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Executive Summary
The global energy company BP run an internal awards program - the Beacon Awards - to 
recognise and reward innovative marketing initiatives. They wanted to enable all their marketing 
employees from across the world to participate easily in the process of submitting innovative 
ideas and help identify potential winners. To this end, we built an online platform to facilitate the 
awards process and provide an informal knowledge sharing application to which up to 6,000 
non-technical users could contribute, and this gradually became an important element of BP's 
marketing intranet all year round.

Case
Stimulating grassroots innovation and workforce collaboration in BP 
Marketing
It is increasingly important for large global companies like BP to find new ways of promoting 
and rewarding innovation internally. In the case of the Beacon Awards our challenge was to:

‣ showcase hundreds of employee marketing ideas

‣ promote a discussion of the ideas

‣ let people vote for and shortlist the best ones

‣ allow senior staff to act as judges with a minimum of effort

To meet these needs, we developed an internal online platform that could be accessed by BP’s 
marketing employees globally.

Encouraging participation by using collaboration tools
We built a communication hub using the Confluence enterprise wiki platform, where all the 
entries could be easily categorised and browsed.  BP’s worldwide marketers could vote for and 
discuss their favourite entries through the platform. There was also a dedicated blog for editorial 
content that would update people about the latest changes and the progress of the award. The 
blog was further enriched by a series of podcast interviews and videos. 

We customised the wiki platform to meet the specific visual design and functional requirements 
of BP.  The application runs within the global BP intranet environment and is thus very secure.
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Sustained interest in marketing innovation within BP
BP has seen a continued interest in sharing marketing success stories within the company, long 
after the actual "award event" was over.   All the marketing case studies remain online as a 
searchable shared archive of marketing excellence from around the world.

The company continues to use the wiki platform to host global online initiatives internally - the 
platform benefits from high user uptake thanks to its easy to use, participative interface and 
intuitive workflows.

Screenshots
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