
The more you communicate with employees, the better the engagement. Employees 

already have busy lives, between family, work and leisure. Unfortunately, they don’t come 

to work actively seeking more tools to use or documents to read. So, we need to change 

their mind. The pack we’ve provided will help get their attention and encourage use of the 

discounts, but we’d recommend you go beyond this.

Research suggests we need to see a brand 5 – 12 times before we consider using it. So, we need to 

communicate regularly to keep that momentum up and keep employees engaged. One of the best 

ways to communicate, is to bring the discount portal into your current objectives and engagement 

plans, aligning to wellbeing initiatives, communicating alongside other benefit activities, using 

seasonally (see the calendar of suggestions). 

As well as straight-up communication, it’s great to encourage a two-way conversation. Consider the 

following. 

Employee social discussion 

If you use social channels which you actively monitor, then why not: 

• Ask employees how they are using the discounts? 

• Set up a conversation around wider money-saving tips? 

We want to connect advocates of the discounts with those not yet using it. If you can prompt and 

nudge along some conversations around the current use, then this will help connect those two 

groups. 

Competitions or prize draws 

Another nice way to encourage interaction is through giving employees the chance to flex their 

creative muscles. Consider: 

• Inviting employees to tell their story. How have they used the discounts? Each entry will be 

entered into a prize draw. If you find some of the entries inspiring (maybe it helped 

someone afford the honeymoon they’ve always wanted), then you can ask the entrants 

permission to use it in your wider promotion. 

• Running a competition for people to create the best discount related rap or poem. It’s a fun 

way to get people thinking about the scheme. Sharing the winning entries will make them 

feel appreciated but also promote the scheme in a way which is likely to get people talking. 

Ongoing new starters 

During the build up to launch, existing employees should get to hear about and understand the new 

portal. Anyone who starts after these communications have gone out, won’t get that luxury. You’ll 

be able to use the induction slides we provided, but it would be great to also: 



• Give them a live demonstration of the software 

• Encourage discussion with their colleagues 

• Ask about the kind of things they might use it for 

In the build up to launch, you will no doubt have spoken to managers and a number of other key 

people. Either way, it may be worth considering a more immersive session with a wider group of 

stakeholders. These are some groups you may want to consider if you haven’t already: 

• The wider HR team. As they lead the people strategy, they will be able to spot opportunities 

to promote the scheme. This means using it themselves and being able to help employees 

with queries. You’ll be amazed how many HR teams haven’t used the benefits they offer! 

• Internal comms. Whoever is responsible for your communications will need to understand 

the scheme in enough detail to communicate it in a simple and engaging way. So, the more 

time you can dedicate to helping build their knowledge, the better. This could be an internal 

comms rep, marketing, or maybe your HR team, in which case it’s covered above.  

• Managers. Even after launch they have a key role to play. By using and talking about the 

scheme themselves they will set the example that their teams can follow. Consider refresher 

sessions or giving this topic a regular spot on the agenda. 

• Champions. If you have wellbeing champions, or volunteers set up for other purposes, 

perhaps you can ask them to help support this too. They could be a welcome voice on the 

ground, able to talk about the initiative and get feedback direct from employees. 

 

Do you remember your favourite teacher at school? The chances are they made learning a fun 

experience. Much like communicators, they are attempting to educate people on a topic, and 

encourage them to use that knowledge in their future behaviour. The age group may be different, 

but the need to hold people’s attention, repeat key messages and interact with the material never 

change. 

Whilst English Language lessons may help us express ourselves, the discount scheme will help people 

save money on many purchases. But our English teachers didn’t just hand us a flyer and send us an 

email. They made the experience interactive and enjoyable.  

Whatever communications you choose to do, don’t forget these fundamentals we can learn from 

the teaching profession: 

• Make it interactive: find ways to make it a two-way experience. People often forget what 

they hear or read, but rarely forget the things they do. 



• Use autonomy: everyone likes to be in charge of their own outcome. Let people know how 

they can make it their own, and encourage them to explore.  

• Build in emotion: we remember our school experiences because we react emotionally, and 

that’s part of the reason it’s committed to memory. Emotion is an important factor in 

connecting with employees. It’s not enough to see that a transaction will save them money, 

they need to picture themselves or their family enjoying it. Use stories, humour and real-life 

scenarios to help bring it to life. 

• Be inventive: don’t be afraid to try something different. Most organisations see a lot of 

similar communications, from security updates to company socials. Over time, these become 

the norm and people often skim them on autopilot. Snap them out of it and get attention 

through doing something new. Send them a Valentines Day card from the scheme 

suggesting its time “you got to know each other a little better”. Create a scratch-card telling 

them not to gamble with their money, showing them how much they could be saving if they 

used it monthly, weekly, or daily.  

 

Creating quality communications can be a time-consuming activity. We hope the pack we’ve 

provided gives you a great foundation to launch your scheme. If you would further support, please 

don’t hesitate to get in touch.  


