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Fundamental to this engagement is 
communication, making the years ahead 
an exciting time for our industry. Thanks to 
technological advances and the growing 
demand for transparency, there are 
more opportunities than ever to deliver 
increasingly targeted and personalised 
communication that wins hearts and minds. 

If web 2.0 was the advent of social media 
and web 3.0 was ‘the internet of things’, 
the über-intelligent web 4.0 offers a more 
responsive way to connect people. And 
as the pace of technological advances 
increases exponentially, it’s vital for 
businesses to plan ahead. A strategy for 
adopting technology in a way that’s both 
scalable and enhances user experience  
will be critical for future growth.

Looking forwards, it is not an option to defer 
an inspirational communication strategy. 
. Talent shortages around the world have 
reached a staggering 12-year high of 
45%, while 50% of large UK companies 
say they’re struggling to recruit ‡. What’s 
more, this situation is set to become even 
more acute as technology transforms the 
way work is done, and creates new roles 
that demand new skills. It remains likely 
that the HR innovators – those who are 
accountable for driving the much sought 
after employee engagement – will be 
battling fiercely to attract and retain their 
most precious asset, talent. 

This paper gives you an overview of the 
employee communication trends that 
are taking centre stage in this debate. 
Handpicked by us, they’re a top-level 
round-up of the topics that will matter to 
HR leaders and communication experts. 
Building a robust engagement model has 
never been more vital for future-proofing 
businesses and employer brand reputation.

† How Employee Engagement Drives Growth – Gallup 

‡ 2018 Talent Shortage Survey – Manpower Group 

* The State of the Global Workplace 2010 – Gallup

Employee engagement is a high-profile term in the corporate world. That’s 
hardly surprising. Research shows that an engaged workforce can improve 
productivity by up to an astounding 202%†. Engagement also reduces 
staff absenteeism by 37% and staff turnover by as much as 65%†. What’s 
more, firms with high levels of employee engagement generate earnings 
per share 342% higher than the industry median*. The message is clear: 
companies that have engaged employees outperform those that don’t. 

CONTEXT
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01 — CONTEXTUAL PERSONALISATION 
There is a ream of data that can inform and 
shape communication journeys throughout 
the employee lifecycle. People analytics, 
HRIS and enterprise social networks can all 
help to create inspirational communications 
that are tailored to each individual.

02 — GAMIFICATION 
Applying gaming elements to e-learning and 
talent management can dramatically shape 
employee behaviours – especially now that 
‘gaming-native’ millennials and Gen Z-ers 
are poised to dominate the workforce. We 
explore the trends and applications that 
make it relevant for communication.

03 — CORPORATE NARRATIVE 
Corporations need a compelling story 
to attract and develop talent, and to 
align behaviours to overall strategy. 
Communicating this story to people at  
all levels, and embedding it throughout  
the organisation, is particularly  
challenging for companies with a large  
and dispersed workforce.

04 — WEARABLES 
The ‘connected office’ – a ‘smart’ 
environment where it’s quick and easy for 
colleagues to communicate and get work 
done – is upon us; and it’s down to HR to 
make sure the right processes are in place 
to safeguard privacy and employee data. 
From hearables to body-worn accessories, 
what should the ‘people department’ 
consider before embarking on a strategy?

05 — VIRTUAL / AUGMENTED REALITY
Learning in a ‘life-like’ situation is the most 
effective way to assess, develop and inspire 
people. HR departments that incorporate 
augmented reality into their communication 
strategy will be able to hyper-personalise 
programmes and streamline processes.

SUMMARY

The landscape of work is changing at the speed of light due to technology, 
agile working, a multigenerational workforce and a widening global talent 
shortage. To help you combat these challenges, this paper outlines five 
communication trends that will be prominent in the years ahead. It’s 
exclusively designed for the people we call the ‘communication innovators’: 
professionals keen to push boundaries, capture the best talent and find 
new ways to engage employees to deliver long-term gain.

THIS PAPER GUIDES YOU THROUGH:
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63% of consumers expect personalisation 
as a standard of service and believe they are 
recognised as an individual when  
sent special offers.

But capitalising on the potential of ‘Big 
Data’ isn’t just reserved for your marketing 
department.

Even if your employee data is fixed in platform 
silos – be it your HRIS, intranet, Reward hub 
or employee app – making the most of it 
brings huge dividends. By investing in people 
analytics, 77% of businesses report a better 
strategy implementation overall ‡.

When we are enriched with volumes of 
information across platforms, devices and 
processes, why shouldn’t we contextualise 
analytics to inform communication journeys? 
It shapes the employee lifecycle in an 
emotionally relevant way – and it’s where the 
wider view of consumerism is going – and 
yes, employees are also customers so their 
expectations are already set.

It’s no coincidence that, on LinkedIn, the 
number of professionals listing ‘People 
Analytics’ as a skill has increased by more 
than 60% over the last 12 months. This 
shift and its impact on HR promises to 
be as significant as the data revolution 
was for marketing. Whether it’s applied to 
onboarding, training, career development, 
benefits or internal comms, contextualised 
personalisation is set to usher in a new era  
for engagement.

HOW TO USE IT IN HR

The versatility of contextual 
personalisation means it’s relevant  
for most HR communications.

Insight
To determine and personalise the context 
of communication, consider:

Criteria
• Function and position
• Demographic 
• Length of tenure
• Benefits selected
• Dependants
• Training

Platforms
• Intranet analytics
• Enterprise social networks (ESN)
• Surveys
• HRIS

Strategy
Create personas from the insight phase 
to form the basis of the strategy. Identify 
content themes and channels relevant to 
needs, interests and preferences.

1: CONTEXTUAL PERSONALISATION

What is it? Using real-time and historical data to pinpoint where a person 
is in the employee lifecycle and tailor targeted communications.

of companies see an uplift in conversion rates using 
personalisation. Contextually relevant messages make 
it more likely that people will buy from you.†93%

KEY TREND

† Conversion Rate Optimisation Report – Econsultancy

‡ 10 minutes on people analytics – PWC
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What is it? The application of motivational game elements to non-game 
situations.

2: GAMIFICATION

The amount the Gamification 
industry is set to increase to 
by 2024†$40 Billion

KEY TREND

Think it’s another fad riding the coattails of 
editorial column inches?

Research reveals an overwhelming 89% of 
employees say gamification makes them 
feel more productive at work‡.

Findings also reveal the industry is set to 
increase from $6.8 billion in 2018 to $40 
billion by 2024, representing a compound 
annual growth rate (CAGR) of 32%†. That’s 
not surprising when you consider the game-
loving millennial cohort are attributed to this 
trend – and will make up 75% of the global 
workforce by 2025°. Millennials and Gen Z 
combined will make up over 70% of the global 
workforce by 2030. 

In 2019, 87% of employees surveyed said 
gamification in the workplace gave them  
a sense of belonging and made them feel  
more socially connected – up from 81% in 
2018; while 83% of those who had gamified 
training felt motivated, compared with 61% 
of those receiving non-gamified training 
who felt bored and unproductive ‡. Quite a 
difference. 

Mobile, social media, analytics and location 
sensors are already prevalent in today’s 
landscape. Alongside those, we’re likely to see 
more companies benefiting from the use of 
gamification to increase engagement.

HOW TO USE IT IN HR

Gamification is particularly relevant for  
a number of HR initiatives including:

On-boarding
Streamline processes and get people to 
complete tasks.

Training
Making training programmes fun and 
engaging.

Recognition
Motivate and incentivise through 
performance and development.

Employer value proposition (EVP)
Secure employee buy-in with a new EVP 
or encourage new behaviours.

Benefits
Promote and educate employees about 
benefits.

† Global Gamification Market Report – TechSci Research  

‡ Gamification at Work Survey – TalentLMS  

° The Deloitte Millennial Survey – Deloitte  
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What is it? A compelling and relevant story that provides clarity on ethos, 
purpose, vision and values - so people can align their own behaviours 
with a business.

3: CORPORATE NARRATIVE

KEY TREND

of Americans say having pride in the company they 
work for matters – one of the top factors (at 46%)  
is having a positive impact on society†87%

In essence, the corporate narrative stretches 
back thousands of years and is an evolved 
variation of storytelling.

Its heritage is deep-rooted in many cultures; 
but the way in which businesses are using 
it to drive their corporate purpose, attract 
talent and meet goals is popularised by the 
fact it can transcend geographical barriers. 
It’s particularly useful when applied to your 
Employer Value Proposition (EVP), as it can:

• Set the scene for your purpose
• Promote your values and workplace culture
•  Be applied across internal and external 

communications to keep your brand 
consistent

•  Aid business decisions. The overall company 
strategy should wholly support your 
narrative and ultimately, purpose.

Driving the corporate narrative forward is 
more than wordsmithing though; it demands 
commitment and investment from the top 
down. By championing a clear and coherent 
story, you’ll help employees fully understand 
the wider purpose of the business - and see 
how they fit into the organisation.

However, the major challenge for HR is 
embedding it company-wide – just 49% of 
employees use the corporate narrative in 
their communications‡. But with mission-
driven companies outperforming the stock 
market by 42%* and having a 40% higher 

level of retention°, it’s worth remembering 
there’s always more work to do in order  
to succeed.

HOW TO USE IT IN HR

Future-proof
Overall, vision for the future and company 
values should be the bedrock of the 
corporate narrative.

Empower
It needs to create the kind of culture and 
environment business wants to thrive in.

Inspire
It’s not exclusive to any person or 
department – it should be inspiring and 
championed by all.

Collaborate
Involve a cross-section of employees  
in its creation so that the story is 
authentic and relevant.

Be consistent
Make sure the narrative forms the basis  
of all communication inside and out.

† Workplace Culture Trends - LinkedIn 

‡ Unleashing the Power of a Corporate Narrative – CEB 

* DDI/Conference Board/EY: Global Leadership Forecast 2018 

° Becoming Irresistible –Deloitte, February 2015
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What is it? Smart devices, from watches to ear clips, that you can wear  
at home and work.

4: WEARABLES

KEY TREND

Enterprise-ready wearables will be a $60 billion industry 
by 2022, increasing from $10.6 Billion in 2019, with a compound annual 
interest rate of over 41%†

With the introduction of Apple Watch and 
Microsoft’s hearable device Clip in beta, 
we’re entering a new frontier of body-worn 
accessories with technological capabilities.

Wearables have all the ingredients to 
influence behaviour, increase productivity 
and connect people to activities in a specific 
location. Take smart watches and fitness 
trackers for example. They can monitor 
stress levels and overall health, and are a 
prime example of how wearables are shaping 
the workplace. From Barclays to IBM, many 
businesses are offering these devices as part 
of a subsidised corporate wellness package.  
In fact, employees expect it. Some 67% of 
consumers believe their company should 
pay for their wearables‡.

But not all answers lie in technology alone. 
Like apps, the long-term issue is retaining 
employee attention. So an on-going 
communication strategy and incentive 
scheme that inspires and motivates people 
will make or break a wearable initiative.

Looking ahead, wearables are expected to 
skyrocket, reaching estimated sales of 60 
million units in 2023°; while PWC predicts 
that 75 million wearables will have entered 
offices worldwide by 2020‡. Those that 
invest in this game changer will not only lead 
the way in employee communication; they’ll 
also reap the financial reward.

There’s no doubt that, with the ‘connected 
office’, we’re entering a new age and 
wearables will contribute towards that shift. 
Whether it’s using ‘hearables’ to reduce 
stress levels for the schedule crazy C-suite 
or integrating optional fitness wearables for 
health and wellness programmes, the sky’s 
the limit.

HOW TO USE IT IN HR

Safeguard
Secure employee consent when launching 
any wearable initiative. 

Plan 
Develop and communicate policies for 
employees on how the company intends 
to collate, protect and use employee data. 

Be clear 
Communicate in a way people understand 
and appreciate. 

Think ahead 
Devise an on-going comms strategy to 
support the wearable programme. People 
need to be reminded of the benefits and 
be inspired to use it.

†  Enterprise Wearables Will Top US$60 Billion in Revenue in 2022 –  
ABI Research 

‡ The Wearable Life 2.0 - PwC  

° Optimistic Outlook for Wearables – CCS Insight 
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What is it? Bringing visual design ‘to life’ through the medium of 
technological applications 

5: VIRTUAL/AUGMENTED REALITY

KEY TREND

The virtual and augmented reality market is predicted to skyrocket, 
with estimates of its value in 2024 ranging from

$100 billion to $547 billion†

This variation is understandable as the growth 
of these areas depends on the growth of 
complementary technologies such as 5G – 
not forgetting the breakthroughs in hardware 
needed to make augmented reality (AR) 
glasses, for instance, a reality. But whoever 
ends up being most accurate, it’s safe to say 
that this market will be huge. By comparison, 
the global PC market is currently valued at 
$80 billion. 

The demand to personalise and visualise 
communications is especially strong if 
companies have a dispersed workforce. 
Research in the U.S. reveals an impressive 
60% of employees say augmented reality (AR) 
would help improve their day-to-day jobs ‡. 

Take Edgar Dale’s ‘Cone of Learning’ for 
example. It suggests that after two weeks we 
often remember only 10% of what we read 
compared to 90% of what we do°. The highly 
immersive and practical scenarios created 
by AR and VR create much higher rates of 
engagement than more traditional training 
formats. 

AR and VR are hugely beneficial for industries 
that operate in a high-risk environment as 
they offer training and development in a 
safe setting. But they’re also becoming 
increasingly applicable to soft skills 
training, where they’re empowering today’s 
workers to meet the needs of the future.*

But the application of these technologies 
extends far beyond learning. In a world where 
time is money, they have the potential to give 
employees control over what they want to see 
and do.

HOW TO USE IT IN HR

Recruitment
Assess whether a candidate is the 
‘right fit’. Test perceptions, capabilities, 
behaviours and attitudes. Artificial 
intelligence (AI) is being used for the first 
time in job interviews to identify the best 
candidates.

On-boarding
Improve processes and generate a greater 
understanding of what’s expected in an 
employee’s role. 

E-learning 
Simulate workplace scenarios to see 
how people develop, learn, manage and 
prioritise. 

Apps
Remember it doesn’t need to be costly. 
You can build AR elements into the 
company app as part of an on-going 
communication strategy.

† End of year summary of Augmented Reality and Virtual Reality market size predictions – Media.com 
‡ Augmented Reality Slips into HR’s View – Society for Human Resource Management  °  ‘Cone of Learning’ – Edgar Dale 
* How AR and VR are Revolutionizing Soft Skills Training in 2019 – HR Technologist
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ABOUT CABURN HOPE

Established in 1993, Caburn Hope is a global award-winning, 
employee communication company that specialises in 
marketing-led employee campaigns. 

We believe inspired employees are more emotionally invested in 
the success of the business. 

Our global clients invest in our expertise, creativity and technical 
know-how to bring employee projects and campaigns to life. 

We deliver integrated campaigns using all forms of digital and 
offline media for Unilever, Barclays, Sage, S&P Global, BT, L’Oreal 
and Pfizer to name a few.

FUTURE-PROOF YOUR EMPLOYEE 
COMMUNICATIONS
We are offering a complimentary communication audit  
that will help you: 

•  Uncover trends, gaps and opportunities in your current  
communication strategy

• Deliver a strategy that will make your budget work harder 
•  Provide three key future-facing solutions that you can  

action tomorrow 

Email s.affleck@caburnhope.co.uk with the subject title  
‘Communication Audit’, to find out more.
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