
A R G O  G R O U P 

Ensuring a future 
of talent.
Why social media is critical to employee engagement and retention. 

The insurance industry is facing a global talent crisis. The 
average insurance company will have as much as 40 percent 
of its staff eligible for retirement in the next five years. Who 
will fill this gap? According to Deloitte, only 10 percent of 
millennials say they are “very interested” in the insurance 
industry. And only 35 percent of insurance companies have 
any kind of engagement and retention strategy. 

Argo Group, a Stiff insurance client for more than 10 
years, felt the crunch on three fronts: in the US, the UK 
and Bermuda. The company faced not only a looming 
talent shortage, but also low morale among employees and 
negligible engagement on social media. Argo turned to us to 
help develop a lasting solution.

Social media isn’t just for 
external audiences.
Argo wanted to retain and promote talent from within. 
We set our sights on the millennial and Gen Z personnel 

working at Argo. The company was keen to promote the 
benefits of the insurance industry and its career options—
and dispel the notion that it’s a sector reserved for old, 
white men. 

We know from our research that the target audience is 
more digitally savvy than previous generations. Ninety 
percent of the demographic use social media every day. 
Nearly a third of millennials use social media to find jobs. 
The solution to Argo’s skills gap was clear: an employee 
social ambassador program. 

An employee social ambassador program asks engaged 
employees to like, share and comment on a brand’s social 
media content. Why? Because consumers trust earned 
media—including recommendations from friends and 
family—more than other forms of advertising. The program 
increases brand awareness in authentic way. With Argo, the 
program would also be an opportunity to engage millennial 
employees and connect them with the corporate brand.
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Stay on brand, no matter the project.
Connecting the ambassadors with the brand meant 
developing a strategy rooted in the brand itself. We based 
our plan on Argo’s corporate attitudes—smart, fast, eager, 
bold—which we had created for the company previously. 
We aligned these attitudes with four different platforms 
for maximum social media impact: 

Ambassador onboarding was a critical step for the program 
to succeed. We developed a comprehensive social media 
handbook that covered the platform approaches as well 
as social media best practices. Argo communications 
leaders worked with us to lead the ambassadors through 
in-class social media training. The curriculum included 
a review of the Argo social media policy, suggestions for 
building networks and the “rule of thirds” for increasing 
engagement. The rule of thirds instructs social media users 
to split their content equally across promotion, engagement 
and thought leadership.

Ambassadors left training with additional resources, such as 
a content checklist—hashtags, character counts, links—and 
an internal online group to communicate with one another.

Work in phases. Adjust as needed.
Phase one launched in November 2017. Not just any 
employee could get involved from the outset. Ambassadors 
needed to show strong performance across their own 
platforms. Argo created a list of candidates that we vetted 
according to analytics and frequency of activity. Twelve 
employees fit the bill and became the pioneers of the 
program. They received bi-weekly newsletters that offered 
suggestions for engaging their audiences with Argo content.

We knew that employee feedback would be critical to 
improving and growing the program over time, so we 
suggested a phased approach to ambassador recruitment that 
relied on regular monitoring and pivoting. Employees could 
provide input and affect how the program matured. If we 
didn’t allow for their comments, the program could come 
across as overly prescriptive and disingenuous.

After six months, it was time to invite feedback and plan for 
phase two.

Today’s engagement is tomorrow’s 
retention.
We developed and circulated surveys that asked about 
preferred platforms, styles of content and level of oversight. 

We are smart on LinkedIn

This is a place for serious consideration of important issues 
and exploration and sharing of industry trends. It is the 
domain of thought leadership, original thinking and 
innovative ideas.

We are fast on Twitter

It’s clever and it’s direct. News happens in an instant on 
Twitter. Argo responds just as quickly and just as directly.

We are eager on Facebook 

It’s where the company reveals its finest work for all to see, 
especially when it comes to giving back to the community.

We are bold on Instagram 

It’s where Argo and its employees tell great stories and 
show their fun and more accessible sides using visuals and 
video content that engages and inspires.
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The ambassadors completed the surveys in July 2018. In 
essence, the ambassadors wanted less promotion and more 
thought leadership. We adjusted by allowing ambassadors to 
be active on only their preferred platforms, such as LinkedIn 
and Twitter. We also developed an original content strategy 
to produce more thought leadership. 

Phase two then revolved around a series of campaigns for 
engaging with Argo employee life. One particularly well-
received campaign was called “Showcase Our Culture,” 
with a specific focus on recruitment and retention. We asked 
ambassadors to create content of their own on the platform 
of their choosing that featured Argo in a natural way. For 
example, ambassadors could do a 10-second clip of their 
office environment for an Instagram story, tag Argo, and use 
hashtags such as #ArgoLife, #workplacegoals or #worklife.

By the end of phase two, the ambassador program had 
nearly tripled in size. Ambassadors were spread across Argo’s 
global offices in Bermuda, the UK, the US, Italy and Brazil. 
Argo was now poised to launch phase three.

Employer efforts will—and should 
—increase.
The focus of phase three was to expand the program by 
adding more ambassadors. We set an objective to increase 
the number of employees by 50 percent. To meet our target, 
we made a series of recommendations, including:

• Offer tangible performance-based incentives such as gift 
cards or Argo swag. 

• Implement mandatory social media training for 
ambassadors and for new hires. 

• Create internal communications articles that bring 
attention to the program. 

Phase three launched in September 2019. The program 
exceeded the objective in just three months. Argo now has 
more than 80 active employee social ambassadors around 
the world.

Turnover is down, employee engagement is up, and Argo 
has seen increased applications from millennial and Gen Z 
professionals. The company’s next challenge is to strategize 
phase four. Stiff has established the best practices of 
monitoring analytics, asking for feedback, and adapting 
as needed. Argo can now run the program in-house and 
continue recruiting young, diverse and energized employees.

“The social ambassador program 
that Stiff came up with connects 
with the audience we want and 
increases Argo’s social media 
presence.”  
– David Snowden
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