
We’ve been bowled over 
by the fantastic response 
we’ve had to idea lab. 
We knew our people 
had great ideas and the 
phenomenal response 
just goes to prove it!  
The communications 
campaign really caught 
people’s imaginations 
and helped to spark some 
great,  creative ideas. 
Paul Diggins, Head of Internal 
Communications, Brand and Engagement, 
Direct Line Group
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We know ideas happen, but how do we, as 
communicators, create a culture that encourages 
collaboration and innovation, and one that  
is sustainable? 

Instead of taking a top down approach to 
communicating change, Direct Line Group (DLG) 
decided to ask colleagues how best to do it. The 
results suggest this has been, and continues to 
be, a highly effective approach, enabling growth 
and helping to drive business improvements  
and results.

DLG consists of several of the UK’s best-known 
insurance brands and employs around 10,000 
people. The group launched its new strategy with 

a clear ambition and mission: to revolutionise 
insurance and make working with DLG easier, 
offering better value for customers. 

To achieve these goals, DLG sought 
inspiration from colleagues. So, with help from 
Words&Pictures (see over), the company’s 
communications team created a multi-channel 
engagement campaign to support the launch of 
idea lab, a brand new ideas scheme. 

Such a progamme needed a change in 
mindset; cost savings are not always related to 
headcount cuts or reduced spending. To make 
a real change and contribute to the overarching 
DLG strategy, people needed a different 

understanding of cost and waste reduction. 
Reward and recognition needed to support this.

A working group of DLG people was 
established to shape the scheme, get it off 
the ground and generate a buzz around the 
business. idea lab provides a place for all 
DLG colleagues – regardless of department 
or seniority – to put their ideas forward; to 
collaborate, to comment, vote and share new and 
even revolutionary ways of working.

idea lab is about doing things differently; should 
a colleague’s idea be implemented, he or she 
can receive up to 5% of the savings they unlock. 
What’s more, DLG will give another 1% to charity. Turn
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Our approach: 
Words&Pictures’ role was to provoke anticipation about idea lab 
and inspire people to get involved. We created a packed, four-
week, multi-channel campaign, including a series of different 
phases, to produce a fun, quirky launch, different from anything 
DLG had done before. The phases looked like this:

Week 1
Teaser week was high octane and grabbed attention by  
generating noise and speculation. We drove discussion through 
e-shots and posters.

Week 2
Reveal week built anticipation and wowed people using 
animations, digital content and a countdown clock. It got people 
thinking about their ideas and talking about the possibilities.

HAVE YOU HEARD THE ONE 
ABOUT THE AIRLINE TRYING 

TO CUT COSTS? 

It removed an olive from each of its drinks and 
meals. That one olive, multiplied by all the 

meals on each �ight, multiplied by thousands 
of �ights over several years, added up to 

millions of pounds of savings in fuel costs. 
Not to mention the cost of all those olives.

Get up to 5% of the savings you help to 
unlock, and we’ll give another 1% to charity.

Visit the intranet for more info on IdeaLab. 
 

Week 3
Equip week built further awareness and gave 
managers the tools to advise and inspire their  
teams, including an interactive PDF to help them  
run ‘big idea’ sessions.

A series of three short user-generated films were 
created and a step-by-step ‘how-to guide’ was 
launched to walk colleagues through the plan, 
using the online platform and a series of posters. 

Week 4
Challenge week was non-stop, starting with a high 
profile launch day. The focus was on cost savings, 
and activities across the business encouraged 
more people to get involved, prompting 
discussions on Yammer.

Measuring our success:
The response to the campaign has been remarkable: 1,300 ideas  
were submitted by 1,100 people within the first two weeks. The idea  
lab site recorded more than 2,800 comments and 35,000 views in the 
same period.  

In the first two months, nearly 7,000 colleagues have registered, 
generating close to 2,000 ideas, over 3,600 comments and 63,000 views.

The team has been astounded, not only by the volume, but by the 
quality of ideas. There’s a broad range of suggestions, covering ways to 
save money and time, ideas for making insurance easier for customers, 
and process improvements to make ways of working simpler and quicker 
for colleagues. 

The campaign has helped to grab colleagues’ attention and has 
inspired them to really get involved, leading to greater collaboration and 
an understanding that innovation can come from anywhere. idea lab is 
much more than a suggestion box; it’s an entirely new way of working.

In the two months since launch, the campaign achieved:

Nearly 7,000 colleague registrations close to 2,000 ideas 3,600 comments 63,000 views


