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Front-Line Managers as 
Key Influencers of Engagement
4th Annual Employee Engagement Conference

Lloyds TSB Bank Plc

Presented by:

David Littlechild
Head of Employee Engagement
Wholesale & International Banking Division

Today’s agenda:

� Introduction

� Who we are, What we do

� Case Study: Wholesale & International Banking

� 2003 and ‘our burning platform’
� Developing an effective engagement framework
� Engaging our people through line management

� Our results … the journey with no end

� Q&A
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Lloyds TSB Bank Plc

� The origins of Lloyds Bank stretch back to 1765 – the 
Trustee Saving Bank (TSB) story stretches back to 
1810.

� Over the years, we have expanded through a series of 
mergers and by 1923, we had made 50+ take-overs.

� Lloyds Bank and TSB merged in 1997.

� More recently, we announced that we will be the key 
Banking and Insurance partner of the 2012 London 
Olympic and Paralympic Games. 

Our headline numbers - Customers

� 16 million+ customers

� 2,000+ branches in 25 countries

� 570,000+ small business customers

� £2.2 billion purchases funded

� £95 billion mortgage lending 

� £101 billion under management
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Our headline numbers - People

� 63,000 employees

� 70% participation rate in Group 
survey

� £54 million training budget

� 20,000 (approx) employees
engaged in local community 
organisations

� 34% of employees working 
flexible hours 

Our headline numbers - Community

� £38.5 million contribution to 
support local charities and projects 
through the LTSB Foundation (2nd

only to the UK’s National Lottery)

� Donated more than £1.8 million to 
‘Charity of the Year’ (chosen by 
our employees) 

� Reduced our carbon emissions by 
36,000 tonnes since 2002

� Voted the UK’s most trusted brand
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Who we are, What we do
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Low media profile

Inability to attract/retain top talent

Low engagement / advocacy

Lack of investment

Not a competitor

2003 ….’our burning platform’

Top-down approach to communication
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Values & 
Behaviours

Develop 
capabilities

Inform our
line managers……

….AND engage
the business

Incentivise &
reward the
right things

Our focus for change

Supporting the desired culture

We wanted to define values and behaviours which: 

� were simple and relevant – create a common language

� encouraged greater collaboration across the business

� supported our desire to retain and attract talent

� created opportunities to link behaviours with recognition 

� provided a positive re-enforcement of our desire to 
create ‘a great place to work’
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Learning & 
development

I have the necessary skills to 
act in the new way

Role models, 
leading by example

I see others acting the same way

Our approach

Systems, processes
& structures

The way things get done
reinforce and encourage me

Communications

I understand 
what is expected of me and why 

I will change my 
behaviour if…

VIDEO>>

Why engagement is important

Engaged workforces are 56% more likely to have above 
average customer loyalty and 27% more likely to have higher 
profitability. Gallup, Employee Engagement survey

Companies with strong employee engagement have 11% 
higher annual total return to shareholders and 5.2% higher 
return on investment capital. McKinsey & Co, Performance Ethic Research

A company can boost productivity by restructuring, removing 
bureaucracy and downsizing, but it cannot sustain high 
productivity without engaged employees. Jack Welch, CEO GE
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� Get the basics right - informing & involving line 
managers

� Support the transfer of knowledge to HR and business

� Create a framework for action planning, encouraging 
local involvement and ownership

� Focus on continuous improvement , using a challenge 
based approach (strengths & opportunities)

� Create a learning platform that encourages greater 
collaboration across the business

� Establish clear accountabilities

Developing our engagement framework

Developing the framework
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‘for the journey…’

Support the Group’s ambition to 
achieve high levels of 

engagement

Create a common platform 

Supporting the ‘transfer of 
knowledge’ by developing new 
and exciting opportunities to 

inform and engage our people

Further develop our research 
capabilities

Develop a core product set using 
innovative and flexible solutions.
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Use information to create 
intelligence and insight

Inform and involve people at all 
levels, providing context and 

meaning, supporting continuous 
improvement activities across the 

business
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Engaging our people through line management

� 54% of companies don’t offer communication training to 
their line managers

� 21% of companies measure communication 
performance of line managers

� 29% have communication competencies defined for 
their managers

Making Managers Better Communications – Melcrum Publ ishing

Our annual people survey provides:

� individuals with an opportunity to express their views 
openly and honestly

� line managers with an opportunity to demonstrate they 
value the views of their people by providing meaningful 
data which is regarded as actionable

� leaders with confidential feedback on their leadership style 
and behaviours to support on-going learning, development 
and growth

� an environment which encourages sharing and learning 
across the division – helping the business to identify best 
practice and celebrate successes

Our People Survey: Key objectives
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2005 vs 2007

Recruitment

Working Environment

Performance Management

Communication

Reward

Working Together

Information Technology

Management Style of my Line Manager

Leadership Behaviours

External Customer Focus

People Management

+3

+5

+4

+6

+3

+9

+3

+2

+2

+4

+2

Our latest set of results…

Performance 

The power of the 1:1

Support

Development

Challenge

Coach
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Commercialising HR = ‘to be the business’

INFORM GROWENGAGE

Encouraging HR teams to 
be ‘commercially aware

Develop individual & team
networking skills

Develop pitching skills

Identify effective ‘selling’
techniques

Building an organisation of brand ambassadors

To provide individuals with 
a wide range of benefits 
and offers that are 
designed to promote and 
support the brand.

However, the sheer number 
of offers and choices can 
often be daunting – to help 
save time and effort we 
bring the bank to the 
individual! 
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W&IB in the Media  

Awards & Accolades  
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What does this all mean for engagement?

Low media profile

Inability to attract/retain talent

Low engagement / advocacy

Lack of investment

Not a competitor

Top down approach cascades

What does this all mean for engagement?

Extensive media profile

Compelling market offer
… ability to attract/retain talent

Strong engagement

Significant investment in our people,
our products and environment

Always a competitor
.. taking the lead 

High levels of staff advocacy

Communications with local context
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For the Journey – with no end
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For further information, please contact:

David Littlechild
Mobile: 07801 471671

Email: david.littlechild@lloydstsb.co.uk 


