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It’s hard to believe that easyJet has only been 
around since 1995, in that time it has grown to 
be the UK’s biggest airline in terms of passenger 
numbers. During such a period of growth, 
easyJet has had to change how it operates in the 
marketplace by keeping the start-up principles that 
define its culture, while introducing more rigorous 
strategic ideas befitting it’s new position in the 
market place.
However, prior to engaging W&P, the 

communication of strategy to all the airline’s 
colleagues had limited success and the strategy 
had failed to excite colleagues. W&P took the 
chance to look again at the way easyJet talk about 
their strategy to improve some of the strategic 
tools they were using, and generate new ideas.

 A key measure of success would be a noticeable 
increase in engagement around the strategy.
Because easyJet has a diverse audience 

– from pilots to admin staff – it required a 
multi-channel engagement approach. Together, 
a re-imagining of the strategy was undertaken 
and how it was presented visually. The process 
began by producing a scene-setting booklet 
that gave managers an overview of easyJet’s 
strategy and values. The booklet was handed 
out at conference, and then used to cascade the 
information throughout the rest of the business. 
The booklet was supported with an innovative 
multimedia campaign, including a game app, 
a physical customer experience board game, 
posters and animations. 

The campaign was a success and achieved it’s 
objectives. Colleagues were noticeably engaged 
with the strategy and had a clearer understanding 
of their role. EasyJet conducted employee 
research and found their peoples understanding 
and support for the strategy and ambition 
jump from 63% to 89%. In particular, people’s 
understanding of their role priorities increase from 
72% to 89%. 
Further more, a central component of the 

campaign was to increase and improve easyJet’s 
customer experience and for colleagues to change 
behaviours. As a result of the campaign and use 
of the board game toolkit, 87.7% of colleagues 
said their understanding of how customers feel 
travelling with easyJet had significantly improved 

and 91% of colleagues surveyed rated the game 
Effective or Very Effective. 
The game helped easyJet win a UK Customer 

Experience – Employee Engagement. 
Another core pillar of the strategy was innovative 

technology and connected working - called 
Connected Crew. As much as this was a 
technology issue it was a cultural change. As a 
result, we worked closely with both easyJet’s IT 
and operational teams to produce a mobile toolkit 
microsite, branding and integrated campaign and 
informative animations. 
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