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The Direct Line Group strategic story...
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Successful companies adapt to the markets 
they operate in, and the communications 
strategies they employ are critical to the 
success of their transformation.
This may range from communicating a 

new brand strategy internally to helping a 
new business forge its own identity following 
a merger or divestment from another 
organisation. Words&Pictures’ approach has 
always been to become an extension of our 
client’s communications team, and to work 
closely with them to understand their vision and 
the messages they need to convey.
This has been the case with Direct Line 

Group, the former insurance arm of The Royal 
Bank of Scotland Group. Our partnership 
goes back to 2009 when we were brought 
on board to help them communicate the 
complex and multi-layered process of moving 

away from RBS. Through the initial phase we 
started with a slow-build campaign featuring 
an infographic narrative, and a new magazine 
that prepared RBS Insurance colleagues for 
their transformation to DLG people. Further 
supported by online resources, animations 
and more, we helped first raise awareness 
and understanding before helping colleagues 
feel and become active participants in the 
transformation.
Following divestment, we worked with the 

company to tell the story of the new company.
This continued through strategic narrative 

development and Cover magazine until 
market conditions forced budget cuts halting 
Cover magazine in 2013. However, in 2014 it 
was recognised there had been a noticeable 
vacuum in communication at a key point in 
the strategic journey. What was needed was 

something aligned to the strategy that would 
celebrate the best of DLG’s people, reinforce 
a sense of pride and connect DLG people 
across the brands, functions and business 
streams. As a result, DLG’s Head of Internal 
Communications at the time, Paul Diggins, 
tasked W&P and his own team to come up with 
something entirely new, not only to fill the gap 
left by Cover, but “to significantly advance” 
DLG’s internal communications and help 
support the company’s vision to revolutionise 
the insurance industry. The result was, and 
still remains, We, DLG – DLG’s colleague –
generated work-based social community. 
In late 2014, early 2015, the DLG and W&P 

team came together to conceptualise the new 
strategy. As a result LaunchPad was...launched! 
Through an integrated campaign of strategic 
toolkits, animations, film and an experiential 

event for the leadership team, the company set 
itself on course for success. All developments 
were supported through We, DLG. 
 The next step in the journey was the 
maximising of DLG talent and ideas through 
the launch of Idea Lab. Instead of taking a 
top-down approach to communicating change, 
DLG decided to ask colleagues how best to do 
it. The outcome has been, and continues to be, 
a highly effective approach, enabling growth 
and helping to drive business improvements 
and results.
2017, and the journey continues, with  

further Idea Lab development, enhancement  
of We, DLG and the next phase in  
the Insurer’s strategic story.

The story of 2010 infographic and 
animated version

WHERE NEXT? 
THE JOURNEY  
CONTINUES

2010 kick-starts the 
beginning of the journey 
as RBS Insurance begins 
the process of divestment 
and the route to Direct Line 
Group. During this period 
of transformation difficult 
messages of job losses 
had to be communicated 
sensitively.

The way forward  
was set out in easy 
to digest, visually  
rich colleague 
communications.

2013-14 was a busy year
with several changes 
impacting on the strategy.
Development of the 
strategic narrative and
communication campaign
were explored through  
this period.

2014-15
Together we create
We, DLG, Direct Line 
Group’s work-based social 
community. Designed 
to sit alongside DLG’s 
strategy, this user– 
generated, award-winning 
channel brings to life the 
best of DLG’s people,
reinforcing a sense of 
pride and connecting DLG 
people across the brands,
functions and business 
streams.

DLG’s strategy takes shape
as LaunchPad with an integrated
campaign of microsite, films and
an experiential leadership event.

Cover magazine was 
created under RBS 
Insurance but, principally, 
was devised as a vehicle
to promote and celebrate 
the transition to DLG – 
strengthening pride and 
building commitment to 
the new venture.
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We, DLG is an example of 
what’s being termed ‘third 
space’ communications 
– it’s neither a traditional 
intranet nor a social intranet.

2016 -17 saw the creation of Idea Lab - an 
innovative ideas – generating initiative for all 
colleagues, with leaderboard, colleague voting 
and cash rewards. Idea Lab links back to a core 
pillar of the DLG LaunchPad strategy   

IoIC Class Winner: Innovation in Media 2015

IoIC Award winner: Best Multi-Channel 
Communications 2016

IoIC Class Winner:  
Best Magazine 2012  
and 2013

Bart’at: We, DLG’s canine mascot


