to complement the work already 
being done on recognising employees.

The approach
The team split recognition initiatives into three key areas: 
themed, structured and organic.  Themed recognition, based 
around what’s happening in and outside of the business, 
provided the opportunity to launch one-off tools and events. 
For example, to celebrate World Kindness Day, the team 
introduced the “Awesome Human Being” portal, where 
employees could nominate each other and award badges.

As part of the event, staff were also given a pack of Positivity 
Cards, linked to the Missguided Vibes, that they could write 
and share throughout the week. Employees were also 
encouraged to enjoy a coffee break through the Cup of 
Kindness programme. In a similar vein, the Totally Terrific Treat 
Tree popped up at Christmas time and provided small thank 
you gifts.

Structured recognition celebrates colleagues for living the 
Missguided Vibes, for business contributions or for milestones 
in their own lives. The team introduced Wannasay cards, 
which encourage managers and colleagues to spread 
messages of praise and positivity – or even to say sorry – with 
a handwritten card. Cards can be picked up from Wannasay 
stations located throughout the office, with frequently 
changing designs.

Vibe Awards is another type of structured recognition, which 
allows employees to nominate each other for living the Vibes. 
The digital nomination goes directly to the colleague, with 
winners chosen by a separate group of colleagues. Instead 
of a typical award ceremony, a pop-up celebration travels 
to the winner, complete with confetti, music, balloons and 
a personalised cake for sharing so the entire team has a 
celebration, too. Plus, Missguidded celebrates big moments in 
an employee’s personal life – for example, the team introduced 
the Bump+Baby gift box for any member of staff about to 
welcome a child.

Organic recognition complements the more structured 
recognition to support departments to create and deliver their 
own recognition tools and events. Missguided’s wholesale and 
retail teams realised that they didn’t always pause to celebrate 
a job well done, so they introduced their Flock Star award. 
Nominations go into the What the Flock box, and senior 
management within the team then decide on the winner, who 
receives a flamingo-shaped trophy and the chance to spin the 
Happiness Wheel for a small prize like “hit the snooze button” 
(a half day’s holiday), “a cheeky day off” (a full day’s holiday) 
and even a bottle of champagne.

Most innovative recognition programme
Popular fashion retailer introduces creative recognition 
initiatives to encourage values-led behaviour, boosts 
employee satisfaction and reduces turnover by 30%

The result
The team’s new recognition strategy, along with other 
engagement initiatives, has contributed to a 30% reduction 
in employee turnover at Missguided over the last 12 months. 
The tools and events put in place have helped to embed the 
Missguided Vibes further.

Within 12 months, 2,500 physical Wannasay cards were 
awarded, with each employee personally delivering an 
average of eight cards to their colleagues. The Wannasay 
cards have had such a positive impact that all new starters are 
now provided a special pack of cards to write and share with 
people that have helped them during their first few weeks. 

Feedback from the team’s most recent employee survey told 
Missguided that 92% of staff care about the company, 86% 
are proud to work for Missguided, 79% are usually happy and 
positive at work and 80% would recommend Missguided as a 
good place to work.

Learn more: rg.co/enexmissguidedrec

Missguided took home the award for ‘Most innovative 
recognition programme’ at The Engagement 
Excellence Awards 2019. 
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Summary
Watford Community Housing faced numerous challenges 
when it came to employee engagement, particularly 
among its off-site workforce, many of whom felt 
undervalued. When Libby Wadkins joined the organisation, 
she was tasked with overhauling its benefits offering to 
tackle these problems.

The challenge
Libby Wadkins joined Watford Community Housing as 
an HR apprentice straight out of sixth form in September 
2016. In the same month, the results from the team’s 
staff survey showed that the NPS was +43, while the 
survey’s participation rate was just 33.7%. It was decided 
that part of Libby’s role would be to increase employee 
engagement.

The biggest challenge Libby faced was having employees 
understand why it was important to be engaged and how 
it positively impacts the organisation. As she was the most 
junior member of the team, she faced the possibility of 
not being taken seriously, making the challenge even more 
difficult.

Libby identified three key findings in the survey to shape 
the engagement strategy:

• Employees were not interested in activities.

• Staff often believed a lot of previous initiatives rolled out 
by HR were just for fun and had no real purpose.

• Off-site employees felt under-appreciated and left out. 

To frame her approach, Libby used this definition of 
employee engagement: “the emotional commitment an 
employee has to the organisation and its goals.” This 
gave her a key piece of information – employees must 
emotionally feel the benefit of any engagement activities 
the team provide to believe that it’s making an impact on 
their work.

The approach
First, Libby put together a communications plan around 
the organisation’s benefit offer, which included the 
development of a benefits booklet, posters, flyers, articles 
on the intranet, use of internal digital notice boards and 
video updates.

From her research, Libby found that engagement among 
off-site workers was low, with sickness absence levels in 
those areas being higher than the organisational average, 
which suggested the employees weren’t feeling valued. 
Libby developed a care package for each employee to 
influence positive wellbeing, including items such as a 
stress ball, dashboard wipes, hand sanitiser and pocket 
tissues, screen wipes for their work mobile phone and 
a travel mug. The packages also included the benefits 
booklet, details on the organisation’s health cash plan, a 
leaflet explaining the EAP programme and a voucher for a 
free massage with the on-site masseur.

To bring the “we care” message forward, Libby chose to 
give out the care packages on Valentine’s Day. Even office-
based employees received desk drops, complete with a 
heart-shaped lollipop and a Post-It note reading “Why I 
love working with…,” which allowed employees to write 
positive messages about their colleagues and share them 
communally. Over 40 post-its were filled out and shared.

On Employee Appreciation Day, Libby organised 188 
personalised, hand-written cards and posted them to 
employees’ home addresses. Libby also creatively merged 
the company’s Total Reward Statement (TRS) launch with 
Easter by organising distributing Easter eggs. She ordered 
188 eggs and, with a little help from the Reward Gateway 
design team, put a sticker on each egg encouraging 
employees to log in and download their TRS.

Rising star of the year
Young HR apprentice increases employee engagement 
at not-for-profit organisation  

The result
It’s been three years since Libby joined Watford Community 
Housing, and she now holds the permanent position of HR 
Assistant. Libby is seen as a positive and driving force within 
the organisation.

Watford Community Housing’s most recent annual 
engagement survey showed that overall engagement 
increased by 9% on the previous year. The survey had a 
59.2% participation rate, a drastic increase from the 33.7% 
participation rate when Libby first started.

Over the past year, numerous thank you cards have landed 
on Libby’s desk from staff members. She also received a 
staff award for providing excellent service to HR service 
users, and the organisation’s finance and resources director 
rewarded her with a director’s award.

Learn more: rg.co/enexwatfordstar

Libby Wadkins from Watford Community Housing took 
home the award for ‘Rising star of the year’ at The 
Engagement Excellence Awards 2019
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Summary
When Debra Williams (Debs) joined Buildbase, she noticed 
the employees’ lack of trust and confidence in the annual 
engagement survey, as well as their reluctance to use their 
benefits platform. She decided to refresh communications 
around both in order to maximise engagement.

The challenge
In her new role as Communications and Engagement 
Advisor at Buildbase, Debs was tasked with improving 
the reputation of the annual engagement survey, as well 
as increasing the response rate, which had always stayed 
close to around 59% each year. Employees were sceptical 
about the survey, as they felt it was just a tick-box 
exercise for the organisation and they didn’t believe in its 
anonymity.

Debs identified that employees felt they weren’t being 
communicated with or kept up to date. At least half of 
the Buildbase workforce is entirely offline, making it very 
difficult for communications to reach all employees. Due to 
employees being based all over the country, it’s impossible 
to reach everyone face-to-face. Furthermore, “Grab,” 
Buildbase’s online employee communications and benefits 
hub, was underutilised, with only 76% of employees 
registered and 35% of those logging in regularly.  

The approach
Buildbase is a part of the wider Grafton Group, and Debs 
liaised with leaders from organisations within the group 
to find out what their engagement survey response 
rates were and what had worked in their businesses. She 
bounced ideas off her immediate team and asked them 
to reach out to their business areas to get feedback from 
employees, as well as visiting Buildbase branches to get 
input from employees about what kind of content they 
wanted to see.

Working with Reward Gateway, Debs created a page on 
Grab featuring a video that explained how the employee 
survey was kept confidential and anonymous. For the 
first time, employees were given the option to complete 
their survey online in addition to the usual paper format. 
They could demo this via a link on the Grab platform. 
Debs also created a postcard-style mailer that she sent 
to employees’ home addresses to direct them to visit 
Grab, ensuring all employees would see the messages she 
wanted to deliver.

Since fewer than half of Buildbase employees had email 
addresses, Debs decided she wanted to make Grab a 
centralised hub for all company communication. She 
set up the “What’s the Latest?” blog in order to deliver 
important content and company news, and created a 
page to communicate all messages from the Buildbase 
annual conference via videos, as well as downloadable 
content that employees could review on their own time. 
This was the first time Buildbase had put some real focus 
on ensuring all employees received the key messages from 
the conference.

Once these were set up, Debs created a short video to 
promote Grab and shared it with managers via text so 
that they could show their teams, and become platform 
champions. Responses from the employee survey 
suggested that employees felt there were too many 
different platforms to log into for different systems. With 
the support of her colleagues, Debs added a single sign-
on link into Grab for employees to access the company’s 
eLearning platform, and a link to take employees directly 
to their HR hub, where they could see their payslips and 
book holidays.

Engagement leader of the year
Merchanting organisation Advisor overhauls 
communication around engagement survey and benefits 
platform, reaching 77% survey response rate and 96% 
employee registrations

The result
In the 2018 annual engagement survey, Buildbase achieved 
a 77% response rate, a huge increase on all of the 
previous surveys. Thanks to Debs’s creative and engaging 
communications, employees have more trust in the survey, 
meaning Buildbase now gets a more accurate reflection of 
how they feel in order to improve employee engagement.

Registered users on Grab have increased from 76% to 96%, 
and employees logging in regularly have increased from 
35% to 53%. Employees have enjoyed getting involved with 
Buildbase’s communication campaigns, sharing stories and 
pictures with Debs to put on Grab. For example, through 
Deb’s communications, Buildbase raised over £14,000 
in one month for its #GivingSomethingBack charity 
campaign. Thanks to the increase in engagement with 
Grab, Buildbase can now ensure that key messages are 
being received by all employees.

Learn more: rg.co/enexbuildbase

BuildBase took home the award for ‘Engagement 
leader of the year’ at The Engagement Excellence 
Awards 2019.
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Summary
When the team at Marks & Spencer (M&S) were challenged 
to refresh their existing benefits strategy, they worked 
closely with Reward Gateway to deliver the new platform 
quickly. Their agile, people-led approach was built around 
employee feedback from different departments across the 
business to ensure the benefits offering was relevant to all 
colleagues.

The challenge
In 2013, M&S launched “Choices,” a benefits portal for its  
75,000 colleagues. In May 2018, the team faced a challenge 
– to implement a replacement Choices platform, enhancing 
the employee experience and delivering savings back to the 
business. 

During challenging times for the High Street, many retail 
businesses are experiencing transformation programmes 
– M&S included. This has sometimes meant uncomfortable 
levels of change and uncertainty for employees, so it was 
important to the team that the relaunch of the platform 
would help colleagues feel valued and invested in.

Before reaching out to potential new suppliers, the 
team used their bi-annual employee survey to find out 
what mattered to employees when it came to their 
benefits, as well as any pain points or barriers they were 
experiencing with Choices. The team quickly established 
that accessibility, simplicity, choice of benefits and flexibility 
were the most important factors to employees. This exercise 
also highlighted any benefits popular among specific 
demographics, or any barriers experienced by those who 
worked in certain geographical locations or specific roles.

The team then went about finding a new provider who 
could offer a product that would bring all the M&S benefits, 
along with  wellbeing and recognition initiatives, into one 
single platform that was accessible at any time and on any 
device. It was also key that this platform was engaging 
for all colleagues, with relevant offers and provided a 
simple browsing experience. In addition, they also required 

a product that could give them more control over the 
platform’s content, look and feel, so that keeping it up to 
date and relevant was no longer frustrating or costly. The 
Reward Gateway team presented directly to the leadership 
team, resulting in an immediate, unanimous decision to go 
with Reward Gateway.

The approach
In autumn 2018, M&S set up a dedicated project team with 
representatives across the business. The team decided to 
roll out the new platform in stages, launching discounts 
and wellbeing initiatives in January 2019, then benefits in 
February. This phased implementation meant they tested and 
launched in parallel, while still delivering new and exciting 
offerings.

The new platform – named “My Choices” – provides a 
unique employee experience across discounts, benefits and 
wellbeing. The team worked closely with specific areas of 
the workforce such as employees in the Isle of Man, who now 
have their own My Choices platform tailored to their location 
and benefit eligibility.

More recently, the team have added recognition to the 
platform, allowing for colleagues to celebrate and thank 
each other without the boundaries which previously 
prevented peer-to-peer and cross functional “in the moment” 
recognition.

To make the user journey even more seamless, the platform 
uses single sign-on, so that employees’ shares and pension 
accounts could be accessed via the same platform that 
houses their benefits, eliminating the need for them to 
remember numerous login details. Switching M&S’s existing 
tech financing and cycle to work schemes to Reward 
Gateway’s SmartTech™ and Cycle to Work products also 
allowed employees to choose and begin using these benefits 
at any time of the year, rather than biannually. 

For launch, the team introduced interactive videos and 
digital posters, as well as designing and distributing physical 
posters and table talkers to all UK M&S stores. They ensured 
My Choices was featured in weekly conference calls with 

Engagement team of the year and Grand Prix
Retailer rebrands benefits platform in just six months, 
offering tailored options to ensure relevance for diverse 
set of employees

retail staff, and launched a My Choices Yammer group and 
blogs to communicate key information about discounts and 
benefits on a daily basis. The team also celebrated the launch 
of My Choices by running a number of competitions among 
employees.

The result
When the team launched discounts and wellbeing 
initiatives on My Choices in January 2019, they saw 6,800 
registrations in just 10 days – at that time, this equated 
to almost 10% of M&S’s workforce. In February, 11,200 
employees registered to see their new and improved 
benefits, and there were a further 6,800 registrations in 
March.

Nine months after its launch, just under 50% of M&S’s 
workforce are now registered and are actively using My 
Choices every day. 

The platform’s holiday buying benefit has seen an increase 
in uptake of 20% on last year, with 10,951 applications. Since 
switching their tech financing and cycle to work schemes to 

Reward Gateway’s Cycle to Work and SmartTech™ products 
and allowing colleagues to start using these benefits at any 
time, the team has seen a total of 227 Cycle to Work orders 
and a total of 2,637 SmartTech™ orders to date. There has 
been uptake for both benefits every month since launching, 
and employees have said that they love the flexibility and 
choice that they offer.

As M&S transforms and becomes a digital first retailer this 
is a great example of how quickly the team can deliver to 
colleagues.

Learn more: rg.co/enexmarksspencer

M&S took home the award for ‘Engagement team 
of the year and Grand Prix’ at The Engagement 
Excellence Awards 2019.
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Reward Gateway is proud to partner 
with so many incredible companies 
and people committed to employee 
engagement, and The Engagement 
Excellence Awards allow us to bring 
together hundreds of like-minded HR 
professionals to recognise and share 
their successes. This celebratory 
event, along with our Engagement 
Excellence Live and Engagement 
Excellence Summit events, brings 
together a global community of HR 
professionals who live and breathe 
the challenges and benefits of 
employee engagement every day.

It seems fitting that the blue 
whale provided an inspirational 
and metaphorical backdrop 
for the evening, reflecting the 
massive efforts being made by this 
community to promote employee 
engagement. From her name, we will 
take away the Hope that through our 
collective efforts, working together 
we can Make the World a Better 
Place to Work.

Best wishes,

Doug Butler, 
CEO 
Reward Gateway
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