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Brief and objectives: 

The 2018 annual People Survey was conducted across 102 Civil Service departments to 

gain insight on the engagement motivators of civil service staff. Staff engagement is proven 

to be key to achieving organisational aims and objectives. As a participating organisation, 

our aim was to increase our previous year’s survey response rate of 86%. We also needed 

to maintain or increase engagement levels to retain our position as a high performing 

organisation. 

 

The idea, research and planning: 

Research and insight from the 2017 campaign disclosed 97% of respondents completed the 

survey digitally and 3% completed paper forms. 

Research also revealed that endorsement from senior leaders was felt essential to receiving 

responses and that the survey needed to be purposeful and shown that responses were 

considered, and actions would be taken on the results. It was important that it was shown 

that this was not just a “tick box” exercise. 

Planning the communications approach began in July. It was decided that a range of 

communications would be issued pre and post survey launch. Central to this was, engaging 

senior staff in the planning, to encourage maximum participation from staff. This 

demonstrated that audience participation was important and not just a “tick box” exercise. 

Research from the 2017 campaign had also revealed it was evident that teams enjoyed the 

“buzz” of the competitive element where regular feedback had enticed, encouraged and 

produced greater competition. 

 

Strategy, tactics, creativity and innovation: 

The strategy was to encourage maximum participation through delivering targeted, creative 

and innovative communication messages issued via all internal communications channels 

and forums. 

 



Tactics: 

Pre-launch campaign: in September to introduce the survey and build an audience. The 

target audience included 1000 employees over 4 sites. This encouraged everyone including 

the CEO and the senior team to work together in readiness for the survey’s October launch. 

Branding: the “recipe for success” branding enveloped our values and a congratulatory tone 

engaged, excited and motivated the audience. 

Theme: the supporting theme emphasised that people are at the heart of our organisation, 

this features strongly in all communications. We strongly expressed the importance of 

people participation so that everyone knew they had a role to play in the success of the 

campaign. 

Lightning talks: We raised the visibility of senior leaders by organising presentations called 

"Lightning talks". This built familiarity and trust to increase engagement and the connection 

with our wider audience. 

Interact: video messages from our CEO and HR Director which stressed how the results are 

important indicators for organisational change. 

Graphics: all supporting graphics were consistent and carried the campaign branding. 

 

Delivery: 

The delivery began with an engaging teaser campaign, animations were viewed on digital 

screens all over the organisation. This pre-launch built an unconscious awareness of the 

upcoming campaign. A limited amount of printed material ensured everyone felt included. 

October arrived; the full launch followed. Clear instructions for completion included access 

codes and incentives. The team with the highest weekly completion rates, were awarded 

confectionary and cakes, fitting in with the “celebratory” cake theme. An inspirational 

foreword from the CEO was well received and the competition commenced. The build-up 

had been inspirational, the excitement was tangible. 

The full launch was received with gusto! 50% of the organisation completed the survey 

within the first few days. Our task lay in encouraging the rest of the organisation. Momentum 

built as metrics were gathered. We quickly went into the lead forging ahead of other 

government departments. Daily response rates were chalked every morning on the CEO’s 

board. Competitive leaders eagerly awaited this figure and cascaded it proudly at their own 

visual information board (VIB) team meetings encouraging further participation. The VIB’s 

are delivered by a member of the communications team and the senior leadership group, 

gathering each section around a whiteboard and highlighting the main information / topics / 

training opportunities. It also includes a “what we are doing”, “what we are proud of” and a 

“shout out” to a team or team member who has done something great that week. 

Digital screens displayed images of colourful cupcakes representing teams on a leader 

board. The delighted weekly winners were photographed receiving their prize and published 

inspiring others to complete. 



We held drop-in sessions for anyone who had queries or concerns. 

The final push aimed to identify an overall winning team. To qualify in the final draw a team 

must’ve achieved a 90% or over completion rate. The draw was made by our CEO on the 

closing of the survey. 

Last year’s campaign had identified areas for improvement in our organisational values, the 

visibility of our senior team leaders and actions taken following the last survey. These 

messages were included in blogs, articles and videos, delivered by senior team leaders to 

meet target requirements. 

 

Measurement and evaluation:  

The main aim was to raise the number of response rates. An independent benchmark report 

combines results from all participating organisations. They include underlying datasets, 

including diversity characteristics. A total of 454,857 people were invited to take part and 

302,170 participated – an overall response rate of 66.4%. Half of participating organisations 

achieved a response rate of 78% or greater. We achieved a massive 92% response rate and 

considering those absent due to sick/maternity leave or secondment. We achieved top 

engagement score across Civil Service departments with employees 400-999 and were 

placed in the top quarter of all Civil Service departments. This was a fantastic achievement. 

Overall engagement figures rose by 2% and visibility of the leadership team rose by 15%. 

 

Budget and campaign impact:  

Participating organisations are charged £5000 for the survey. In house costs at £200 were 

minimal and incorporated into the communications annual budget. 

The 2018 results have now been analysed, action plans have been created and used to 

target this year’s campaigns. Highly engaged teams take time to study and understand their 

departmental results and develop staff-led action plans. 

We’ll focus on areas where evidence indicates things need to improve. Research suggests 

that increased engagement and wellbeing positively affect factors relevant to organisational 

performance – such as productivity, absenteeism and customer service – as well as having 

positive effects on the people involved. 

We’re confident that our extraordinarily high response rates reflect our employees’ opinions. 

We’re now planning this year’s survey and have selected areas we’ll be attempting to 

improve this time. 

 


