
 

 

Category: Internal Communications Campaign 

Company: Sovereign Housing Association 

Entry title: Together, we make a difference 

 

 
Brief and objectives: 

The brief was simple: To keep people informed, involved and engaged during the merger 

process to help ensure the merger got ‘over the line’. Once merged we needed to build trust 

in the leadership team and excitement for the new organisation, reducing the feeling of a 

take-over on the one hand and complacency that little would change, on the other. 

Our main objective - to create consistent engaging communication – was designed to help 

people understand the benefits of the merger, understand what it meant for them, support 

the integration plan, and build enthusiasm for the new organisation and the future. 

This was underpinned by seven guiding principles: 

1. Sharing news as early as possible and always telling employees first 
2. Keep talking – open and transparent communications to dispel rumours and myths 
3. Story telling – keeping news engaging and relevant 
4. Co-ordinated communication across both organisations 
5. Agile communication – being prepared for changes 
6. Delivering through managers. 

 

Rationale behind campaign, including research and planning: 
Early in 2016 Sovereign Housing Association and Spectrum Housing Group announced they 
were going to merge. 
 
The Communication Directors of both organisations worked together to co-ordinate the 
communications ensuring all employees received similar messages at the same time. 
 
By June 2016 both Boards had agreed the merger should go-ahead, so we continued to 
coordinate communications across the two organisations, ensuring open and timely 
communications to build trust. It was important to make sure messaging was clear. While a 
merger and not a take-over as some imagined, the new organisation was to be called 
Sovereign. 
 
We adopted a truly joined-up approach, with a joint channel for merger communications, a 
one-stop shop on all things merger for employees of both organisations. 
 



Strategy and tactics, including creativity and innovation: 
Our communication plan reflected two stages, getting the merger over the line and 
beginning the integration. 
 
Stage one June 2016–November 2016 – getting the merger over the line 
 
Previously our approach had been to agree key messages and timing but to communicate 
separately. Once merger was agreed in principle, we introduced a shared digital channel. 
 
The idea was for all employees to know they were receiving exactly the same information, 
communications and messaging as employees in the other organisation. We wanted to 
reinforce messages, reduce potential for misunderstanding, and start paving the way for 
successful integration by offering a single place for all information. We also wanted the 
channel to provide the opportunity for two-way conversation or at the very least opportunity 
for comment and questions. 
 
The channel was deliberately neutrally branded, again to reinforce the message of merger, 
not a take-over. 
 
We introduced the strapline – working together towards a new Sovereign – as a device to 
help both sets of employees feel like they’ll be working for a new organisation, reinforcing 
the integration message. 
 
Stage two November 2016–January 2017 - day-one and integration 
 
We needed to help bring the organisations together as one, from day one. It was critical the 
two communications teams were working well together and we organised ourselves into 
specialist workstreams, utilising our strengths and knowledge. 
 
Building on the familiarity of our strapline, our new theme - ‘together, we’ll make the 
difference’ reminded people of our social purpose and our combined strengths. 
 

Implementation of tactics: 
Stage one - getting the merger over the line 

 Joint enewsletter 

 Yammer 

 Communicating decisions promptly, via all channels 

 Posting FAQs 

 Running-man challenge 

 Managers’ tool kits 

 Getting to know you articles 

 Intranet naming competition. 
 

Stage two - day-one and integration 
 
Pre-merger we’d conducted an internal communications audit including eye-tracking, which 
helped focus our channels ensuring they reached and engaged employees. We adjusted 
timings, amended design, front loaded content and shortened paragraphs. 
 
With limited budget, using our in-house studio for artwork and web design, digital platforms 
provided cost-effective communication channels.  
We produced two films, the first to set vision and introduce the new Executives (150 



views); the second featuring employees and places across the business demonstrating 
shared culture and values (380 views). Both were highly rated in post-merger evaluation. 
 
On merger day, welcome packs were on every desk, and we organised informal gatherings 
at offices, with senior leaders available to answer questions – and give out some cake! 
 
Executive-led roadshows followed, sharing the vision and bringing teams together. 
With around 25 offices, the team went out to listen, gathering feedback to inform approach. 
An @askEB email was created for employees to ask private questions directly to leadership.  
 
Despite different systems and channels, coordinated communications to employees ensured 
joined-up messaging. A joint, non-branded, fortnightly enewsletter kept employees up-to-
date and we gathered feedback through pulse surveys. 
 

Demonstrate how the campaign links to the wider communications strategy: 
As part of the wider business agenda and rationale for merger, our campaign had to be lean 

and efficient, at the same time linking into the wider communications strategy. 

Where possible we: 

 Made best use of digital and social media 

 Listened to our people; using employee insight to improve communications 

 Created an impactful campaign using our in-house studio for design 

 Held roadshows instead of an all-employee conference 

 Communications is everyone’s job, so part of the campaign was delivered through 
managers 

 

Measurement and evaluation, including evidence of real engagement or 
behavioural change: 
The merger newsletter, which reached 100% of employees, received an average open rate 
of 71%. 
 
Executive roadshows held in 11 locations, attended by 992 employees.  
 
Face-to-face conversations and pulse surveys in our weekly newsletter, The Wire, 
provided insights to adapt messaging and approach. 80% of employees felt The Wire kept 
them informed. 
 
We created Yammer groups, bridging businesses, encouraging two-way conversations and 
running live Q&A sessions with Executive Board. Half the business signed up and monthly 
messages doubled to over 500 in the run up to merger as teams came together. 
 
Feedback from pulse surveys and a post-merger internal communications audit 
confirmed: 

 62% employees positive about merger 

 ‘the merger comms were some of the best I’ve ever seen’ 

 ‘never been left wanting to know more’ 

 ‘roadshows very useful and access to the exec is great’. 
 
A z-card of useful statistics and information provided a handy pocket guide for day one. 

 



Budget and cost effectiveness: 
Total cost: £78,158k, equivalent to £43ph per employee (1,800 employees). This includes 
£33,752k for film, which is continually being used and reedited ensuring longevity and value 
for money.  
 


